


• Biggest cost of living crisis in 40 years with prices rising by 10.1%

• 1 in 4 or 5 people in poverty

• Half a million workers walking out over pay disputes 

• Huge energy rises leaving a typical annual bill of £2,800 -

placing many in fuel poverty

• Food prices increased by 5.9%

• Rising costs of childcare to an average of £138 per week

• 4% wage rises and 3.1% benefit increases

• Many who could have previously coped will experience difficult

choices when paying their bill

Background



Westco – Cost of Living resources

Three creative concepts – Be more owl, Umbrella Concept and Empowering – Free resources available 

to download!

Research 



Mission: Create a data driven, targeted Cost-of-Living campaign signposting residents to the right 
information at the right time. 

• Residents feel supported while they navigate cost-of-living crisis 

• Equip frontline staff and VCSE partner organisations with the right information at the right time to 
support residents with the most up to date advice and information 

• Raise awareness of the 75+ network of warm spaces during the winter months to reduce pressure 
on energy bills

• Highlight range of benefits available to increase number of eligible residents accessing benefits

• Support residents to manage their money and look after themselves to avoid referrals to mental 
health services and to avoid homelessness 

• Respond to the changing political and economic environment to ensure information is useful and 
relevant 

Campaign Aims



Tactics: 

• Develop suite of materials (leaflets, posters, webpages, social media toolkit, pull up banners) 

for staff and frontline partners to enable them to signpost residents to services to a one stop 

shop for advice and support

• Utilise Experian Household Income dataset to develop targeted approach

• Develop a Tone of Voice based on organisational brand values, behaviour and culture 

• Utilise non-judgemental, simple and friendly language, using down to earth ambassadors to 

create familiarisation for example, Jo in the Know – Cost of Living Facebook live Q&A with Jo 

and special guests

• Identify range of methods to target audience – leaflets, council tax letters, rent statements, 

outdoor advertising based in low income locations

 

Campaign Approach 







Proactive media approach 



Digital media 



Out Of Home

• Telephone box wraps
• Community engagement – library sessions, 

tenant engagement 
• Staff engagement 



• 2,000 applications and professional referrals for welfare support processed each month

• 3,000 visitors to Warm Welcoming Spaces

• 1.5m visits to Here for You webpages 

• 85 Warm Welcoming Spaces set up with support from the voluntary sector 

• 9,300 pensioners are now in receipt of a council tax reduction

• 5,000 food pantry vouchers have been given to 3,800 families

• 15,000 children have access to free school meals

Campaign Outcomes  
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