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South East Water CCG 
Co-creation Briefing Note – October   
 
Background 
It has become clear that there may be a difference in understanding between South East 
Water (SEW) and the CCG members over what ‘co-creation’ entails. In order to clarify 
the situation and ensure a shared understanding, it was agreed that the CCG would 
produce this short briefing note clarifying our understanding of ‘co-creation’, and SEW 
would provide further detail of where they believed they had, were and will be ‘co-
creating’ as part of their engagement strategy.  We shared this note with Ofwat who are 
in agreement.  
 
Benefits 
The CCG believes there is value in effective use of co-creation with customers and 
community groups for key aspects of the business planning process and in ongoing 
engagement. This includes in certain areas of consumer vulnerability, customer service, 
and resilience where the direct customer experience is particularly important.   There is 
a strong body of research that suggests co-creation enables more consumer-centric 
outcomes and more innovative solutions that are valued by customers and communities. 
When co-creation approaches are embedded into a company’s day-to-day activities it 
can be an efficient way to meet customers changing demands and identify growth 
opportunities for companies. It can result in consumers and community groups jointly 
delivering solutions to problems with resultant cost savings and efficiencies. All of 
which can boost customer satisfaction and loyalty. 
 
Co-creation – the term 
The CCG use the expressions co-creation, co-design, co-production and co-innovation 
broadly interchangeably.  In essence, we see co-creation as an approach that brings 
together a wide range of different relevant parties (the company, customers/users, 
citizens, employees, experts) in collaborative engagement to produce a mutually valued 
outcome/s.  
 
‘Traditional engagement’ approaches  
‘Traditional engagement’ approaches tend to be company-led and controlled:  

 The company identifies their aims, a problem, or issue.   
 The company then develops a range of solutions, products, services to address 

the problem, meet their aims or address their issues.  
 The company then consults or engages with customers or community groups on 

their preferred approach/es to the above. Customers may give their views on a 
limited number of options proposed by the Company.   

 In some instances there may be some scope for customers or community groups 
to submit ideas, but ultimately it tends to be a company-led design and selection 
process with the Company setting fixed parameters for contributions made, and 
making the final decision. 

 
Co-creation – how it differs 
Co-creation is more collaborative at every stage of the company’s traditional decision-
making process.  The company tends to have less direct control over the process.   A key 
factor is that all parties involved, including importantly customers and citizens play an 
active part in not only identifying what is important to focus on, but also in the creation of 
approaches, solutions to problems and, products and services that they value  (‘the 
how’). It is more bottom-up than top down from the company.    
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End user requirements  (customers’ or society’s) are considered right from the 
beginning and considered throughout the whole design or decision-making cycle. The 
end-user/communities have full liberty to suggest and select ideas along with the 
combined efforts of the company.  

Principles 

1. End users are involved throughout design and development. 
2. The Company is open about the challenges and limitations – making all relevant 

information available 
3. The design is driven and refined by user-centered evaluation. 
4. The process is iterative. 
5. The design addresses the whole user experience. 
6. The collaboration team includes multidisciplinary skills and perspectives. 

The challenges/issues to consider include: 

 Identifying the right areas for full ‘co-creation’ 
 Ensuring the right parties are involved in the design/collaborative process e.g. 

the right employees, partners, customer and citizens the approach is being 
developed for, experts, end users with appropriate levels of skills and relevant 
experience who are able and willing to contribute ideas.  

 Ensuring you have the right platform and framing for active participation e.g. 
online forum, workshop setting etc.   

 How the company will select viable ideas. Many submissions may be impractical 
and/or difficult to implement. The Company may need a way to manage rejected 
contributions without alienating customers, which can lead to disengagement. 

Examples 

 E.ON Germany worked with customers on low incomes and consumer groups in 
a workshop environment to explore how they could best support customers in 
financial difficulty.  This led to them exploring with customers the causes of their 
financial vulnerability, the impact that this had on their lives, and how the 
company could best prevent debt build up and improve service. A key factor in 
this was that the priorities and solutions were customer-led not suggested by 
the company. 

 Nike give customers online tools to design their own sneakers. 
 LEGO Ideas is an online community where members can discover creations by 

other fans and submit their own designs for new sets. Fans can vote on 
submissions and give feedback. If a project gets 10,000 votes, LEGO reviews the 
idea and picks a winner for an official LEGO Ideas set to be created and sold 
worldwide. The creator gives final product approval, earns a percentage of the 
sales and is recognized as the creator on all packaging and marketing. This 
concept celebrates loyal customers and rewards them for innovation, creativity 
and entrepreneurialism. 

  
 


