
 

 

Section 1 - Business planning and regulatory requirements (15 mins) 

 

CCG Challenge 

1. Need to understand relevant business planning 
requirements 

2. What are SEW’s high level statutory duties in 
relation to customer engagement?  

3. What are the things SEW must do for PR19? e.g.  
environmental performance commitments, 
leakage, low pressure  

4. What are the areas where it can develop 
bespoke performance commitments? e.g. on 
vulnerability 

5. What is the role of engagement around these 
e.g. customers can’t decide whether the 
company becomes more water efficient but how 
can they influence how this is achieved? 

ESG action 

Ask questions/feedback observations 

Aim 

So we can understand how SEW's engagement approach 

links back to its wider business planning and statutory 

duties.  

 

SEW response  

1. Every 5 years water companies prepare a business plan that shows what 
services they will provide and the cost of that service to customers. 

 
2. We have a statutory duty to consult widely on the Drought Plan and Water 

Resources Management Plan - but not the business plan. Nevertheless, we 
do consult widely with customers to help prepare our business plans and test 
our proposals before we submit it to Ofwat.  Page 67.  
 

3. Two issues: 
a. Water companies operating the public water and sewerage networks 

hold appointments as water undertakers and have licences to 
operate. Many of our duties, such as those around water quality, 
customer service and the environment, are enshrined in our licence 
and so these are legal obligations which must be met 

b. The PR19 process is about how we will meet our legal obligations, 
regulatory performance commitments set during the price setting 
process, and deliver a high level of service that remains affordable, 
while also providing a reasonable return to shareholders.  

 
4. Areas where we can change behaviour to meet our statutory plans (eg water 

efficiency to meet demand management targets in wrmp); make things 
quicker and simpler for customers (eg online account management and live 
web chat); and provide a greater range of support during normal service (eg 
braille bills, social/incentive tariffs) and when things go wrong (eg priority 
services register). Pages 6,7, 29, 45, 66.  
 

5. Engagement essentially determines our customers’ priorities, the level of 
service we offer across a range of performance measures, and where we 
prioritise and invest the money we raise from customers’ bills. Page 76, 80.   



 

 

Section 2: Purpose of research, engagement and insight (20 mins) 

CCG challenge 

1. What are the high level aims of 

SEW’s research and insight? 

2. What are the high level aims of 

SEW’s engagement?  

3. What are the specific research 

questions you want answered and 

why?  

ESG action  

Questions/observations 

Aim  

So we can clearly understand what SEW is 

trying to achieve with its broad approach 

and we can think about the appropriateness 

of each engagement activity/research 

method to your research questions. It will 

enable the CCG to understand and consider 

where there may be need for further 

research or there may be gaps. The Group 

may also be able to help clarify SEW's 

narrative on this.  

 

 

 

 

 

 

SEW response  

1. It should deliver a business plan that is based on robust evidence and gives all of today’s and 
tomorrow’s customers a tailored, top quality, reliable water supply service when they want it, how 
they want it, and at a price that is affordable and accessible to all (our overall objective). Page 80 

2. To evolve our engagement from transacting with customers to understanding their attitudes and 
specific needs, and then matching our services to that.  That is driven by the experience of drought 
and our daily interactions with customers which show they have different needs and expectations; 
there is no such thing as an average customer. Our learnings from water supply incidents especially 
have shown that customers often make a clear distinction between ‘normal service’ and ‘service 
recovery’ - and their satisfaction can change depending on which type of service they experience. 
Pages 18, 38-40, 42, 46, 50, 54 

3. For every price review there are core themes we need to explore with customers (pages 64, 65): 

 Priorities: 
o what are customers’ priorities - now and in the future? 
o do these change during normal service/service recovery? 
o are they different for different segments?  
o what outcomes do they want?  

 Services: 
o what level of service do they want now and in the future?  
o what other bespoke/tailored services do they want?  
o what support - financial or otherwise - should we and/or they give customers in 

vulnerable circumstances?  
o how can customers and stakeholders be involved in co-creating and co-delivering 

solutions?  
o what should the commitments and targets be to customers? 

 Cost:   
o what is the willingness to pay/invest for different service levels – now and in the 

future? 
o how should we be rewarded or penalised for good or bad performance?  

 Overall plan - how acceptable is the business plan?  

 



 

 

 

 

Section 3 - SEW's current evidence base: what do you already know about your customers? (30 mins) 



 

 

 

CCG Challenge 

1. What does the data from your ongoing engagement/touch points tell 
you about your customers? 

2. What other learning do you have about customers eg wants, needs, 
priorities, references? 

3. How does this define what else you need to learn eg using market 
data, feedback from politicians? 

4. What does it tell you about the views of different segments? 
5. What do you see as the strengths and weaknesses of different 

sources of information? And the value of their use? 
6. Where do you see the gaps? 

ESG action  

 Does the Company have a good understanding of the gaps/views on 
wider gaps? 

 What do the Group see as the strengths and weaknesses of the 
research and engagement approaches? 

 Observations and questions 

Aim 

This will help us understand the logic of SEW's approach - is it strategic and 

proportionate? 

May also be able to help SEW think about where it needs additional research 

or possible triangulation 

 

SEW response  

1. Customers rarely need to do business with us but, when they do, 
they want it to be easy and convenient. They also expect a service 
which meets their specific needs at that specific time. Pages 5, 28, 
42 
 

2. Customers’ priorities have not changed materially since PR14 – 
water quality, supply, service and bills are still important. But learnt 
they have very different expectations of SEW when things go wrong; 
and that more proactive engagement about our work can influence 
customer satisfaction and value for money. Pages 37-40, 50, 60. 
 

3. The transactions and conversations give us insight into how 
customers want to do business with us, and what some stakeholders 
may want to be engaged on - but they do not give us any more 
personal data that we can use to tailor our service and map/target 
our engagement. Page 62. 
 

4. Customers have different services expectations and levels of 
satisfaction with that service and so likely to develop segmented 
satisfaction as a bespoke ODI; but not always obvious what effect 
our `input’ has made on the `output’ ie the satisfaction score. Page 
38. 

 

5. External data and information sources can give valuable context, 
making our stakeholder engagement and customer communications 
more targeted and tailored, and, therefore, relevant. But it does not 
replace transactions/conversations. Pages 8-10, 51, 54. 
 

6. Need to define what is robust, representative, usable data and the 

process to triangulate it with conversations, transactions and 

research. Pages 72, 73. 

 



 

 

Section 4: Engagement lessons learnt (25 mins) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CCG challenge 

1. What are your lessons learnt on engagement? 
(i.e. how have you honed your engagement 
activities based on learning of what works and 
doesn’t work) 

2. How has your approach been informed by them? 
3. How has your approach built on your previous 

work? 

Aim 

This will help us understand the degree to which SEW has 

learnt lessons from previous engagement and how you 

have applied those lessons learnt to your current 

engagement plan 

Value of the ‘continuation of your approach’ so it shows 

that you have built on your learning from PR14 with your 

segmentation.  

 

 

 

 

SEW response  

1. 2011-12 drought showed the power of proactive communications and paved way 

for many of our engagement/brand initiatives to engage and take customers 

beyond their water bill. Our approach at PR14 to measure customer satisfaction 

was bold but has been the right thing to do in driving cultural change in our 

business. Staff get it and so do our customers – however in its current form it 

does have some challenges (see point 3). Pages 15-21. 

 

2. Customers have told us they want to see more of the science and technology 

behind producing tap water, so we’ve developed the `Pure know h2ow’ brand 

across our fleet, uniforms, publications and campaigns/activities. Pages 22, 23. 

Social media allow us to be an “active talker” especially during emergency 

incidents, which our customers appreciate (positive feedback post events). Pages 

44-48. 

The more customers/stakeholders know about our work the more their 

views/perceptions of us change – with an uplift in satisfaction scores (post wtw 

tour surveys, leakage and customer magazine trial). Pages 39, 40, 50.  

3. The experience we have gained from running satisfaction surveys has shown 

there are some differences between satisfaction when analysed by more 

traditional demographics (age, gender, metered/unmetered). Applying this is a 

blunt tool when it comes to understanding our customers better - their views 

about their water service are more influenced by their attitudes and 

values/beliefs.  That’s why we have introduced `attitudinal segmentation’ testing 

to understand if our instincts are right - that there is no such thing as an ‘average’ 

customer. Pages 31- 38, 63-66. 

 

 



 

 

Section 5: Engagement approach/research methodology selected (25 mins)  

 

  

CCG challenge  

1. Overview - What are your proposed bespoke 
research methods - high level? 

2. Overview - What are your proposed bespoke 
engagement approaches? 

3. For each - who is your target audience? 
4. What question from section 2 or gap in 

section 3 is each engagement approach 
seeking to answer 

5. Why was this approach selected over and 
above other approaches? 

6. Where do you see potential for co-creation? 

ESG Action  

 What are the strengths and weaknesses of 
each approach - quality of each approach - 
where might you need further 
’triangulation’/wider research to cross-
reference findings? 

 Which areas would lend themselves to co-
creation? 

Aim 

To understand why SEW have selected the 

approaches you have and to understand where you 

see the gaps which need addressing 

 Ofwat is keen to see an iterative approach. A 
key concern from the Group is that SEW has 
insufficient time built into the engagement 
approach for triangulation/double checking 
findings.  

SEW Response  

1. Combination of qualitative and quantitative methods; identify need for considered or 

unconsidered response; and among informed and uninformed customers.  Using pre-tasks via 

customised app, video diaries, collages and paper/electronic diaries; then focus groups and 

in-depth interviews. Page 76, 78. 

2. Programme specially designed to give us richer set of answers to shape our business plan. 

Brokered Accent and Brand Edge collaboration to get best in and out-of-sector expertise new, 

innovative approaches to deliver a wide `basket’ of approaches - making sure the research is 

still robust and proportionate, balanced and effective. Including attitudinal segmentation, 

priorities, service recovery, bespoke services and bespoke financial research with vulnerable 

customers and/or support agencies. Pages 76-79.  

3. Our household customer base and the different attitudinal segments that sit within that. 

Pages 76,77. 

4. What are customers’ priorities - now and in the future? What level of service do they want 

and are happy to pay for? Are there different values/attitudes to water and, if so, do they 

result in different levels of customer satisfaction? Does that satisfaction change from normal 

service to service recovery? Pages 63-66. 

5. Our experience from running customer satisfaction surveys and daily interactions with 

customers show they have different needs and expectations; there is no such thing as an 

average customer. `Demographic segmentation’ is the historic approach used at successive 

price reviews but a blunt tool when it comes to understanding customers’ needs and 

priorities better. Page 65.  

6. Bespoke services, bespoke financial support schemes, service improvements during normal 

service and/or service recovery. Develop tailored services for those who need more support; 

tariffs (and incentives); co-deliver resilience with customers around key areas of our business 

eg water efficiency, leakage, interruptions, drought. Page 65,66. 



 

 

Section 6 - The overall engagement timeline - including where SEW has allowed time for iteration, further triangulation, co-creation and challenge of any 

emerging hypothesis (25 mins) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PR19 engagement – high level and detailed  

Aim 

So we can clearly see where the Company is on its project planning timelines/see the engagement approach ahead and have confidence and hold the 

Company to account on the timeline.  As noted this is a key concern of Ofwat’s and of the CCGs. 

We are keen to understand how the WRMP/Drought plan link up with the wider engagement approach and how this is built into the timeline.  

 



 

 

 



 

 

   

 

 

WRMP Customer Research  

Phase 1 Comprehension Sessions x 12 customers  

Phase 2 Regional Focus Groups x 6   

WRMP Customer Research  

Phase 3 Online Panel, 600 WtP 

interviews  

Drought Plan Consultation  

dWRMP 

Consultation 

(Q4 2017-18)  



 

 

 



 

 

 

Section 1: ESG Comments and Observations 

Outcomes – which are required by Ofwat ad which are optional – engagement is potentially different. 

Proposed common PCs –  

1. Customer experience  -  

a. satisfaction survey – contactors and non-contactors 

b. Complaints 

2. Developer experience  

3. Water Quality compliance 

a. Upper quartile 2024/25 

4. Supply interruptions 

a. Upper quartile 2024/25 

5. Leakage 

a. Upper Quartile 2024/25  

b. 15% reduction 

6. Per Capita Consumption 

7. Resilience (drought risk – 1 in 200 server restrictions) 

8. Asset Health  

a. Mains bursts 

9. Asset health 

a. Unplanned Outage 

Bespoke – must cover 

1. Different price controls 

2. Vulnerability 

3. Environmental impact 

4. Resilience 

5. Abstraction incentive mechanism (AIM) 

Financial by default, in period ODIs by default and try to limit the amount of PCs. 



 

 

Section 2: ESG Comments and Observations 

 

Innovation appetite and how are we understanding customer appetite for innovation? 

Objective – which parts are statuary requirements and which elements are aspirational. Query – is objective precise enough? Open to interpretitation. 

CCG chairs group query that customers don’t want top quality or tailored service – objective should come from customers. 

Tailoring – could be comms/methods of contacting 

Principles include “society” – is this being included in engagement? *Gap* 

Should service levels be more explicit – what do customers expect? 

Are we asking customers how we can co-create/co-deliver? 

Action – JG – robust evidence providing service required by our regulators and meeting the needs expressed by our customers. 

Are SEW looking at emerging issues? E.g. in the run up to the general election – affordability of tax/senior managaement pay. – role of business in society. 

SEW is a company and an essential service not just a water supplier. 

Age of population and terrorism. 

Challenge – horizon scanning and demographic change. 

 

 

 

 

 

 

 



 

 

Section 3: ESG Comments and Observations 

Report didn’t contain much information/analysis of vulnerable customers / financially challenged customers *potential gap in engagement* 

Experian data – potential proactive campaigns tailoring based on geography/demography not just attitude. Look at diversity – could be an acceleration. 

Impact on behaviour change. Languages. Communication methods. 

Word community does not feature – may help us to communicate/engage better. Geographical or community group level. 

How does swimming pool owners/large garden influence segmentation? 

Circumstances affects ability to save water. 

WPD – 40 indicators  

Demographics influence resilience and wider decision making. 

Helps identify stakeholder groups. 

 

 

 

 

 

 

 

 

 

 

 



 

 

Section 4: ESG Comments and Observations 

Concern with comparisons e.g. Ovo energy vs SEW all segments / average 

We mustn’t be seen to be against comparison with outside of water indursty  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Section 5: ESG Comments and Observations 

If you don’t know who customers are, - how do you know if group is representative  

Stakeholder mapping – following challenge from CCG 

Are there particular stakeholders or groups missing? 

Disconnect – strategic basis/lack of information to support 

Challenge on research methodology 

Your understanding of limitations of research. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Section 6: ESG Comments and Observations 

Who are we targeting? Why are we targeting? 

Why where the methods chosen?  

What data was missing which led to this research?  

Strengths/weaknesses (recognise limitations) 

Identify contradictions/issues with conflicting data. This can be a strength too as is identifies gaps which can be plugged. 

Vulnerability – already identified as a gap. 

Emphasise info that may be obvious within the industry e.g. recruitment for focus groups 

Emphasise compromises made within research 

Narrative that is higher level / more compelling  

More info about how we are co-creating with customers – not strong enough co-creation – how? EFG are a good example. 

Stages are distinct – need longitudinal approach community approach 

Could use same customers throughout research – but have to ensure they are conditioned  

Community / stakeholders 

Collaboration with plumbers  

Strategic thinking behind co-creation 

Do we have a consistent definition between co-creation and co-delivery? 

Identify on visual where we think we have co-created and co-delivered and why co-creation and co-delivery at which stage? 

CCG define how they define co-creation and co-delivery. 

Should co-creation and co-delivery be across and not vertical?  

 



 

 

 

 

 

 

 

 

 

 

 

 


