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Report to Ofwat on  
Southern Water Services’ 
Business Plan 2020 - 2025
ANNEX 2 

CCG Advice Notes to the Chairman of the SWS Board and 
Board responses

The SWS CCG has issued two Advice Notes to the Board of SWS during the PR19 
preparations and has received two positive responses.  
 
The Advice Notes are on:

1. The insight programme

2. Target 100 and water efficiency



Southern Water  
Customer Insight 
Programme
Customer Advisory Panel
Advice Note 1 – April 2017

ANNEX 2



Southern Water Customer Insight Programme – Customer Advisory Panel Advice Note 1 – April 2017

1 Purpose

1 Advice

2 Background 
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This note confirms advice and 
challenge already provided to 
Company representatives, including 
the old and new CEOs and old 
and new Directors of Strategy and 
Regulation. It is set in the context of 
clear and recent guidance from Ofwat 
about their expectations for customer 
engagement and participation. 

The issues concern the Customer Insight 
Programme and the work carried out to date 
around the first part of the Strategic Statement 
(Let’s Talk Water, part 1). This work is essential 
to PR19 as it is the occasion on which customers 
are to be engaged in long-term thinking  
about water.

At this early stage of PR19, a number of 
concerns have been raised by the CAP about 
the timeline for, and strategic planning of, the 
Customer Insight Programme. The CAP has also 
raised concerns about some of the specifics of 
the Programme. 

Whilst a degree of progress has been made in 
addressing these concerns, it is clear that the 
quality and ambition threshold has been raised 
by Ofwat. Given the centrality of the customer 
research programme to the CAP’s final report to 
Ofwat, and, of course, the final Business Plan, 
the CAP thought it was important to draw these 
issues to the attention of the Board at  
this stage. 

Purpose

The CAP strongly advises  
Southern Water to address two  
main challenges around the 
customer engagement programme: 

1  To ensure a more strategic approach to 
all the customer engagement work that 
establishes a golden thread from end 
to end, linking high level outcomes with 
business plan deliverables; 

And, 

2  To improve the way that long-term future 
possibilities are built into the programme of 
work. 

Advice

Advice note criteria checklist

1 Importance HIGH. The customer engagement work is of critical importance to the PR19 process.  
It is essential that this work has included discussion with customers about the long-term 
future of water, including resilience. Southern Water has chosen to do this by setting the 
PR19 work in the context of a 25 year strategy on which customers are engaged.

2 Audience The Southern Water Board

3 Risk HIGH. The quality of customer engagement and the extent to which customer priorities 
are built into the business plan, are key Ofwat tests which have to be assessed in the CAP 
Report.

4 Impact MATERIAL. A failure to demonstrate to the CAP that the Customer Insight Programme 
has provided robust and meaningful engagement, including on long-term themes, could 
have an impact on the legitimacy of the final Business Plan and therefore on the Final 
Determination.
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The CAP is supportive of Southern 
Water’s stated ambition for the Insight 
Programme. However we have had 
a series of concerns around the 
implementation of the programme. 

In particular, we have raised concerns about 
the fact that there did not appear to be an 
end-to-end plan for the work that made it 
clear how each research wave built upon the 
results of the last. This is essential to build the 
‘Golden Thread’ that ensures that customer and 
stakeholder priorities are followed through the 
planning process. As a consequence we have 
also raised concerns about the relative timing 
of different pieces of work and the connection 
between different streams of work, for example 
work for the strategic statement, for the 
business plan, and for the WRMP. 

The customer insight team have subsequently 
worked with the CAP to build a shared 
timetable for the work and this is being plugged 
into the new PMO’s plan for PR19.  The CAP 
appreciates these steps having been taken 
and looks forward to improvements with regard 
to planning and timeline. We have requested 
that a ‘CAP version’ of the PR19 timeline be 
developed with key milestones to ensure 
things come to us in a timely fashion so we can 
provide good advice to the Executive and the 
Board. We are advised this is in production and 
we will see a first draft at our June meeting.

The CAP has also been concerned about the 
way in which customers have been engaged 
on longer-term strategic issues. It is clear that 
this will be seen as an important dimension of 
work for PR19, indeed it is one of the questions 
that all CCGs are asked to address by Ofwat 
and which is therefore in the CAP Terms of 
Reference, which the Board recently approved. 
We acknowledge that getting this type of 
engagement right, is difficult, but we have been 
disappointed by efforts so far.

We had a number of concerns at the outset of 
the programme about the way that customers 
were being asked to engage, in particular the 
CAP was keen to see the Company adopt a 
‘clean sheet’ approach, rather than relying 
on the outcomes of the last price review. This 
advice was accepted and the approach was 
adjusted. We were also concerned about the 
strong emphasis in the research on household 
use of water and waste-water services. We 
advised that this could result in a rather limited 
discussion with customers about something 
that can be taken for granted, without engaging 
them on some of the wider and longer-term 
implications (good and bad) of water and 
waste-water service delivery. The Company 
responded by introducing prompts into the 
process to encourage customers to think 
more broadly about water. This improved the 
research and its outputs in our view. 

Later in the programme, the CAP expressed 
concerns about the approach being taken 
to deliberative workshops that were going 
to be run to explore several environmental 
issues and to follow up on points raised in 
the earlier qualitative research. We advised 
about the importance of getting information 
and its presentation right. CAP members 
attended some of the workshops, to gain 
clearer insight into the experience, and 
reported back to the CAP and the executive. 
There was a general feeling that the aim of the 
session wasn’t always clear, the information 
provided in the workshops was too technical 
and became confusing – both for participants 
and moderators alike – and the context of 
discussions was often lacking, which made 
comparative data less meaningfull. As a result, 
we think that the workshops have not delivered 
as much as they could have, and some of the 
findings remain inconclusive. 

Background
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We now think that there is an opportunity 
and a need to re-design for the next phase of 
the insight work, pre-testing the information 
and format of presentation, to ensure it is 
meaningful to participants and informs but does 
not unduly lead the discussion with customers. 
We also think that there is a need to find a way 
to have a more meaningful and substantial 
conversation with customers about longer-
term issues, to inform the 25-year strategy and 
subsequent business plan. 

We welcome acknowledgement of the 
challenges we put and Southern Water’s 
response. In particular, we look forward to 
seeing the ‘Lessons Learned’ document from 
the first round of deliberative workshops and, 
using the insight from this paper, to establish 
more meaningful engagement in the future.

We are conscious that as a result of these and 
other challenges, we have contributed to a 
delay in the intended publication date for Let’s 
talk Water 1, but we think that it was critical 
to get this first part of the conversation off to 
a strong, strategic and long-term-focused 
start. This will provide the right foundation 
for the whole of PR19. We are therefore very 
pleased to see Ian McAulay’s strategic ambition 
and willingness to listen and respond to our 
concerns on these matters and look forward to 
continuing to support and challenge Southern 
Water, to deliver the best outcomes for your 
customers from the regulatory review.

southernwater.co.uk/customer-advisory-panel 0
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Anna Bradley 
Chair Southern Water CAP 

17 November 2017 

Contact 

01903 272603 

Dear Anna 

Customer Advisory Panel Advice Note 1 – April 2017 

Thank you for sharing with the Board your concerns about the customer insight programme.  I 
have held back from responding until now as I was keen to ensure that we were taking the right 
remedial steps and can demonstrate real progress. 

Before addressing the specific concerns, can I say that the Board greatly values the advice of the 
CAP. It is clear from your note, as well as the discussions that we’ve had, that your ongoing 
challenge has significantly improved our approach to customer engagement and the work carried 
out to date. Nonetheless, we are concerned that you felt the need to formally raise your concerns 
about some aspects of our programme. As you know, the Board recognise and support the need 
for good customer insight to guide both the way that we run the business as well as how we plan 
for the future. 

Since receiving your note, the company has taken a number of steps to improve the way we 
develop customer insight to inform the business plan while also embedding it into our business 
as usual activity. In particular: 

 We have created a new Head of Customer Insight role within our Senior Leadership Team,
reporting directly to the Director of Strategy. This role will be responsible for developing
our enduring approach to customer insight, as well as leading the work to develop the
business plan. Jo-Fielding Cooke, our Head of Continuous Improvement, who led the
PR14 customer insight work, is filling the role on an interim basis and the work is being
closely aligned with the Customer Services team to ensure it supports our wider priorities,
particularly around vulnerability.

 We engaged research experts from EY Seren to provide us with more short-term capacity
and help us develop an integrated plan for the next phase of engagement for the business
plan. This included initial work on customer segmentation and personas, a gap analysis
of the first phase of engagement and the development of a more rigorous approach to
developing research briefs to ensure they deliver the high-quality insight we require.

 We commissioned Corporate Culture to carry out a full review of the outputs from our
engagement programme to date, as well as other sources of relevant insight.  This third
party review was to ensure that the outcomes that we published in Let’s Talk Water part
2 fully reflected customer and stakeholder views and so the “golden thread” back to the
insight and other contextual evidence can be seen

mailto:anna.bradley@me.com


 
 
 
In addition, to ensure that we are all fully informed, the Board has asked for a dedicated session 
in December to understand the process and, more importantly, key findings from each of the 
pieces of research conducted to date. This will enable us to satisfy ourselves that the outcomes 
we will carry into our business plan do reflect our customers’ priorities.  
 
Turning to the two specific challenges you raise around the customer engagement programme:  
 
1. To ensure a more strategic approach to all the customer engagement work that 

establishes a golden thread from end to end, linking high level outcomes with business 
plan deliverables 
 
We agree that it is important that our engagement work is clearly linked and the thread through 
to the long-term outcomes and business plan commitments is clear and well evidenced.   
 
To address the need for a more strategic approach to customer engagement work, EY Seren 
helped us to develop the next phase of our insight programme, providing a strategic overview 
of the whole programme and identifying key gaps in the insight to date and priorities for the 
next phase. I understand that a first iteration of this strategic plan has been shared with the 
CAP and we welcome your feedback. Clearly, the plan needs to be flexible so we can 
accommodate any new, emerging findings from the insight, but we now have a clear path 
through to the business plan submission. The Board will continue to take a close interest in 
the delivery of the insight work, to ensure customers’ views are properly represented in our 
strategy. 
  
To address the second concern, the need to ensure we can evidence a ‘golden thread’ from 
the insight to our outcomes and business plan deliverables, we commissioned Corporate 
Culture to undertake a review of the insight work findings to date (both customer and 
stakeholder). This review was designed to ensure (i) that our outcomes could be clearly traced 
back to customer and stakeholder views; (ii) to challenge the level of ambition in our 
outcomes; and (iii) to identify gaps in our customer and stakeholder insight that needed to be 
filled. The result of this work was a revised set of outcomes, which are both more ambitious 
and stretching than those published in Let’s Talk Water part 1, and could be clearly linked 
back to either customer and stakeholder insight or a strategic external driver. This revised 
approach and the new set of outcomes were shared with the CAP recently and I understand 
you welcomed the more robust and transparent framework.  
 
As part of this work, Corporate Culture is helping us to develop a triangulation framework to 
balance competing priorities between customer groups, and between customers and other 
stakeholders where we need to. It is important that we are able to do this in a transparent, 
consistent and robust way so that we can explain the decisions we ultimately make, and we 
will be sharing the approach with the CAP in due course.   
 
The Board fully accept the challenge to ensure a more strategic approach to our insight work 
and the need for a transparent line of sight from the insight work to our outcomes and business 
plan deliverables. While a lot of work is still needed, we are confident that the combination of 
the EY Seren work and the more recent work with Corporate Culture puts us in a good 
position. 
 

2. To improve the way that long-term future possibilities are built into the programme of 
work 
 
We understand that the CAP is concerned that the initial insight work did not go far enough in 
encouraging customers to think about their long-term priorities in a sufficiently broad and 



 
 
 

open-ended way. We note that this was also a gap that was identified by Corporate Culture 
in their review of our insight work to date.  
 
We believe we have made some progress in this area in the more recent research for the 
Water Resources Management Plan (WRMP). Within this research we invited customers to 
imagine their lives in 2050 in the broadest possible way - not just focused on water - and used 
this within workshops to co-imagine the future and subsequently co-develop 50-year water 
resource plans based on their preferred options. We think this approach was innovative and 
a creative way of addressing the real challenge of helping customers think about and articulate 
their long-term priorities and preferences.  
 
Nonetheless, we accept that there is more to do. Within the next phase of the research we 
will be looking at issues of resilience, where it is vital that we have high-quality, future-focused 
conversations with our customers. As we develop this strand of the work, we will be taking 
some of the techniques used in the water resources research and applying them across the 
wider insight programme.  
 
To help with our own long-term thinking, you will be aware that we recently commissioned 
and published ‘Water Futures South East’. This was based on independent research by a 
leading evidence-based futures thinker, Dr Peter Kingsley. This work will also provide an 
important vehicle for future-focused discussions with stakeholders as well as source material 
for future customer research.  
 
We understand both the importance and the challenges of having meaningful discussions with 
customers over long-term possibilities. We believe that, with the publication of Water Futures 
South East, the experience from the innovative water resources research work and the expert 
advice we have access to, we are now effectively addressing this challenge, and we will 
continue to learn and refine our approach along the way. 
 

I hope the above gives the CAP assurance that the company is addressing the concerns raised 
in your advice note and that the Board recognise the importance of delivering a high-quality 
programme of customer insight and engagement. We will continue to work closely with the 
executives and the CAP, particularly as the PR19 process intensifies, to ensure that our approach 
is comprehensive and allows us to both develop a truly customer-focused business plan as well 
as supporting the ongoing use of insight to inform our BAU activity. To supplement your regular 
attendance at the Board, we have committed to trying to ensure that one of our non-executive 
directors attends all future CAP meetings. 
 
If there is anything you feel requires further discussion with the Board at this stage, please don’t 
hesitate to contact me. 
 
Yours sincerely, 

 
Bill Tame 
Chairman 



Southern Water
Customer Challenge Group
Advice Note 2: Target 100
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The Customer Challenge Group (CCG) is 
enthusiastic about the Target 100 (T100) 
proposals that will be central to the Business 
Plan. Significant work in this area is clearly 
and strongly supported by customers and 
stakeholders. However we think there is a 
considerable challenge for Southern Water 
Services in moving from small scale pilots 
to a major cross-organisational programme. 
We are therefore asking for a thoroughgoing 
plan based on learning to date, as would be 
prepared for major CAPEX projects. 

This needs to make it clear how the programme 
will be designed and delivered, including:  

• what the phasing will be

• how the different components will  
 contribute to the achievement of the target 

• how the work will be mainstreamed  
 throughout the organisation. 

Summary
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This Advice Note brings together and enhances 
the guidance delivered in a number of CCG 
meetings. It focuses on the development and 
widespread adoption, of a comprehensive 
behavioural change programme to deliver 
the significant demand reduction target that 
Southern Water has set. 

It is clear that Target 100 is going to feature  
as one of the major ‘transformational schemes’ 
within the PR19 Business Plan. Behaviour 
change will play a central part in  
this programme. 

Research and engagement shows that 
customers and stakeholders are strongly 
supportive of ambitious activity in this area. As a 
result, the CCG has taken a strong interest in this 
part of the Plan and have been encouraging the 
business to be ambitious and innovative. 

There has been some excellent pilot work in 
the field of demand reduction over the AMP6 
period. These activities go a long way to 
showing what works, and what doesn’t, with 
different segments of the customer base. They 
provide a basis for establishing solid plans for 
different types of activity and also give a sense 
of the cost and resources required. This data 
should allow the company to develop a clear set 
of plans for how it will scale up step-by-step and 
work toward transformational targets in AMP7 
and beyond.

It is clear that the scale of transformation 
needed to effect real change will be achieved 
only if this work is mainstreamed across the 
business to become part of its DNA. Until now, 
the work on behavioural change has been 
delivered by a few expert staff, working to 
one side of the ‘business as usual’ part of the 
organisation. We would like to see all staff and 
teams engaged in this programme.

In summary, much preparation will be required 
between now and the start of AMP7 to ensure 
the company is able to deliver against its 
promises in this area. With this in mind we offer 
the following advice to the company.

Background
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The CCG advises Southern Water to: 

• Utilise the company’s planning capability  
 to use the data so far collected to build a  
 clear, costed and time-bound plan for  
 scaling pilots up across the region.

• Define what the target is: does T100 mean  
 gross or net water consumption? Or if this  
 is not possible, articulate clearly what it  
 means against both measurements. 

• Embed objectives derived from the  
 Company’s water efficiency strategy within  
 each of the different Directorates to ensure  
 shared ownership.

• Support for achieving T100 should be  
 included in team operational objectives  
 linked to senior management Key  
 Performance Indicators.

• Embed a mainstream programme across  
 the region of rewards linked to evidence of  
 water saving and positive water use   
 behaviours by individual customers,  
 businesses and communities. 

• Support customers, business and  
 communities to fully engage with water  
 efficiency through:

• increasing the relationship with their meter  
 through the use of smart devices and online  
 tools to give them better access to usage  
 data and comparative information

• mapping water efficiency into all customer  
 interaction programmes across the  
 business. 

• Support customers in vulnerable  
 circumstances to achieve change and  
 reduce their costs by providing appropriate,  
 integrated and targeted water efficiency  
 support, including home visits, ahead of  
 transferring any customer onto a water  
 support tariff.

• Harness the potential of industry leading  
 programmes of gamification-linked activities  
 and communications across the various  
 customer communication channels. 

• Monitor and report progress, including what  
 is and is not working, through a dashboard  
 or means of other visual display tools. 

• Capture learnings and data to build the  
 broader evidence base both across  
 Southern Water and across the region  
 and sector.

Finally, we recommend keeping the water 
efficiency strategy under regular review, to 
allow for flexibility if and when some activities 
prove to be more effective or successful than 
others in the progress toward achieving T100.   

The CCG recognises that there are some public 
policy changes that could make it easier for 
SWS to achieve its ambition in this area and 
encourage the Board to continue to lobby for 
such change.

Advice
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21 June 2018 

01903 272603 

Anna Bradley 
Chair Southern Water CAP 

 

Dear Anna 

Customer Advisory Panel Advice Note 2: Target 100 

Many thanks to you and the rest of the CCG for your recent advice note (Advice Note 2) on Target 
100. 

I am, like you, enthusiastic about the Target 100 proposals and I believe it is right for the company 
to step-up its ambition in this area. We have shown genuine industry leadership in demand 
management over the last ten years starting with our successful universal metering programme. 
As well as reducing demand by around 16%, metering provided us with the platform to enhance 
our efforts during AMP6 to help customers reduce how much they use. The last five years have 
been crucial for us to increase our understanding of customer behaviour and how to best influence 
change. As you set out in your note, we have tried a range of pilot initiatives which have provided 
us with a much richer understanding of what works best, and the costs and resources needed to 
deliver such activity. 

Government and our regulators expect demand reduction to be central to our plans and the recent 
report by the National Infrastructure Commission set some longer-term targets which we support 
and are committed to achieving, if not exceeding. We have actively supported the Commission’s 
work over the last two years by providing evidence and technical expertise and their assessment 
has shined a light on what is needed to increase the long-term resilience of our service. In 
particular we have thrown our support behind their recommendation to increase the pace and 
scale of metering. Something we are lobbying government on to make compulsory across the 
country 

Before we committed to scaling up our demand management activity, it was important that we 
understood our customers’ priorities and confirmed they support investment in increased water 
efficiency activity and our target to reduce demand further.  I am pleased to say that our customer 
and stakeholder engagement programme has consistently shown support for more activity and 
increasingly ambitious targets in this area, backed by a clear expectation from Government that 
more should be done to reduce demand and increase long-term resilience. 

Now that we have a clear mandate from our customers to take things further, our attention has 
turned to how we scale up our activity to deliver our ambitious Target 100. Under the leadership 
of Helen Simonian, Director of Wholesale Water Services, we have begun work to develop an 
integrated programme of activity, focussed on reducing customer demand. In addition to the 
common performance commitment of PCC reduction, we are proposing additional bespoke 
performance commitments focussed on the number of customers using less than 100 litres per 
day and the estimated volume of water saved because of our water efficiency visit programme. 
These will provide an important focus for our activity and clear targets to measure success. 



 
 
  
 
 
Helen and the team are currently developing a long-term strategy for delivering Target 100, with 
particular focus on the next five-year period. This will be based on learnings from our customer 
behaviour change activity carried out during AMP6, as well as looking at a wider evidence base 
both within and outside the industry, pulling in support from experts in this area. As part of this 
work we will clearly define both our short and long-term targets. 
 
It is worth adding that, while the Target 100 core measure relates to average household 
consumption, we have not forgotten the importance of business and other non-household 
customers, whose usage constitutes more than 20% of total water into supply. While the opening 
of the retail market means we are one step removed from these customers, we have been actively 
seeking opportunities to work with retailers to promote the efficient use of water by their 
customers.  
 
For example, in September last year we held a water efficiency conference for retailers, where 
we shared information about our water resources challenges and the opportunities to work in 
partnership with retailers on water efficiency. While the take up has been limited, as the market 
settles down we are starting to see more positive signs from retailers, with both Business Stream 
and the Water Retail Company being very vocal about their water efficiency offerings recently.   
 
We also recognise the importance of agricultural water use and have been working closely with 
farmers in the Rother Valley, in conjunction with the Arun & Rother Rivers Trust. Initially this has 
focused on water quality risks but we will shortly be introducing water efficiency to this forum.   
 
Over the next few years we want to work more closely with retailers and agricultural water users 
and we will ensure that as we build the Target 100 plan, business and non-household customers 
as well as the farming community are included. I agree with your advice that the business should 
use its planning capability to set out a clear, costed plan to scale-up the pilots that have been 
most successful and set timeframes for delivery. We will be committing appropriate resources 
and expertise to develop this over the coming months. By doing this it will allow us to identify the 
interdependencies between different areas of the business and ensure that activity is aligned and 
fully supported across the company.  
 
We will also do more to influence how new homes across our region are built. We’ve already 
offered to waive our Infrastructure Charge for new homes that connect to our network, if they are 
built to a high water efficient specification. We will continue to engage with housing developers, 
local planners and Government to make water efficiency the norm in future developments.  We 
are progressing an initiative in Ebbsfleet which involves working with communities to reduce 
consumption to below the Target 100. Where they do, we and the developers involved will provide 
funding to WaterAid to carry out important work overseas to provide safe access to water.  This 
is part of achieving our outcome to increase the value of water in our daily lives. 
 
We anticipate that the performance commitments within our Business Plan for this area will all be 
subject to Outcome Delivery Incentives and as such will be linked to company performance 
targets over the five-year period, providing the incentive for all teams across the business to 
support activity to achieve the targets. In addition, I anticipate there will be a number of employees 
who have specific KPIs associated with delivering Target 100. 
 
I do not wish to pre-empt the outcome of our review and planning work, but I am confident that 
incentivising positive water use behaviour will be central to our approach. Not least because it 
has shown to be effective through our pilot work and our customers and stakeholders strongly 
support it.  I agree that to do this we need to increase customer engagement and participation 



 
 
  
 
 
and provide customers with real-time data about how much water they use.  This is why we’ve 
put forward another bespoke performance commitment to increase the number of households 
with a device to provide them with information about their daily water consumption.  
 
Supporting vulnerable customers is a key theme that runs throughout our plan. Our experience 
during AMP6 is that providing targeted water efficiency advice to help such customers is highly 
effective, both in terms of reducing their usage and bill but also to increase their overall 
engagement with the company. 
 
Providing clear and transparent reporting is critical, as it is with all our Business Plan targets, to 
demonstrate to our customers and stakeholders the level of progress we are making and 
providing confidence in our performance. We will be sharing our proposal for this with the CAP in 
due course and welcome your expert advice on how we can best deliver this in a way that is 
engaging and meaningful for customers. 
 
The team and I are committed to progressing our plans in this area at pace so they ready for 
delivery in AMP7.  Your note has provided some timely advice to help focus our planning and 
once we have developed our proposed programme we will share it with the CAP for further advice 
and challenge. 
 
In the meantime, if there is anything else you wish to raise, please don’t hesitate to contact me. 
 
Yours sincerely 

 
 
Bill Tame 
Chairman 
Southern Water 
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