
 

 

SOUTHERN WATER CUSTOMER ADVISORY PANEL 
 

 
8 September 2015, 1000 – 1600  
 
Southern House, Durrington, West Sussex 
 
Minutes and Action Summary  
 

 

Present: Anna Bradley (Chair) Steve Hare (SH) 

 Brendan McGowan (BM) Rupert Clubb (RC) 

 Philip Belden (PB) Ana Christie (AC) 

 Philip Cullum (PC)   

   

Observers: Rachel Onikosi (CCW)(RO)  

   

In Attendance: Matthew Wright (MW) Mick Carmedy (MC) (Item 8)  

 Simon Oates (SO) Susan Stockwell (SS) 

 Kevin Wightman (KW)  Corinna Allen (CA) 

 David Howarth (The EA) (DH) 
(Item 3) 

John Spence (JS) (Item 3)  

 Mark Nolan (MN)  

 
1. Welcome, apologies for absence and declarations of conflicts of interest  
 
Apologies were received from Rachel Onikosi and Jacob Tompkins.  
 
The Chair welcomed new member, Ana Christie, CEO of Sussex Chambers, to her 
first meeting.  
 
2. Minutes and Action Summary 
 
The minutes of the previous meeting were agreed.  
 
3. The EA Environmental Performance Report 
 
David Howarth, from the EA, joined the meeting to discuss the latest EA 
Environmental Performance Report.  
 
DH advised that it was introduced in 2011 to allow comparisons between respective 
companies. It has proven useful in Director level discussions. DH also acknowledged 
that there were regional differences. For example, SW and South West Water have 
the joint highest number of designated beaches. The six indicators contained in the 
report have proven a useful indicator in allowing the EA to compare and contrast 
company performance. It has helped the EA create a standardised performance 
tracker for England.  
 
MW advised the CAP that SW had previously discussed the report with the EA and 
welcomed a further discussion with the CAP. He noted that, at first look, SW didn’t 
look good because of the two red indicators but highlighted that SW had seen a great 
deal of improvement and had the joint second highest number of green indicators. 
Pollution incidents have remained the ‘Achilles heel’ for SW and across the industry. 



 

 

Whilst there was only a 10% reduction last year, there were still 100 fewer in what 
was the wettest year on record.  
 
With regards to serious pollution incidents, SW has been the leading company for a 
number of years in self-reporting, emphasising the value of transparency. The key to 
improved performance lies in the programme of investments in sensors, telemetry 
and new sewer level monitors.  
 
The CAP welcomed the discussion and wanted to understand the issues for SW – 
are the challenges greater? eg in the regional differences noted? SW would consider 
how to keep the CAP informed about both self reporting and the programme of 
improvements.  
 
The Chair thanked David Howarth and John Spence for their attendance. 
  
4. Priorities and Promises – Deep Dive Better Information and Advice 

 
CA introduced this piece of work, requesting from the CAP initial feedback on the 
proposals. CA advised that the Better Information and Advice Priority would form the 
bedrock of the SW Communications Plan and will link into SIM performance. Since 
joining the company CA has been working to develop a business wide supportive 
function to ensure the Communications Team is part of a more strategic and 
business wide approach. The next stage is to consider the brand, ensuring 
consistency and purpose, and that this is widely understood across the business.  
 
The presentation took the CAP through the various work streams. SW ambitions 
include being clearer about the brand, including what it means by brand. The CAP 
were also shown examples where the company has identified new partners to 
increase its engagement with customers. For example, SW has been working with 
Brighton and Hove City Council to help vulnerable customers. It has also identified 
work which can be done in partnership with the Citizens Advice Bureau. CA also 
discussed new techniques SW was employing, such as ‘nudge theory’, around its 
water efficiency programme. SO also noted that SW was being asked to share their 
knowledge around the Universal Metering Programme, where SW is now 
acknowledged as the leading water company. The work would also be showcased at 
a House of Commons reception next week. 
 
Much of the strategy would focus around the links between water efficiency and 
affordability which would also link into the social tariff work (which would be brought 
back to the CAP at a later date).  
 
The CAP noted SW’s progress in these areas but was concerned that perhaps the 
term ‘deep dive’ had resulted in detailed information on various parts of the 
programme without an overview of the entire priority itself.  In particular, this 
presentation had focused on the communications activity and not the substance of 
the work itself. 
 
The Chair therefore suggested the following approach for future overviews of the six 
priorities: 
 

1) Summarise. Begin with a summary of what SW knows in the respective area: 
what already works.  

2) Refine the approach. Identify the gaps in knowledge/ working and consider 
how to fill them.  

3) Present the plan of work and the way progress will be monitored. 



 

 

4) Partners. Who is SW working with in these areas? What kind of partnerships: 
one off? Or longer term? Is its strategic partnering eg contractual?   

5) Policy Issues. What are the major public policy issues around these areas 
and how do they enhance or inhibit what SW would like to do?  

 
CA went on to highlight the new approach being adopted by the Communications 
Team since her arrival and the ambition to become more aligned to key business 
objectives and deliverables around the business plan and to be less of a reactionary 
service. CA also confirmed that the work around the SW brand was not about having 
a logo. Brand was not simply to be something visual but about tone of voice and the 
consistency of the message. CA also explained the work which SW would now do 
with customers and partners to firmly establish what SW and its customers expect 
from the brand.  
 
The CAP welcomed the approach. The Chair particularly expressed support for the 
new approach acknowledging the progress made around brand and how this issue 
had moved on considerably since previous CCG discussions on the matter. The 
Chair did however suggest that an internal inconsistency around branding should 
also be addressed and a clearer strategy on company ambitions eg it is ‘Customers 
First’ or ‘to be the UK’s leading water company?’ and if both, ensuring that they 
complement rather than contradict each other.  
 
The CAP also expressed a particular interest in the customer insight work which 
would be taking place and it was agreed that this would be brought back to a future 
meeting.  
 
The following was therefore agreed as issues to come back to future CAP meetings: 
 

1. Identity: proposal for Insight work and how it will inform the brand.  
2. More detail around the plans for work on: water efficiency; FOG/blockages; 

affordability; reduction in bill queries.  
3. Evidence of gaining insight from a variety of sources. CAP needs oversight of 

how SW applying the engagement wheel and making it work.  
 

As part of building the relationship between the CAP and the Company, the CAP also 
suggested that a more explicit request from SW around the advice sought, or the 
purpose of information being presented, would prove useful. SW agreed.   
 
5. Customers First Programme 
 
SS introduced the latest work being done by the team to gain insight into SW 
customers by highlighting the latest Institute of Customer Services data which 
showed utilities remain at the bottom of the UKCSI (UK Customer Satisfaction Index) 
– highlighting the scale of the challenge. There is wide recognition that utilities are 
not doing well from a complaint handling perspective.  
 
SS provided the CAP with information on the particular areas where SW perform well 
with customers – eg moving home and payment plan set up – and the areas in need 
of improvement – including payment query and refund requests.  
 
SW strategy is to move towards reducing reactive contact by changing the operating 
model and with a digital channel shift. SW also operates Charters, which are solution 
charters, designed to monitor progress in 35 different areas of the business and how 
it engages with customers.  
 



 

 

The CAP noted the proposals and looked forward to further updates at its next 
meeting.  
 
6. Engagement Programmes 
 
6.1 Stakeholder Engagement on business plan performance data  
 
SO introduced the paper explaining the new Ofwat minimum requirements on 
company reporting. Each company had been split into three categories with SW 
assigned to category 2: ‘Targeted Assurance’. This requires SW to carry out an 
engagement exercise with key stakeholders, including the CAP, Ofwat, the EA, the 
DWI, CCW and Natural England. Based on this, SW is required to publish a risks, 
strengths and weaknesses statement on the findings. This will then result in a draft 
assurance plan to be followed with a final assurance plan.  
 
The Chair suggested that Ofwat should have considered the Stakeholder and 
Customer interest separately. They are not the same thing. In addition the CAP 
suggested SW should consider what customers would specifically want to know, 
including engaging customers on what form the reporting should take.  
 
MW agreed stating that he would rather report on the things that customers want to 
know about, rather than simply the things the CEO and SW want to tell them.  
 
SS also highlighted that customers don’t always compare company to company but 
on retail experiences.  
 
The CAP noted the approach to assurance but wanted further evidence about what 
customers and stakeholders want by way or reporting and assurance, beyond the 
Ofwat requirements. SW would return with the issue in due course.  
 
6.2 Customer Promises – update on survey work  
 
Following on from the previous meeting, KW updated the CAP on the survey work 
around the Promises it needs to carry out surveys on. The company was now closer 
to its target of 500 responses.   
 
In further discussion, there was agreement that the measurement being sought was 
around values and beliefs of customers which would be seen through changes in 
behaviour.  
 
SO suggested that if the questions were incorrect, then they can be changed. In the 
event that the Promise itself needs to be changed he advised that this would also be 
done in consultation with the CAP.  
 
SW agreed to return to the CAP with: 
 

1. How it plans to adjust questions 4, 5 and 6. 
2. Options to get survey work done to satisfy the data against the first three 

questions – which may need a quantitative approach.  
 
7. CEO Update on Company Activity  

 
Much had been covered off during the other agenda items and MW drew particular 
attention to the Ofwat customer surveys which were due to take place later in the 



 

 

month. Shadow surveys will to be conducted later in the week. The current ambition 
is to move into the 3rd quartile on SIM performance.  
 
SW agreed to update the CAP on SIM score at its next meeting.   
 
8. EMT Members Update  

 
Mick Carmedy, Chief Financial Officer introduced himself and provided the CAP with 
some background into past and current financial situation of the Company.  
 
AMP5 had been challenging when SW didn’t receive as good a settlement as hoped 
from PR09. For AMP6 the Company is in a better position and had a more 
encouraging result from PR14 however legacy issues from the PR09 results persist.  
 
With regards to his own directorate and its role in delivering on the customer 
promises, the main challenge for finance is in ensuring that this is done in the most 
efficient way possible to ensure value for money for customers.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


