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Welcome to the first annual report 
of the Southern Water Customer 
Advisory Panel – the CAP.  
We operate as a ‘critical friend’  
of Southern Water, to offer 
both advice and challenge, 
with the interests of customers 
and stakeholders always 
uppermost in our mind. 

Our report is designed to inform customers 
and stakeholders on how we have advised 
Southern Water, helping it to deliver the 
promises made to customers in the first year of 
its 2015–20 business plan. 

As you will see, we have challenged and 
advised on a wide range of issues. We have 
explored a number of areas with Southern 
Water to find out more about what its customers 
want and need; how it engages with its 
stakeholders; how it meets the needs of those 
on low incomes or in vulnerable circumstances; 
and how it is reducing the number of homes 
affected by internal sewer flooding, to highlight 
just a few of the issues. 

We also have a particular responsibility for how 
Southern Water will select additional beaches 
to achieve ‘excellent’ bathing water quality. 

There is no question that the promises 
Southern Water has made to its customers 
are challenging and some will be very difficult 
to achieve. But Southern Water’s focus on 
what customers and stakeholders want, 
while working with a variety of partners from 
customers and environmental bodies, farmers 
and businesses, is surely the only way they  
can deliver.

Much of the CAP’s first year has been about 
establishing ourselves and our role and helping 
Southern Water to consider how it will deliver 
its promises over the five years of its business 
plan. Much progress has been made, with some 
targets met and others proving more elusive, 
but there's a lot more to be done. We will report 
each year on progress made.

During the year we have also been preparing 
to work with the company and the economic 
regulator, Ofwat, on developing a new set 
of priorities for 2020 and beyond. That work 
will start in earnest soon and we will then be 
advising and challenging Southern Water on 
its future plans, alongside the delivery of the 
current ones. 

We hope you find this report interesting and 
informative.

Anna Bradley

Independent Chair 
Southern Water Customer Advisory Panel

Message from the Chair
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The Southern Water Customer 
Advisory Panel (CAP) advises 
and challenges Southern Water 
as it delivers the promises 
it made to its customers for 
the five years from 2015. 

It is the successor to the Customer Challenge 
Group, which played a similar role during the 
price review¹  that led to these promises being 
made.

The CAP is independent of the company and 
we guard this independence fiercely. We have 
put in place a variety of measures to ensure we 
can, and do, challenge the company on behalf 
of customers and stakeholders, wherever and 
whenever appropriate. In particular, we set our 
own agendas, have been given access to all 
the information we have requested and have 
access to the Chief Executive and Chairman of 
the Board whenever we need. Our work can be 
found on the Southern Water website².   

During our first year of operation, we have 
brought the members of the CAP up to speed 
with customer and stakeholder views and 
Southern Water plans, and we have advised 
and challenged the company on a range of 
issues. This report focuses on those things that 
we think are particularly important and would 
like to bring to the attention of customers, 
stakeholders and the Board of Southern Water, 
as follows:

•  We have followed the company’s  
progress on delivering the six priorities  
and 26 promises contained within its 
business plan³. We have challenged the 
company to develop better measures for 
five of the promises because we thought 
its proposed approach was not a good test 
of company performance. We asked the 
company to go back to the drawing board, 
which it has done.

•  We have considered the plans for taking 
forward each of the priorities and explored 
the extent to which they are likely to deliver 
what is required over the full five years of 
the plan. 

•  In particular, we have suggested a more 
evidence-based and strategic approach to 
work on helping customers to change their 

own behaviour, emphasising the need for 
the company to learn from other industries 
and from researchers and academics. 
We encouraged the company to focus 
messages and to be clear about how to 
engage different groups of customers 
with varied concerns and interests. We 
emphasised the importance of not ‘blaming’ 
any particular group of customers for the 
way they use water, but rather working with 
all customers to help them to reduce the 
amount of water used and keep the water 
and sewerage system clean. 

•  We have noted the fact that a small 
number of single events have caused the 
company to be off target in relation to the 
average time customers are without water 
when problems arise and the number of 
households with low water pressure. We 
will be interested to see whether this type 
of event is repeated in the future or if they 
are truly exceptional. In the event that they 
are repeated, we will seek reassurance that 
solutions are developed to ensure these 
promises can be met, even when such 
events occur.

•  We have closely followed the work the 
company has been doing to extend access 
to the social tariff to those who cannot afford 
to pay their full water bill. The company did 
customer research to find out how much 
customers were prepared to pay to make 
a social tariff available to more customers 
who can’t pay their bills. We encouraged this 
research, but asked the company to explain 
to participants that when some customers 
don’t pay bills, the debt that accumulates is 
also paid for by all customers, so if debt can 
be reduced this would represent a saving to 
offset against the cost of the social tariff. 

•  We supported the company’s approach to 
social tariffs because it is based on research 
with its own customers, even though it is 
a different approach to that of other water 
companies in the South East. However, 
we recognise this causes a problem for 
some customers who have their water or 
sewerage supplied by a different company 
with a different social tariff. We were 
pleased to see the way the company was 
dealing with this and its intention to align the 
approach of all the water companies in the 
South East over time. 

Executive summary

¹  http://www.ofwat.gov.uk/regulated-companies/price-review/ 
² www.southernwater.co.uk/customer-advisory-panel 
³ www.southernwater.co.uk/Media/Default/PDFs/final-business-plan-2015-20.pdf 
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•  We have discussed and advised on the 
company’s approach to vulnerability several 
times and have asked for a specific report 
on the way the company will respond to 
Ofwat’s work on vulnerability ⁴.

•  We have taken a strong interest in the  
work the company has done to embed 
customer focus into everything it does.  
We welcomed the development of its 
strategy ‘Customers First’ and the way this 
work is now being brought together with 
thinking about brand and culture. 

•  We have also been very interested in 
the development of a new approach to 
drawing together all the available sources 
of information about customers into one 
more integrated approach to understanding 
customers’ wants and needs. We have 
seen evidence of this approach in some of 
our work with the company, but the overall 
strategy has taken a while to develop and 
we are keen to see it implemented as soon 
as possible. We have called for better use 
of social media as one of the sources of 
information about customers.

•  We have been very pleased to see the 
company’s new, integrated and strategic 
approach to stakeholder engagement and 
partnership-working. Both the Environment 
Agency and Natural England told the 
CAP that collaborative working was much 
improved. We look forward to hearing more 
about the new Stakeholder Panels that the 
company is establishing as the next step in 
their stakeholder work. 

•  We have kept close to the investigative work 
to establish which seven bathing waters 
will get special attention in the five-year 
period. We have challenged the proposed 
customer research, emphasising the need to 
include the views of all the different groups 
of customers, including those who use 
beaches as visitors and are not company 
customers. We also wanted to ensure that 
the assessment of beaches takes account 
of seasonal issues, the different kinds of 
support for shingle and sand beaches and 
the need to include some beaches that will 
be more difficult to improve, not just the 
easiest targets. Finally we have advised on 
the need to think not just about 2015–20, 
but also to consider which beaches could be 
improved beyond 2020.

•  Ofwat has begun to consult on the 
approach to the five years from 2020 and 
we have spent some time advising the 
company on its responses and contributing 
to Ofwat’s work on the future of groups like 
the CAP, called Customer Challenge Groups 
(CCGs). We have also had to consider 
how we would bring the existing CAP and 
Ofwat’s proposals for a CCG together. 

•  We discussed the Ofwat-commissioned 
work on ‘resilience’ (the ability of water 
companies to continue to provide services 
despite the many challenges they will face 
in the future) and began to think about how 
this might affect our work in the future.

•  Finally, we started a discussion with the 
company about the way it would talk to 
customers about the next 25 years.  
We challenged the company to be more 
ambitious in its approach, encouraging it 
to explore different research techniques, 
including ‘deliberative’ approaches 
that allow for more of a discussion with 
customers.

Overall, we have had a productive first year, 
with strong and positive engagement with 
the company’s Chief Executive and senior 
management team. Increasingly we have 
met those staff who are leading elements of 
the work the company is committed to doing 
in the five years to 2019. The CAP Chair has 
been to the Board on two occasions to give an 
independent report of our work. 

We are pleased to say that all our advice and 
challenge has been received and responded 
to positively. We are now looking forward to 
the next phase, which will bring together the 
monitoring and advisory role for priorities 
and promises for 2015–20, with advising and 
challenging on the strategy and planning for 
the period 2020–25. 

⁴ http://www.ofwat.gov.uk/publication/vulnerability-focus-report/
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Background to the CAP

The Southern Water Customer Advisory Panel 
(the CAP) was established by the Southern 
Water Board (the Board) as a successor body to 
the Southern Water Customer Challenge Group 
(the CCG). It began operating in June 2015. 

During the last price review, the CCG advised 
and challenged Southern Water on how well  
it engaged with its customers and stakeholders. 
The CCG reported back to Ofwat on Southern 
Water’s progress in reflecting the views of 
customers and stakeholders in its business 
plan. 

The Southern Water 2015–20 Business Plan 
was shaped around six main priorities, each 
of which had a number of promises included 
within them⁵. The CAP has taken on the role 
of advising and challenging on the delivery of 
these priorities and promises. 

The CAP remit

The Board established the CAP with a remit 
to challenge and advise the Southern Water 
Board on: 

•  Customer and stakeholder engagement, 
impact assessment and research to help 
ensure Southern Water continues to have 
a clear and robust understanding of its 
customers’ and stakeholders’ evolving 
priorities. 

•  Business planning and prioritisation to 
ensure that customer and stakeholder 
insight, and the delivery of our customers’ 
priorities, is at the heart of the company’s 
business strategy. 

•  The communications of its performance to 
ensure that Southern Water is open and 
honest about its performance and pro-
active in sharing this with its customers, 
stakeholders, and employees. 

Critically, Southern Water also intended that 
the CAP should be an independent panel, with 
the capability and resource to provide scrutiny, 
challenge and public commentary on Southern 
Water’s performance against the promises 
made in its business plan. The CAP’s terms of 
reference can be found on the website⁶.  

The CAP gets its authority from the Southern 
Water Board. However it is independent of all 
other interests in the company and guards that 
independence fiercely. While the Board does 
not have to accept its recommendations, the 
Board has agreed that it will formally respond 
in the event that it does not accept CAP advice 
and it will allow its response to be published.  

The bathing waters 
enhancement programme

The CAP has an additional and special role in 
relation to the Bathing Waters Enhancement 
Programme. This was agreed between the 
company and Ofwat. It creates a mechanism 
whereby the CAP is required to play a role in 
the selection process for the specific bathing 
waters to be improved during the five-year 
period. The CAP is required to provide advice 
and challenge on the engagement programme 
design and give its views to the Board on how 
well the bathing waters identified meet the 
Ofwat agreed selection criteria set out in the 
Business Plan. 

The next Price Review

Since the CAP commenced its work, Ofwat has 
published Water 2020, its first major publication 
regarding the 2019 Price Review, which will 
establish work to be done by all the water 
companies between 2020 and 2025. The CAP 
will soon assume the role of the Southern Water 
CCG for this next price review, in addition to the 
responsibilities already noted. 

Section 1 – The role of the CAP

⁵ https://www.southernwater.co.uk/Media/Default/PDFs/final-business-plan-summary-2015-20.pdf 
⁶ https://www.southernwater.co.uk/media/default/PDFs/cap-tor-may-2015.pdf 
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Membership and composition

The Chair of the CAP is appointed by the Chief 
Executive Officer of Southern Water, on behalf 
of the Board. The members of the CAP are 
appointed jointly, by the CAP Chair and the 
CEO.

To provide some form of continuity from the 
previous CCG, the Chair continued in the role 
as CAP Chair and two previous CCG members 
joined the CAP. A further six new members 
were then recruited.

The members are as follows:

•  Anna Bradley, Independent Chair

•  Phil Belden, Independent member  
(Director, South Downs National Park  
when first appointed) 

•  Ana Christie, CEO, Sussex Chamber of 
Commerce

•  Rupert Clubb, Director, East Sussex County 
Council 

•  Philip Cullum, Partner, Ofgem 

•  Steve Hare, CEO, Age UK East Sussex

•  George Seligman, Chairman, Wessex Chalk 
Stream and Rivers Trust

•  Jacob Tompkins, CEO, Waterwise

•  Brendan McGowan, from the British Youth 
Council, was a member of the CAP until 
March 2016 when he stepped down due to 
other work commitments

•  Rachel Onikosi also attends CAP meetings 
as an observer on behalf of the Consumer 
Council for Water (CCW) 

The CAP will recruit a replacement for Brendan 
and bring in one additional member to ensure it 
has the right mix of experience for the purposes 
of the next price review. CCW will also become 
a permanent member for the purposes of PR19. 

Although some members were identified 
because of the organisation they worked 
for, each member is invited to join the CAP 
as an individual, not as an organisational 
representative. Full biographies of CAP 
members can be found on the website⁷. 

Reporting back to customers 
and stakeholders 

To fulfil a commitment to openness and 
transparency, the CAP also has a duty to report 
annually on its work. These reports will go to 
the Board and to the regulator, as well as being 
available to customers and stakeholders on the 
CAP page of the Southern Water website⁸. 

⁷ https://www.southernwater.co.uk/cap-members
⁸ https://www.southernwater.co.uk/customer-advisory-panel
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Working together 

The CAP and Southern Water have worked 
in a constructive and co-operative manner. 
The CAP tries to bring fresh ideas and a 
strengthened focus in a manner that will help 
Southern Water deliver more for its customers 
and stakeholders. This is made much easier 
by the commitment shown by the leadership 
of the organisation – Matthew Wright, the 
Chief Executive Officer, and Simon Oates, the 
Director of Strategy, attend all CAP meetings. 
We have met all members of the Executive 
Management Team, and given an open 
invitation to Board members to attend meetings 
and see how we work. To date, Rosemary Boot, 
a Southern Water independent non-Executive 
Director has attended a full CAP meeting and 
we will welcome Robert Jennings, the Southern 
Water Chairman, to our meeting in August.  

As well as ensuring the CAP’s opinions are 
heard at the highest levels of Southern Water, 
such relationships also provide the opportunity 
to ensure that the CAP is continually informed 
of both wider company performance and 
industry developments. This includes sharing 
and discussing the internal company dashboard 
with the CAP. This continued input and 
attendance is invaluable.

The Chair of the CAP also attends the Board 
at least twice a year which, again, provides 
the opportunity to ensure that the Board and 
investors hear directly from the CAP. This 
relationship with the Board is key for the CAP as 
we move towards the next price review in which 
the Board have a particularly central role. 

Section 2 – Advising on delivery
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Southern Water has a particularly significant 
challenge around its customer service 
performance and has been refreshingly candid 
with the CAP about this issue. While there have 
been some performance improvements, they 
have been slow and the ‘Direct compensation 
where we let you down’ and ‘Quick and 
effective resolution of your queries’ targets 
have not been met in this first year. At the same 
time, other companies are improving but from 
a better starting position. The result is that 
Southern Water’s position in the Ofwat league 
table has not much improved. 

Southern Water has developed a turn-around 
strategy of significant proportions and the CAP 
has been supportive of this work. A key plank is 
moving towards a more proactive relationship 
with customers, contacting them in advance 
of any problems arising and so reducing the 
occasions on which customers have to make 
contact themselves. The CAP welcomed 
and supported the plan, noting the very full 
engagement of the CEO, senior managers and 
the attention of the Board. 

The CAP decided to focus on the medium-
term ambition of Southern Water to be industry 
leader in customer service; not just catching up, 
but leap-frogging other companies. The CAP 
advised that the new customer insight strategy 
(see Customer engagement programme on 
page 13) would be critical to Southern Water 
achieving this ambition.

Measurement of the promise relating to 
‘Improved service to you and your community’ 
is one of five promises that depend on 
surveying customers. The CAP expressed 
concern about the way these surveys were 
originally developed and has been working 
with Southern Water to make them more robust.

Advice and challenge on the priorities and promises



Page 8 Southern Water Customer Advisory Panel Report 2015–16

This is an area in which Southern Water 
performs well. Overall, Southern Water has 
delivered four of the six customer promises 
with industry-leading levels of performance.  

The promise around customer minutes with 
lost supply has missed the target because of a 
single, major mains burst in the Hastings area 
in August 2015. This underlines the apparent 
sensitivity of this promise to one-off events.  
The target around low water pressure has 
also not been met but, we understand, will be 
corrected soon by a project coming on stream 
in the Isle of Wight. 

The CAP has debated the impact of these  
one-off incidents. We are keen to be confident 
that they are planned for as much as is possible 
and that such incidents don’t blow delivery of 
the promises off course. We will be watching to 
see if this kind of event occurs repeatedly or is 
genuinely exceptional.
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Performance has been on track for three of 
the four promises in this area, the exception 
being ‘Significant reduction in sewer flooding 
inside your homes and businesses’. Just 
over 100 incidents occurred due to heavy 
rainfall and there were incidences of pumping 
station failures which meant that the pace of 
performance improvement was not met.  
We are very conscious of just how important 
this issue is to customers who have been 
affected and we will monitor progress closely  
in the coming year.   

As a result of the incidents noted above, the 
CAP has requested more information about 
why blockages occur and how they can be 
predicted and prevented as early as possible. 
There is clearly an overlap with work under 
priority five to deliver more information and 
advice to customers to help reduce the causes 
of blockages. However, the CAP was also 
keen to know what Southern Water can do 
as the service provider with responsibility for 
the network. Southern Water acknowledged 
that there was work to be done to understand 
more about blockages and in developing the 
capability to predict them.  
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Regarding the promise to have no serious 
pollution incidents in this first year, the 
company performance improvement is on 
track to deliver the 2020 promise, the number 
of pollution incidents for 2015–16 was half of 
that for 2014–15⁹ and wastewater treatment 
works compliance has ended at 99.32 per 
cent in 2015–16, up from 98.98 in 2014–15. 
Both represent improvement on previous 
performance. Southern Water exceeded its 
targets for ‘renewable energy’ in this first year. 
All of this is very welcome.

The bathing water season runs from May to 
September, therefore results for ‘beaches at 
excellent standard’ in 2016 are not available 
until November. However, the CAP notes 
that the final number of bathing waters in the 
region achieving excellent status for 2015 
was lower than target and this resulted in a 
financial penalty. This serves to underline just 
how challenging the promise Southern Water 
has made will be to deliver and is of particular 
importance to the CAP which plays a role in 
selecting beaches for future improvement 
programmes. 

The CAP has recognised the key role that 
partnerships play in Southern Water’s ability to 
deliver many of the promises because so many 
other organisations and individuals have an 
impact, both positively and negatively. This is 
particularly true of the environmental priority. 
The work being done by the stakeholder 
team to identify and build partnerships is very 
welcome and key to success, as is the work 
with partners on catchment management 
programmes.¹⁰ We have heard some very 
positive things from Natural England and the 
Environment Agency about the way Southern 
Water is engaging with partners in these areas. 

⁹ 7 in 2015–16, 14 in 2014–15
¹⁰  A catchment-based approach to managing the water environment considers the impact of activities across a whole 

catchment rather than developing solutions at the point of treatment or supply. 



The CAP has discussed this priority several 
times and has offered advice to help Southern 
Water deliver its promises. The main emphasis 
of the advice has been to establish a more 
strategic and evidence-based approach to 
help customers change their behaviour. We 
have emphasised a need for Southern Water 
to learn from other water companies and 
other industries, and to learn from expert and 
academic research into changing behaviour. 
We emphasised the need for this work to 
be seen as more than a communications 
challenge; instead it is a tricky operational issue 
that demands attention across the business. 
We are pleased to say that this has been a 
constructive discussion and we look forward 
to more strategic approaches being taken with 
regard to this work in the future.

We have also encouraged Southern Water to be 
more focused in its messaging on fats, oils and 
grease (FOG) and the discarding of wet wipes 
which customers are flushing into the network. 
The CAP advised that Southern Water needs to 
be clear about how to reach different segments 
of the population. We also advised on the need 
to ensure Southern Water doesn’t appear to be 
blaming some groups of customers for causing 
problems by focusing just on their behaviour 
and the improvements they alone can make – 
no one section of the community is to blame  
for the problem and all can play a part in 
improving it. 
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Finally the CAP advised on the value of more 
engagement with manufacturers and were very 
supportive of the industry group established to 
seek to negotiate with wet wipe manufacturers 
to end the marketing of wipes as ‘flushable’. 
Wet wipes do not biodegrade on flushing and 
block the sewer network. Finding a solution 
to this impasse with the manufacturers about 
the way they market this product would be an 
excellent step forward.



Affordability and vulnerability have had a 
high profile in the CAP’s conversations with 
Southern Water and the social tariff has 
therefore been of particular interest as a 
key means of delivering the promise about 
‘Customers in genuine financial hardship 
provided with improved support’. 

The CAP noted that the Southern Water social 
tariff model provides a higher level of support 
but to fewer people, whereas other companies’ 
tariffs appear to provide less support, but 
to more customers. The CAP has therefore 
supported Southern Water in its efforts to 
extend access to its social tariff and note its 
decision to extend the definition of ‘water 
poverty’¹¹ so it includes more customers. 

The CAP has also supported Southern Water’s 
decision to commission further research into 
how much customers would be willing to pay 
to make the social tariff available to more 
customers. We advised that this research must 
ensure that customers understand that they are 
already paying for outstanding customer debt 
as a result of people not paying their bills.  
A payment system that helps more customers 
pay should have an impact on those levels of 
debt and the amount customers contribute 
in their bills towards simply paying off the 
outstanding debts of others. 

We were also very supportive of Southern 
Water’s social tariff design, even though it 
differed in its approach from other companies 
in the South East. The CAP appreciates that 
this might create challenges for customers who 
have a different water supplier and might find 
themselves applying for two different social 
tariffs. The CAP has therefore been pleased 
to see the way Southern Water has smoothed 
these potential problems and understands the 
medium-term desire to align the tariffs across 
the region.

Finally, we have discussed vulnerability many 
times and have now tasked Southern Water 
with providing the CAP with a specific report 
on Southern Water’s response to Ofwat’s 
challenge to companies around the issue. We 
look forward to receiving this and advising on 
the future approach.
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¹¹  The widely held industry definition of ‘water poverty’ is where more than 3 per cent of household income is spent on 
water and sewerage charges



Bathing Waters Enhancement 
Programme

Southern Water agreed a specific mechanism 
with Ofwat that involves the CAP in the 
selection process of the seven beaches to be 
improved. The first task is to identify beaches 
which have customer and stakeholder support 
for investment to bring their quality rating up 
to ‘excellent’. The CAP’s focus has been on 
advising and challenging the plans for customer 
and stakeholder engagement.

The CAP has raised a number of challenges 
including: ensuring beaches have not been 
excluded simply because they are considered 
too complicated to tackle; whether there are 
any differences between types and levels 
of support for sand or shingle beaches; 
how seasonal population trends have been 
taken into account to balance support for 
popular beaches with less popular, but locally 
supported beaches; and how the amenity value 
of beaches is accounted for, for example the 
views of windsurfers and sailors who are not 
Southern Water customers, but who are regular 
beach users. A key issue in many of the above, 
is the day and time of day that site visits and 
surveys are carried out and the target sample 
for the research work. 

Customer engagement programme

The approach to customer engagement is 
central to the CAP's work, so in addition to 
discussing particular pieces of customer 
research and engagement, the CAP has taken 
a strong interest in plans to develop a more 
integrated and strategic approach to customer 
engagement. The CAP was keen that Southern 
Water should both develop its own in-house 
expertise and get value and knowledge from 
external experts, so that this programme builds 
on the best of both and is embedded for the 
future. We are pleased therefore that both 
these things are being done.

The new approach to customer engagement 
depends on the collection and collation 
of all the data Southern Water has about 
customers and from customers into one body 
of knowledge. This has both significant system 
and process implications. The plan is still at an 
early stage and the CAP has been pleased to 
advise on its development, but is keen to see 
this progress more quickly now that the plan is 
in place. 

Another key dimension of plans to embed 
customer centricity in Southern Water is the 
new work on the brand strategy. Southern 
Water is developing a brand strategy which is 
intended to create an identity that resonates 
with customers, putting them at the heart of 
everything Southern Water does. The brand 
is also intended to act as a compass which 
creates a focal point for employees. The 
CAP very much welcomes this work as it will 
underscore efforts being made to build a 
culture that always puts customer first. 

The brand is clearly a matter for the Board, but 
the CAP has taken an interest in research with 
customers to build the brand, and has advised 
on this and elements of the brand that will 
resonate with customers.

Stakeholder engagement programme

Southern Water has adopted a new, more 
strategic and integrated approach to 
stakeholder engagement. This new approach 
addresses past criticisms of Southern Water in 
this area. The CAP has been very welcoming of 
this initiative and sees it as a crucial component 
of the need for more partnership working to 
deliver the promises. The CAP now receives a 
quarterly update on stakeholder engagement 
and will input into the new periodic stakeholder 
surveys. 

The CAP has particularly welcomed the 
fact that Southern Water is looking at other 
organisations, in particular, the gas and 
electricity industries, who have similar 
regulatory requirements, to see how 
they actively engage with regulators and 
stakeholders. The CAP has also been very 
positive about the plan to establish Stakeholder 
Panels – strategic environmental panels and 
county panels. 
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Section 3 –The next steps

The CAP and PR19

Following on from the publication of Ofwat’s 
Water 2020 publication, it was agreed that the 
CAP will become the Southern Water CCG  
for PR19. 

As was the case for PR14, the CAP will work 
with the company during PR19, advising and 
challenging it as it develops its engagement 
and research plans in preparation of the  
2020–25 business plan. 

The CAP will offer advice and challenge on 
how the company gathers and interprets 
customer and stakeholder views and on how 
the company subsequently decides to reflect 
those views in its submission to Ofwat for PR19. 
This will include considering opportunities 
for innovation, sustainability, challenging 
the scope, justification and value for money 
of the preferred delivery mechanisms, and 
challenging on the phasing of delivery and the 
overall acceptability of the plan. 

The CAP will challenge and advise on whether 
the company’s proposed outcomes and 
performance commitments appropriately  
reflect the outcomes of its customer and 
stakeholder engagement. 

The CAP will also challenge and advise on how 
the company has engaged with (and responded 
to) customers about the affordability of the 
proposed bill impacts.

The CAP will assume this additional role for the 
PR19 process from July 2016. As a result the 
CAP’s Terms of Reference have been updated. 
Our 2016 Terms of Reference were approved  
by the Board in June and are now available on 
the website below. This 2016 report is based  
on the terms of reference agreed by the 
Southern Water Board in May 2015. 

Moving into year two

As well as taking on the PR19 responsibilities, 
the CAP will continue to monitor the delivery  
of the priorities and promises for 2015–2020. 
The first year has, in many ways, been an 
exercise in setting the scene, but we expect 
to see more tangible results in some key areas 
as we move into year two. In particular, the 
impact of single events on delivery of some key 
promises, the implementation of the new insight 
strategy, next steps on addressing vulnerability, 
and partnership working on the environmental 
promises. In addition, important decisions 
will be made in late 2016 with regard to the 
Bathing Waters Enhancement Programme and 
we look forward to reporting in more detail on 
the selection of the seven beaches in our 2017 
report. 

We will review our own performance for year 
one, later this year. Among other things, we will 
discuss our own partnership working with the 
quality and environmental regulators and the 
Consumer Council for Water for PR19 and to 
think about what else we might need to do build 
trust and confidence in our ability to represent 
the interests of customers and stakeholders.

southernwater.co.uk/customer-advisory-panel 
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