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The annual report of the Southern 
Water Customer Advisory Panel (CAP) 
is designed to inform customers 
and stakeholders about the way 
we have challenged and advised 
Southern Water on your behalf. 

Last year our role was only in relation to the 
delivery of Southern Water’s priorities and 
promises for the period 2015–2020; this year we 
are also acting as the Southern Water Customer 
Challenge Group (CCG) for the process that will 
result in a new set of priorities for 2020 to 2025. 

Working as a CCG has taken up much of our 
time this year, as we have advised on what we 
think is the best way to build solid foundations 
based on customer and stakeholder views 
for the 2019 price review and the associated 
business plan for 2020–25. The CAP has been 
quite challenging at times and so we thought 
we should provide clarity by bringing our 
thoughts together in a single advice note¹ to 
the Southern Water Board of Directors. The 
note calls for a more strategic approach to 
customer engagement and a better approach 
to discussing longer-term possibilities 
with customers. We are confident that the 
discussion has helped to establish a much more 
strategic and focused programme of customer 
engagement – something that can only be of 
benefit to customers and the company alike. 

The present is also important, which is why 
we have continued to work on the package of 
priorities and promises for implementation in 
2015–20. The company has recorded good 
progress with the core water and sewerage 
services which customers and stakeholders 
expect to take for granted. We have therefore 
focused on a few more difficult areas:

•  Responsive customer service, which has 
seen improvement but not as much as the 
company had hoped for and not yet enough 
to assure the delivery of the five-year 
promises

•  Affordable bills and especially vulnerability, 
where the company has done some 
excellent work, but Ofwat has increased the 
challenge

•  Better information and advice and especially 
how to support customers in changing the 
way they use water and what they put into 
drains

•  Looking after the environment, where 
customers and stakeholders were very 
keen to see improvements that can be 
achieved only by working with a wide 
range of other partners across the region. 
One disappointing area of performance 
is in the maintenance of bathing waters 
at ‘excellent’, where the 2015–19 target is 
proving difficult to deliver. 

Lastly, we have completed our work on the 
Bathing Waters Enhancement Programme. 
Our task was to give our view to the Board 
on how the bathing waters identified for 
improvement, reflected customer and 
stakeholder preferences and met the Ofwat 
agreed selection criteria. You can read a 
full report and our advice to the board on 
the website². In summary, our view was that 
we were confident about the quality of the 
customer and stakeholder engagement which 
was undertaken as part of the programme 
and satisfied that the seven bathing waters 
identified did meet the Ofwat agreed criteria. 

Alongside a change in role, there have been 
many personnel changes on the CAP:

•  Jacob Tompkins, CEO Waterwise, and 
Rachel Onikosi from the Consumer Council 
for Water (CCW) both stood down from the 
CAP. I am very grateful to them for their time 
and contributions.

•  We also have three new members: Karen 
Gibbs from CCW, Nicci Russell, formerly of 
Ofwat and now the new CEO at Waterwise, 
and Dan McDonald, the CEO of Medway 
Citizens Advice. 

Message from the Chair

¹ www.southernwater.co.uk/SWCAP_AdviceNote
² www.southernwater.co.uk/customer-advisory-panel 
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•  The Environment Agency (EA), Natural 
England and the Drinking Water 
Inspectorate all receive papers and have 
a standing invitation to observe meetings 
when they wish to. 

At Southern Water, there have been changes 
of chairman and chief executive officer (CEO), 
as well as a number of other senior changes. 
This has resulted in a shift in approach to the 
price review. I am delighted to say we continue 
to have excellent access to the company at all 
levels, with new CEO Ian McAulay attending 
all our meetings as Matthew Wright, his 
predecessor, did. Many of the board members 
have also attended CAP meetings and I 
continue to have excellent access to both the 
chairman and the board, attending at least two 
meetings a year. 

However, the changes have caused some 
challenging administrative problems in the last 
year. In particular, the process for preparing 
this report alongside Southern Water’s annual 
report has not gone as it should. We have 
consequently had constructive discussions 
with the company to ensure these things 
happen more smoothly in the future. 

Overall, we have had a very busy year with 
considerable change and development to 
manage, but we have tried to maintain a strong 
focus on what matters most to customers and 
stakeholders. By the time we publish our next 
annual report in July 2018, we will be three 
years through the current plan and have a 
clearer picture of whether the company is going 
to be able to deliver all that it has promised. We 
will also be approaching the point of submitting 
our final report to Ofwat about our views on the 
draft of Southern Water’s Five-year Business 
Plan 2020 to 2025. 

We think that this year’s work has created 
the right conditions to get the best possible 
outcome for customers and stakeholders from 
the 2020–25 plan. 

Anna Bradley

Independent Chair 
Southern Water Customer Advisory Panel
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The CAP was established to advise 
and challenge Southern Water on the 
way it engages with its customers 
and stakeholders, and incorporates 
their views in the company’s work. 

We act as a ‘critical friend’; helping Southern 
Water to get the best from its engagement 
work, but never shying away from challenging 
on behalf of customers and stakeholders where 
we see a need. 

We have three separate strands of work:

1.  To be the Southern Water Customer 
Challenge Group (CCG) for the next Ofwat 
price review for 2020–25.

2.  To provide independent challenge and 
advice to the Southern Water Board of 
Directors on the company’s delivery of 
the promises it made to customers and 
stakeholders in the last price review, which 
runs from 2015–20.

3.  To provide challenge and advice to the 
board on the selection of bathing waters for 
action, which was one of the promises in the 
2015–20 price review. 

The balance between the three roles can vary 
between meetings and between years. For 
example, last year we spent most of our time 
working with the company on the delivery 
of the promises for 2015–20. This year we 
dealt with an increase in work relating to the 
next Ofwat price review in our role as a CCG. 
We have been particularly involved in the 
customer and stakeholder engagement that 
will help establish the company’s strategic 
statement, ‘Let’s Talk Water’, which will provide 
the backdrop to the next price review. We also 
submitted our report to Southern Water’s board 
on the way it selected which bathing waters to 
improve. This work is now complete.

This report outlines the main issues that the 
CAP has raised in our three work areas during 
this past year.     

The role of the CAP
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Ofwat has prescribed that each 
water company must establish 
and support an independent 
Customer Challenge Group (CCG). 

For the purposes of the next price review, the 
CAP has taken on this role. Work in this area has 
already begun and the report we must submit to 
Ofwat is due in September 2018. 

CCGs are responsible for providing 
independent challenge to companies and 
independent assurance to Ofwat on:

•  the quality of a company’s customer and 
stakeholder engagement

•  the degree to which the results of this 
engagement are driving decision-making 
and are reflected in the company’s plan¹.

Much of the work carried out so far has involved 
laying the foundations for a good engagement 
programme. We have focused particularly on 
the customer research and engagement work 
around the strategic statement, ‘Let’s Talk 
Water’ – which sets the scene for the business 
plan – and the Water Resources Management 
Plan (WRMP), which feeds into the business 
plan. The stakeholder engagement work has 
been very solid, in our view, and has therefore, 
taken less of our time.

Customer engagement – towards 
a more strategic approach  

Southern Water has begun the extensive 
programme of customer engagement that will 
inform the next price review, in particular, the 
initial work around ‘Let’s Talk Water’. This work 
will lay the foundations for the next business 
plan, which the company will also submit to 
Ofwat for the price review in September 2018. 

At the outset, we discussed the fact that 
Ofwat wanted to ‘raise the bar’ with regard 
to customer research – its expectations 
were clearly higher than previously and we 
recognised that it would be important that 
Southern Water built on the good work it had 
done in the past and further developed it. 
Southern Water confirmed that it wanted to take 
engagement with its customers to the ‘next 
level’. 

Given this mutual goal, we had several 
discussions where we challenged the company 
because we thought it was in danger of failing 
to realise its ambitions. In particular, we offered 
advice and challenge on the following issues: 

•  The fact that the research specification 
assumed that this would be a test of the 
current strategic priorities, rather than a 
new and more open conversation with 
customers about what they wanted to see in 
the medium to long-term future. 

•  That customers should be involved in a 
conversation not only about the water 
and sewerage services they receive, but 
also the wider citizenship benefits that 
Southern Water can deliver, such as cleaner 
beaches and rivers. We advised that 
these wider issues should be introduced 
into engagement with customers from the 
outset, rather than later in the process, as 
had originally been planned. 

•  That the information that Southern Water 
gained from everyday contacts and  
on-going engagement with customers 
should be built into the company’s 
understanding of what is important to 
customers.

•  That the quality of some workshops about 
customers’ interest in wider environmental 
and sustainability issues, had been 
hampered by the overly technical nature 
of some of the material, and the manner 
in which benchmarking data – showing 
the relative performance of Southern 
Water – had been introduced. During 
observation, some CAP members thought 
that participants had become confused 
and that findings were less reliable as a 
result. Southern Water acknowledged this 
and is doing more pilot work to develop its 
approach to these difficult questions. The 
company sees an opportunity to improve 
engagement, particularly around long-term 
strategic issues, with the second part of 
‘Let’s Talk Water’. 

Preparing for the next price review

¹ http://www.ofwat.gov.uk/regulated-companies/price-review/2019-price-review/customer-challenge-groups/
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•  We have also been concerned to ensure 
that there is a ‘golden thread’ that runs 
throughout the various pieces of research 
and engagement from what people say, to 
what is ultimately included in the business 
plan for the price review. To help with this, 
we asked for clearer timelines and identified 
key milestones in the research programme 
to see how the pieces fit together. This 
planning also means our views can be 
available to the board in advance of  
sign-off. In this context we have welcomed 
the new project management capability 
being put in place.

As noted in the chairman’s introduction, such 
is the importance of this work that we decided 
to gather our thoughts in an advice note to 
the board. We advised Southern Water to 
adopt a more strategic approach to customer 
engagement and think afresh about the way it 
engages with customers on longer-term plans. 
We await a formal response from Southern 
Water, but the programme is certainly now 
developing in a way that we think will deliver a 
better understanding of customer concerns and 
so deliver better outcomes for customers and 
stakeholders.

Continued strategic engagement 
with stakeholders 

There is an integrated programme 
of engagement with a wide range of 
organisations, from environmental groups 
and those representing particular groups of 
consumers, to local authorities and business 
representatives. We have received regular 
reports of both planned and completed 
engagement, which we have been able to 
consider alongside the views of customers.

Many of us have had the opportunity to attend 
stakeholder meetings as observers, allowing 
us to experience first-hand how valuable 
these sessions are and to provide constructive 
feedback to Southern Water for improvements 
for the subsequent round of engagement.

We have also had the opportunity to discuss 
the way Southern Water has been working 
with a variety of stakeholders as partners. 
Working with others is increasingly important 
for Southern Water to be able to deliver on 
its promises. Partnership-working has been 
especially central to reaching out to customers 
in vulnerable circumstances, in supporting 
customers in changing their behaviour in terms 
of water use and awareness, and in improving 
the quality of catchments and bathing waters. 
We are keen to see these relationships develop 
and have advised on steps that we think can 
help this to happen.
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We continue to welcome the significantly 
more strategic approach Southern Water is 
now taking to stakeholder engagement and 
have heard positive feedback on this from 
organisations such as the World Wildlife Fund 
UK (WWF) and Natural England.

In the last year, Southern Water commissioned 
stakeholder engagement specialists to carry 
out a benchmarking exercise to help further 
develop its approach. We welcomed this work, 
which gave the stamp of approval to many 
of the things that were already being done 
or planned, as well as identifying some new 
actions. 

We have recently raised two questions with the 
company: a) how will it measure the success 
of the stakeholder engagement programme? 
and b) how will it synthesise the outputs from 
all the various stakeholder engagement 
work to identify the themes and issues which 
stakeholders have highlighted? We look 
forward to receiving a report at some point 
in 2017 on the company’s approach to this. 
In general, we are very positive about the 
direction this work has taken. 

Preparing the CAP 

This year, we have engaged in our own 
programme to improve our understanding 
and awareness of wider water industry issues. 
While we invite Southern Water to gives its own 
views on any given topic, we have also asked 
to hear from independent third parties. To date, 
we have had: 

–  independent perspectives on Southern 
Water and its performance from the 
Environment Agency, Natural England and 
the Consumer Council for Water 

–  a view from the World Wildlife Fund on 
future environmental challenges and what it, 
and the other environmental organisations it 
works with, call the ‘Blueprint for Water’². As 
a result, we continue to encourage Southern 
Water to discover what its customers want 
from it by way of environmental protection 
and improvement and have asked the 
company how it plans to respond to the 
challenges the blueprint sets for the industry

–  advice from the engineering consultancies 
MWH Global and Ricardo, on the use of 
new technologies for how Southern Water 
can monitor how its water and sewerage 
systems are working at any given point or 
‘real time asset management’.

‘Let’s Talk Water’ (the first part 
of the strategic statement) 

This is an important document that lays the 
foundations for the emerging themes that will 
become part of the next five-year business 
plan, 2020–2025, so we have taken a strong 
interest in the approach to the consultation.  
We were pleased the publication of the 
strategic statement was paused in early 2017 to 
allow time to reflect on our thoughts and those 
of the new senior team. In particular we had 
asked that the document should give a better 
description of the way water companies interact 
with the wider environment. We also thought 
the document should be less focused on the 
here and now and give more of a sense of what 
the medium to long-term future might hold.  
We look forward to hearing what customers and 
stakeholders have said about the document 
and to seeing what this might mean for the 
second part of the strategic statement which 
we understand will be out later in the summer 
and which will suggest some longer-term 
strategic priorities for Southern Water. 

The Water Resources 
Management Plan (WRMP)

The timeline for the WRMP is in advance of the 
development of the new business plan, but 
it anticipates many of the issues that will be 
covered in the plan. In addition to the ongoing 
engagement and research into the WRMP, 
we have been discussing the new multi-
criteria approach (MCA) that is being used to 
incorporate customer preferences into the 
WRMP. 

The MCA allows local needs and sensitivities 
from across the Southern Water region to 
be included in the plan. It also introduces a 
method for establishing what value customers 
put on the things that the WRMP might deliver. 
We have welcomed this new and innovative 
approach. 

² http://blueprintforwater.org.uk/ 
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While a huge amount of this year’s 
work has been preparing for PR19, we 
remain fully committed to our work 
to monitor the delivery of the PR14 
business plan priorities and promises 
to customers and stakeholders³. 

We keep a focus on each of the six priorities⁴ at 
our regular meetings, at which we also discuss 
delivery performance with the CEO and his 
team. We receive monthly updates on the 
company’s performance against the promises.

The Southern Water Annual Report⁵ describes 
the company’s performance across all six 
priority areas. The high level report card from 
the annual report has been reproduced at 
the end of this document . A more complete 
narrative on the full results is available in the 
Annual Report & Financial Statements 2016–17⁷. 
Overall, the results show that in many areas, 
delivery has been improved or at least been 
maintained at the same level, with several 
promises that were previously ‘red’ or ‘amber’, 
moving to ‘amber’ or ‘green’.

We would normally hope to draft our 
statement alongside a discussion of Southern 
Water’s annual report and while we could 
still influence the company’s assessment 
of its own performance. However, largely 
as a consequence of the scale of changes 
mentioned in our chairman’s report, this did 
not happen on this occasion. We have been 
working with the company to correct this for  
the future. 

We note the particularly strong performance 
recorded in two priorities in particular:  
‘a constant supply of high quality drinking 
water’ and ‘removing wastewater effectively’. 
Although we also note that, even though 
performance on ‘Internal flooding’ (one of 
the wastewater promises) is going in the right 
direction, it remains below target. The company 
tells us it has put new arrangements in place 
to identify problems and deal with them more 
quickly to address the shortfall.

Customers want to be able to take for granted 
that the company’s core services –  delivering 
fresh water and removing wastewater – will be 
done well. This has been demonstrated clearly 
in the research the company has done with 
customers in 2014 and 2017.  

Since performing strongly in these core areas 
is so critical to the business, we have noted that 
both the Drinking Water Inspectorate and the 
Environment Agency are currently carrying out 
investigations in relation to Southern Water’s 
service delivery. We await the outcome to 
see what, if any, impact this has on fulfilling 
customer promises and, if appropriate, what 
plans are put in place to address DWI’s and EA’s 
concerns.

Performance around ‘responsive customer 
service’ shows some improvement. However, 
some of the five-year targets now look 
challenging and we will want to understand 
more about what the company is planning to do 
to hit its five-year promises.

This year, we have had a particular focus on 
Southern Water’s promise to provide ‘better 
information and advice’ and in particular, the 
company’s work on water efficiency and the 

Monitoring the delivery of the promises  
in the 2015–20 business plan

³ CAP Terms of Reference, section 2.2 https://www.southernwater.co.uk/media/default/PDFs/cap-tor-june-2016.pdf
⁴ The six priorities are set out on pages 11–12
⁵ https://www.southernwater.co.uk/Media/Default/PDFs/SouthernWater_AnnualReport_2016_17.pdf 
⁶ Appendix 1 – RAG results of Priorities and Promises 
⁷ Southern Water Annual Report, Strategic Report, p23  
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fat, oil and grease (FOG) and unflushables 
campaign. We have also discussed the 
delivery of commitments around affordability 
and vulnerability several times. So we are 
pleased to see the strong performance under 
‘affordable bills’ in relation to the promise to 
help ‘Customers in genuine hardship with 
improved support’ . 

Finally we have continued to take a strong 
interest in the way Southern Water is fulfilling its 
pledges around looking after the environment, 
particularly in relation to bathing waters. 

We describe our work in more detail below.

Responsive customer service

As part of our role, we take a keen interest 
in performance in this area. We obviously 
welcome progress towards fulfilling some of 
the specific promises in this category, and 
Southern Water’s overall improved SIM (service 
incentive mechanism) score – the measure 
Ofwat uses to judge the quality of customer 
service. Southern Water has moved from 18th to 
16th in the industry league table. However, this 
is still below target and so the five-year position 
looks difficult to achieve.

The five-year target for Contacts resolved first 
time also looks difficult to deliver on, given that 
performance has stood still for the last two 
years. 

The company tells us that it remains hopeful of 
hitting its five-year targets. However, despite its 
considerable efforts, improvements have been 
slow so far. We will want to understand more 
about the company’s plans and the basis of its 
confidence that it will meet these promises at 
the end of the five-year period.

We are also concerned that one particular 
measure of performance, to ‘reduce bill queries 
by 50% by 2020’ (part of the ‘Better information 
and advice’ priority) is also proving difficult 
to deliver. Ultimately this also affects the SIM 
score. The CAP notes that Southern Water has 
seen a significant increase in the number of 
billing queries, which the company believes 
is largely a result of improvements in the way 
unwanted customer contact is recorded. While 
better reporting is very welcome, there is 
now an even more pressing need to bring bill 
queries down. The company tells us it has a 
number of initiatives in place to try to address 
this issue and we will be keen to hear more 
about them and to monitor their impact on 
performance. 

Affordable bills and vulnerability

Performance in providing support to customers 
in genuine hardship is excellent, which we 
are very pleased to see because the CAP 
continues to be particularly focused on this 
area.  

During the year we welcomed reports from 
Ofwat on these topics and especially the shift in 
focus from ‘vulnerable customers’ to ‘customers 
in circumstances that make them vulnerable’. 
We have asked Southern Water to tell us how 
it plans to take account of Ofwat’s reports and 
particularly how it will define and recognise 
‘circumstances which make customers 
vulnerable’. We look forward to receiving this 
report during 2017.

We have also been pleased that Southern 
Water has moved away from the idea of 
customers that are ‘hard to reach’ and 
embraced the idea that it is the company’s duty 
to ‘reach out’ better. We are keen to see this 
approach built into a plan for engagement with 
customers and partners as part of the strategic 
engagement for the next business plan.

A partnership approach is key to identifying 
those who are in circumstances that make them 
vulnerable. The CAP has encouraged Southern 
Water to do more of this ‘multi-agency’ working. 
We have also encouraged Southern Water to 
learn from other companies in and outside the 
water sector. This work is not just crucial for 
individuals who are having difficulties, but for 
every customer, since ultimately everyone pays 
for the ‘bad debt’ that results from unpaid bills. 

The terms of reference for the CAP were 
adjusted in June 2016 to reflect the importance 
of this work; they include a specific role: 
‘providing advice and challenge around 
Southern Water’s affordability work’⁸.

⁸ https://www.southernwater.co.uk/media/default/PDFs/cap-tor-june-2016.pdf
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Better information and advice – 
advancing behaviour change 

The Five-year Business Plan 2015 to 2020 
promises to help customers reduce water 
use and prevent blocked drains by changing 
their own behaviour. The water efficiency 
programme builds on the very significant 
strides that were made as a result of the 
introduction of universal meters, which 
resulted in Southern Water achieving the 
lowest per capita consumption in the UK. This 
is particularly important because the company 
operates in a water-stressed region.

The water efficiency programme focuses on 
changing people’s use of water in the home. 
The FOG (fat, oil and grease) and unflushables 
programme focuses on preventing blocked 
drains and sewers by changing what people 
put into the sewerage system. The two 
programmes are essential for delivering a 
number of business plan promises, including 
reducing per capita consumption, avoiding 
water use restrictions, and reducing the 
number of blocked drains. 

Water-saving initiatives were originally targeted 
at customers having difficulty paying their bills 
so they could reduce their water use and so 
make their bills more affordable. But the CAP 
has always been keen to emphasise that the 
demand for water in the region is affected by 
everyone’s use, so we have encouraged the 
company to work with all customers on water 
efficiency. We were therefore pleased to hear 
of a new focus on working with wealthier 
customers to encourage them to use less water. 

We have encouraged Southern Water to do 
more work to segment customers, not just by 
income, but by attitudes. This will help identify 
the best way to encourage different groups to 
take action. We are pleased this approach is 
being developed.

Although the FOG and unflushables programme 
involves working with household customers, 
it is businesses that have the biggest impact 
on sewers because of the fats and oils they 
put into the system. We have been supportive 
of Southern Water’s approach to businesses, 
including using enforcement powers where 
appropriate. We have also welcomed the 
partnerships that have been forged as part of 
this work, in particular, with both Brighton and 
Hove City Council and the University of Sussex.

Achieving this kind of behavioural change is 
not easy. Southern Water has been engaged in 
a series of pilot projects working with different 
groups of customers to find out what works 
best. The CAP has always been very supportive 
of this work. This year, we have encouraged the 
company to refine its focus and learn from other 
industries experimenting with similar initiatives.

Our key challenge to Southern Water is to 
extend the remit of embedding behavioural 
change to the whole business rather than 
restricting it to one, small expert team. Each 
department needs to understand the rationale 
and build on what has been learned so far. We 
have also encouraged the company to use its 
new-found knowledge as a basis to help set 
a realistic water-efficiency target in the next 
business plan. 

The company has also made a number of 
promises to increase customer awareness 
of certain issues. These include the causes 
of blocked drains, awareness of how their 
money is used, provision of value for money, 
and awareness of how to deal with hard water. 
These are, by their nature difficult to deliver, 
as research shows that most customers do 
not want to know much about their water and 
sewerage services, unless something goes 
wrong. There has been some progress with 
understanding the causes of blocked drains, 
where the company has done most work so far. 
We have asked Southern Water to share what 
it has learned from this work and its plans for 
developing further awareness campaigns to 
fulfil all four of these promises, during 2017. 



Page 10 Southern Water Customer Advisory Panel Report 2016–17

Looking after the environment 

We take a keen interest in the environmental 
work Southern Water is doing to address the 
aspirations of its customers and stakeholders 
in this area. Most of the performance 
assessments in this priority area, including 
particularly pollution incidents, are improving. 
We welcome this but note that Ofwat has made 
it clear that the starting point for category 3 
pollution incidents in the next price review 
will be even higher than Southern Water has 
promised to achieve in the next three years. 
This means that the company will have to do 
better than promised by 2020. This will clearly 
require extra focus. 

On the other hand, the promise to Maintain 54 
bathing waters at excellent has been missed in 
each of the first two years of the five-year plan. 
This is particularly concerning because of a 
promise to deliver an additional seven beaches 
to excellent. This pledge was very much 
supported by stakeholders and customers (see 
The Bathing waters enhancement programme, 
below). The company tells us that it is working 
with a range of experts to help improve 
performance. We will monitor progress with 
strong interest during 2017. 

Transparency

Finally, and separately from the priorities 
and promises, we continue to raise the issue 
of the transparency and comprehensibility 
of Southern Waters reporting in its annual 
report and accounts, particularly in relation 
to company structures, tax and shareholder 
dividends. Southern Water has re-designed 
the tax section in the Annual Report & Financial 
Statements 2016–17 to be more transparent. 
While we welcomed this, we are concerned 
it remains difficult to understand. We would 
like to see the company develop an approach 
to reporting corporate information that is 
both transparent and easily understood by 
customers, perhaps by developing the format 
with customers themselves. 

Conclusions 

There have been some significant 
improvements in line with priorities and 
promises, but also some areas where things 
have not gone as far or as well as hoped for. 
The third year of the five-year programme will 
be critical to assessing whether the company 
will be able to fulfill the promises it has made to 
customers and stakeholders. During 2017 we 
will focusing our attention on those areas that 
seem to be ‘at risk’. 



During the year we brought our work 
on the Bathing Waters Enhancement 
Programme to a conclusion and in 
May 2017 we submitted our report to 
Southern Water’s Board of Directors. 
The full report and our advice to the 
board can be found on the website⁹.

During the development of the last business 
plan, customers had given clear support for 
Southern Water to go beyond its statutory 
responsibilities and to improve more bathing 
waters to ‘excellent’ status10. For this reason, 
the CAP was pleased to lend its support to the 
work and to be asked to play a part in the next 
steps.

Our task was to provide advice and challenge 
on the design of the engagement programme 
which would inform which bathing waters would 
receive investment, and to give our view to 
on how well the selected bathing waters met 
Ofwat’s criteria. 

We are pleased to say that we are confident 
about the quality of the customer and 
stakeholder engagement undertaken as part of 
the programme, and that we were also satisfied 
that the seven bathing waters identified did 
meet the Ofwat agreed criteria. 

By the time we publish our next 
annual report in July 2018, we will 
almost be at the point of submitting 
our final report to Ofwat about our 
views on the Southern Water Five-
year Business Plan 2020 to 2025. 

We think that this year’s work has created the 
right conditions to support Southern Water’s 
ambitions and outcomes that match the 
expectations of customers and stakeholders. In 
the meantime, we will continue to be a critical 
friend, working towards the best results for 
customers, stakeholders and the company. 

⁹   https://www.southernwater.co.uk/bathingWaterEnhancement
10  https://www.southernwater.co.uk/Media/Default/PDFs/final-business-plan-2015-20.pdf  ‘Improving coastal waters’ 

p36–37

The bathing waters enhancement 
programme 

Looking to the future 
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Appendix 1: How Southern Water  
measures its progress
In its business plan Southern Water set out 26 clear customer promises for the period 
2015–20. It also agreed some additional commitments with Ofwat when it reviewed its plan. 
The tables below show how the company performed against these targets in 2016–17.

¹     Southern Water reported in its annual performance report 2015–16 that the call categorisation of unwanted and wanted calls was associated 
with a degree of subjectivity, and that additional processes and controls were required to further mitigate the risk of call mis-categorisation.  
It stated that it would put in place an action plan to minimise these issues going forward. Within this regulatory year, the company was pleased 
to report that due to the action plan, the accuracy of its reported unwanted contact volumes has improved over the last quarter of 2016–17. 
Further actions are planned in the 2017–18 year to continue to improve reported unwanted contact volumes.   

²   For 2015–16 Southern Water refined the customer survey questions used to measure performance against these promises. It has agreed an 
update to its final determination with Ofwat and this was published on 3 March 2017. Future performance will be measured against the 2015–16 
position on a consistent basis. 

Affordable bills
Performance

2016 
–2017

2015 
–2016

Customers in genuine hardship with improved support

Percentage of customers who feel our services provide value for money² N/A

Responsive customer service
Performance

2016 
–2017

2015 
–2016

Customer satisfaction Service Incentive Mechanism (SIM) score¹

Percentage of contacts resolved first time

Percentage of customers who feel our service meets their individual needs² N/A

Percentage of customers who feel our service meets the needs  
of their community²

N/A

Number of compensation payments made to customers 
(Customer Charter and Guaranteed Standards Scheme)

Better information and advice
Performance

2016 
–2017

2015 
–2016

Water usage, per capita consumption (litres/head/day)

Number of unwanted billing queries (unwanted from a customer’s  
point of view)

Percentage of customers who are aware of the causes of blocked drains² N/A

Percentage of customers who are aware how their money is used² N/A

Percentage of customers who are aware of how to deal with hard water² N/A



Key

Indicates where Southern Water has met or beaten the performance commitment.

Indicates where Southern Water has missed its performance commitment but is still on target  
to deliver the outcomes it promised to customers.

Indicates where Southern Water has not met its performance target and has not delivered the 
outcomes it promised to customers. In some cases it has incurred a penalty for the shortfall. 

The detailed definition and explanation for red/amber/green on each commitment, together with the potential reward/penalty associated 
with them, is given in Appendix 2 of the Annual Performance Report – this section of the report is also downloadable from Southern Water’s 
website: southernwater.co.uk/annualreport.

³  Southern Water’s wastewater treatment works compliance and the number of category 3 pollution incidents remain subject to further 
assurance.

A constant supply of high-quality drinking water
Performance

2016 
–2017

2015 
–2016

Water quality (Mean Zonal Compliance) (%)

Number of contacts regarding discolouration per 1,000 population

Leakage (Ml/day)

Customer minutes lost supply > 3 hours

Number of properties with low water pressure

Number of customers affected by temporary use bans

Maintain asset health

Removing wastewater effectively
Performance

2016 
–2017

2015 
–2016

Number of blockages per km/year

Number of internal flooding incidents

Number of external flooding incidents

Number of customer complaints regarding odour

Maintain asset health

Looking after the environment
Performance

2016 
–2017

2015 
–2016

Wastewater treatment works compliance (%)³

Maintain the number of bathing waters assessed with excellent water quality

Number of serious pollution incidents (category 1 and 2)

Number of less serious pollution incidents (category 3)³

Distribution input (Ml/day) (the amount of water put into supply)

Renewable energy usage
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