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Communications Plan and Activity Tracker
1.1 Level 1 communications plan
The following communications activity supports the Level 1 drought plan to raise awareness of the worsening water resource
levels and encourage our key audience groups to support our water efficiency measures.
Date

Audience

Social media:
Regular social media updates promoting our water efficiency messaging
linking in with our Target 100 campaign. Topics for these posts included:
• Promoting the different blogs on our website (detailed above)
• Water efficiency tips whilst gardening inc promotion of our Plant Guide
• Promoted ‘Water Saving Week’ – an annual week created by
Waterwise to raise awareness of the issues around water use

3

Outcome

Website:
Blogs published on the Southern Water website targeted at customers to
raise awareness of the importance of using less water. As part of these
blogs we promoted our Home Visits and GetWaterFit platform:
• ‘Small changes lead to big savings’;
• ‘Growth and water scarcity’; ‘
• ‘Water Saving Week’;
• ‘Saving water outside this summer’

May

Customers

Activity

•
•
•
•

‘Small changes lead to big savings’ page views: 42 / Avg time on page:
1m40
‘Growth and water scarcity’ - page
views: 63 / Avg time on page: 3m22
‘Water Saving Week’ - page views: 26 /
Avg time on page: 1m30
‘Saving water outside this summer’ page views: 82 / Avg time on page:
2m23

Overall
Reach / impression
29k
Engagements
5k
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(Always on) Advertising:
Secured bus mega rears advertising targeting western and southern
Hampshire. These adverts focused on our “Keep cool without the cost”
message. See creative below:

4

6 bus mega rears covering western region of
Hampshire (Southampton/Eastleigh/Hythe)

June
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Website:
Updated banner on the Southern Water website homepage highlighting
targeting customers with our ‘please use water wisely’ messaging.

Page views (30 days to 12 July): 333 / Avg time
on page: 1m38

Water’s Worth Saving blog published to promote our Home Visit support to
encourage customers to book in for water saving tips.

Page views (to 12 July): 18 / Avg time on page:
3m17

Social media:
We continued to post regular social media updates raising awareness of
water scarcity and encouraging customers to use water wisely. Our posts
focused on the following topics:
• Home visits promotion
• #WatersWorthSaving – promoting blog linked to Water Saving
Week about home visits and work around leakage
• Raising awareness of plants in the garden that do not need
watering regularly
• Responsible paddling pool use
• How to #ReduceYourUse in summer
• Paid targeted adverts on local rivers providing water to western
Hampshire and how using less will help to protect them and the
local environment

Reach / impressions
40k
Engagement
8k
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(Always on) Advertising
A series of adverts, digital display adverts and social adverts have been
running in Hampshire and Isle of Wight since 24th June promoting water
scarcity messaging and tips to save water. Our activity included:
• Digital display and social ads on sites inc Daily Echo, County Press,
Hampshire Chronicle
• Local radio stations: Heart Hampshire West & Heart Solent Hampshire.
IoW Radio to follow from 22 July inc banner on high-traffic radio
website and half page ad in island’s Beacon Magazine
• DAX (podcast/streaming services) across affected postcodes
• 6 Bus mega rears with new message: ‘We can’t afford to waste water’
across Southampton area (IoW to follow beginning of August x 2)
• TV advert across Sky Adsmart/Video on Demand (VOD) & Digital
(YouTube) Southampton areas (IoW to follow from wc 18 July)

Digital Display: View through conversions- 585 /
Click-through conversions – 44 / Total
conversions – 629
Social ads: Daily Echo – Impressions: 29,866 /
Reach: 14,745 / Link Clicks: 162 / Total Clicks:
371 (1.24 CTR) / Post engagement: 174
County Press – Impressions / Reach: 13,332,
Link Clicks: 172 / Total Clicks 664 (1.92 CTR)
Post engagement: 197
Radio: 197 commercial plays since 24 June /
750,0000 impacts delivered across county.
DAX: 98.7% listen through rate
66,230 impressions delivered (65,381 listened
to ad completely – 98.7% listen through ratio)
Sky Adsmart: TV – Impressions: 148,447 /
Reach: 57,145 (61.7% of potential audience) /
Frequency: 2.6 impressions per household
VOD – Impressions: 51,361 / Reach: 13,644 /
Frequency: 3.8 impressions per household /
Clicks: 471 (3.7% CTR)
Digital – Impressions: 7,258 / Average viewing
rate: 44.61% / Clicks: 8 (0.11% CTR)

Press

Stakeholders

HWTWRP press release:
News story on Southern Water website included advice on water efficiency
in Hampshire and pressures on Test and Itchen. Also sent as a press
release to all Hampshire media.
Test & Itchen Catchment Partnership
We met with members of this partnership to update them on our drought
process and followed up with an email on our plans and expectations.
Water for Life Hampshire stakeholder engagement session

7

Coverage achieved in Hampshire Chronicle and
Portsmouth News
Total Reach:15,500
N/A
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We hosted a stakeholder session on 23rd June where we spoke about
water scarcity in Hampshire and Isle of Wight to key stakeholders including
MPs and encouraged them to support our water efficiency tips.

Website:
Updated website to include ‘High demand’ water efficiency messaging
prominent on our home page and side bar on high customer traffic pages

Page views (30 days to 12 July): 333 / Avg time
on page: 1m38

July

Customers

We also published another blog on what it takes to process drinking water,
how demand goes up during hotter weather and why we should all be
aware of our consumption:
• ‘Keeping supplies going when it’s hot’

Social media:
Regular posts on our social media platforms continued focusing on the
increasing hotter weather and encouraging customers to use water wisely.

8

Page views: 60 / Avg time on page 1m20
Further results collated at the end of July

Reach / impressions
21k
Engagement
4.1k
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We also ran a series of paid targeted adverts on social media to customers
in the affected areas highlighting where their water comes from and how
using less water helps protect local rivers. Examples of adverts below:

From 24 June to date:

We targeted social influencers on Instagram to help promote our water
scarcity and efficiency messages and free devices including our
GetWaterFit app.

Influencer stats:
• @GoingGreenMedia (6 July) 2.2k likes /
39k views
• Emmalou788 (12 July) 1045 likes / 26
comments

A series of hot weather messages across twitter, Facebook and Linkedin
from Friday 15 – Sunday 17 July, with tips on how to save water linking to
our hot weather page, and social posts promoting latest blog from our

9

Reach - 40k
Engagement – 426

TBC
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Water Strategy Manager on how precious it is and what we’re doing to
protect it across the summer when demand is high

Direct email:
We sent a direct email to customers on 5th July to all SO and PO postcodes
(210,292 customers). The email focused on the need to use water wisely
and tips to reduce consumption over the summer to all affected postcodes.

Results:
The above activity has resulted in the following outcomes so far:
• 578 Home Visits booked across Isle of Wight and Southampton area
• 339 GetWaterFit registrations
• No of water-saving devices ordered to be added shortly

10

Delivered: 207,098 (98.48% delivery rate)
Opened: 106,806 (51.57% OR)
Clicked: 2,804 (1.4% CTR)
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1.2 Moving into Level 2
The following communication activity supports the escalation of drought phases from Level 1 to Level 2, particularly focusing on our
drought permit application.

Date
11 July

19 July

11

Audience

Activity

Measurement metrics

Stakeholder

Brief key stakeholders via email of the impending drought permit application, what
it means for customers and how we are working to ensure a continuous supply of
water. Remind stakeholders of our water saving messages and encourage them
to share and support.

Engagement
Sentiment

Publication reach

Customers

Drought permit notices:
Notices to be published in key publications covering impacted areas in Hampshire
and IoW, informing all audiences of our application and giving 7 days’ notice.
Titles include:
London Gazette
Daily Echo
Hampshire Live
Hampshire Chronicle
Website:
Update Southern Water website to include information about the drought permit
application and add a link for customers to drought checker.

Traffic to webpage

(Always on) Advertising:
Change angle of messaging to ‘We can’t afford to waste water’ on all marketing
collateral
IoW Radio to start delivering commercials from 22 July inc banner on high-traffic
radio website and half page ad in island’s Beacon Magazine
X2 bus mega rears, as per Southampton, to start running from end July
Sky Adsmart to deliver targeted TV ad to island residents from w/c 18 July

Impressions, reach,
engagement, open and clickthrough rates

Direct Mail
Mail drops to be delivered to customers in all SO and PO postcodes w/c 18 July
highlighting where local supply comes from and tips to save water through the
summer

416,500 copies to be delivered
Traffic to website
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Stakeholders

Email key stakeholders (relevant MPs and LAs) to advice of publication of Public
Notice. Reiterate message from wider water usage campaign and encourage
promotion through stakeholders’ own network.

Social media

Run a series of targeted posts to affected customers to inform them of the drought
permit and remind them of the importance of using water wisely over the 7 days
Staff announcement informing employees we’ve started the drought process
explaining why, any actions we’re taking, messages we’ve sent to customers, and
inviting them to share water-saving messages with friends and families.

Engagement

Employees

Email to employees in affected area with briefing note about what’s happening
and what’s been communicated to customers. Includes link to FAQ, including
infographics / visuals

Engagement

Daily Echo journalist invited on a tour with the Southern Water leakage team to
write an article about water supply and demand in south Hampshire and Isle of
Wight and the impending drought

Coverage
Reach

Press

Engagement sentiment and
wider promotion
Impressions
Engagements
Reach

Press release to be sent on promoting our Home Visits to help with customers
water efficiency
20 July
– 31
July

Contact centre to be briefed. List of postcodes supplied and vulnerable customers
identified with exemptions to the ban agreed. FAQs drafted and provided to
contact centre in case of enquiries.

Customer contacts

Customers

Employees

Weekly staff notices promoting water saving tips and inviting employees to share
and post on their social network.

Engagement
Social media shares

Southampton CC Green City partnership
We will maximise our partnership with Southampton City Council to enlist their
support to promote our water-saving tips to help local environment across their
social media channels to all their catchment area on social media. This will extend
to digital billboards, 6-sheets, and library screens in August.

Shares
Engagements
Impressions

Partners

12
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1.3 Level 2: Drought
If water resource indicators breach the drought trigger status, we will declare a drought in the affected WRZs and carry out the following
communications activity and ensure timely, informative and helpful communications is provided on a regular basis.
Informed by learnings from previous droughts and customer insight, we will update our key messaging to focus on water levels,
restrictions, exemptions, Southern Water’s actions and how customers can play their part.

Date

Audience
Customers

AugustSeptember

Press

14

Activity

Measurement metrics

Website:
Update website with drought status, what TUBs are in place, and helpful
information for customers on how to manage their water consumption.

Website traffic

Direct communications:
Write or text customers to inform them of the drought status and TUBs that will
come into force. Reassure them of the work Southern Water is doing to ensure a
continuous water supply and provide helpful guidance on how to manage during
TUBs. Signpost customers to the Southern Water website and the restrictions
postcode information tool for more information and FAQs.

Reach
Engagement

Contact vulnerable customers on the Priority Services Register to keep them
informed, manage their concerns, and ensure customers who require a constant
supply of water for medical conditions are prioritised.

N/A

Include information about restrictions on our emails, letters/envelopes to
customers about other matters (where appropriate)

Circulation

(Always on) Advertising
Launch advertising campaign to raise awareness in most relevant publications
(pandemic restrictions permitting) e.g. newspapers, radio, council publications,
libraries, Facebook, partner websites, etc.

Impressions, reach,
engagement, open and clickthrough rates

Issue a press release to key local media to inform them of the drought situations
and the TUBs being enforced. Provide helpful advice on water usage and
signpost to our website for more information.

Coverage
Reach

Arrange for key local journalists to visit the Southern Water control room to show
real time water levels in the area and a visit to the River Test with the drought
team. The aim of this will be to get the media on side to support our messages to
customers around drought and water efficiency measures.

Coverage
Reach
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Social media

Brief local influencers/bloggers to help disseminate helpful information and briefed
to create content around using water wisely and links to GetWaterFit platform.
Content will be released weekly over July/August

Impressions, engagement,
reach

Stakeholders

Develop a drought briefing pack for employees to disseminate information with
stakeholders during business-as-usual activities;

N/A

Continue updates to stakeholders through email/e-newsletters and offer one-toone briefings, online workshops and site tours (pandemic permitting);

Engagement

Hold online meetings/webinars with the SWS teams to share information and
answer questions (using films, graphics and polls to engage the audiences) –
tailor webinars for specific audiences – e.g. retailers, small business, farmers etc.;

Attendance and engagement

Work with Water UK, WRSE and neighbouring water companies on joint
stakeholder and government briefings;

Reach

Engage with trade organisations such as the HTA where business customers are
likely to be impacted by future restrictions;

Engagement

Engage partners such as Waterwise, WWF, the Wildfowl and Wetland Trust (WWT)
and local wildlife trusts to raise awareness of pressure on water resources and the
environment;

Engagement

Initiate a specific stakeholder engagement plan ahead of applications for drought
permits/orders. This can include an e-newsletter/letter to our stakeholder database
for the affected area, with an offer of one-to-one and online group briefings ahead
of applications being submitted; and

Attendance, engagement,
reach

Produce exhibition boards to support drought briefing events (pandemic
permitting).
Employees

Business/retail
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Email from CEO explaining the situation and what we’ve done/are doing, with
links to FAQ, resources and key messages going out to customers

Open rate

Email to employees in affected area with briefing note about what’s happening,
messages to customers, including any restrictions – with updated FAQ

Engagement

People manager briefing for cascade

N/A

Increase frequency of bulletins and conference calls with retail partners, in
particular hospitals, nursing and care homes as a drought worsens

Engagement, sentiment, reach

