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What matters most to you

We are working with customers to create our Strategic Statement – our long-term  
plan for delivering your priorities over the next 25 years. As part of this we’re 
publishing a series of short documents to explain:

1. The challenges we face over the next 25 years

2. What you told us matters most to you

3. How we can achieve the improvements you want

4. The priority areas for improvement and our updated strategy

 
This is the second in that series, outlining what matters most to our customers.

Front cover: Kayleigh (Taekwondo Black Belt) 
domestic water and wastewater customer, Southampton.

Coming soon...
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What matters most to our customers? 

WHAT MATTERS 2

Every day, we meet and hear from all kinds of customers and other interested 
parties, and so have a good understanding of what you want and expect from us. 

But to help us plan more effectively for the longer term, we’ve been finding out what 
really matters to you – what you see as important for the next 25 years – and in 
much more detail than ever before. 

During July we held a series of workshops across the region with a wide range of 
interested parties, from local authorities to environmental and consumer groups, to 
big businesses to find out their perspective and help us plan our customer research. 

We then carried out extensive research with customers over the summer and 
autumn through focus groups and telephone interviews, involving both household 
and small business customers. We explained some of the challenges and 
uncertainties we expected to face over the next 25 years and sought to understand 
your key priorities. We updated stakeholders on the key findings again this autumn. 

At the same time, we have been talking extensively to you about how we can best 
secure water supplies over the next 25 years. This work has involved a series of 
stakeholder and customer workshops looking at the options and some focus groups 
to look at specific issues. 

As we develop our long-term strategy we will carry on seeking your views. We want 
to hear from as many people as possible to ensure that our final strategy reflects 
your priorities for the future, so please tell us what you think.

What did you tell us?

This exercise has been great for us. You’ve given us a really useful insight into what 
you value most about your water services, now and over the next 25 years. 

We can break your responses down into six major wishes. You want:

• a constant supply of high-quality drinking water 

• reliable sewage removal

• protection of the environment

• responsive customer service 

• better information 

• affordable bills

So, let’s take a closer look at each… 
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What do you want from Southern Water? 

1. A constant supply of high-quality drinking water
Quite rightly, you expect safe drinking water, all day, every day. 

You’ve told us we should look into new ways of achieving this, including 
recycling of water. But fortunately you don’t see it as our responsibility alone. 
You are willing to help by doing what you can to use less water.

Happily you’re generally satisfied with the quality of your water supply, though some 
customers raise concerns occasionally – for example, poor water pressure, or the 
hardness of the water. You understand we have to interrupt supply occasionally for 
maintenance or repairs, or even to protect resources with temporary hosepipe bans 
– but you expect us to keep these interruptions to a minimum. Continuity of supply 
is especially important to business customers.

2. Removing sewage cleanly and effectively
For most people, removing sewage and wastewater is a case of ‘out of sight, 
out of mind’. It’s not something you dwell on, but you expect us to maintain 
current standards – even with a fast-growing population, the new housing it 
needs, and the likelihood of more severe weather. 

We don’t have many problems providing these services, but when we do, you 
want us to minimise the effects they might have on everyday life, business and 
the environment. Flooding from sewers is, understandably, your biggest concern. 
Especially on the very rare occasions foul water enters homes and businesses. 

Local authorities, the Environment Agency and several other bodies as well as 
Southern Water share responsibility for preventing floods, or dealing with them 
effectively if they happen. You’d like us to work more closely with these and other 
organisations to share responsibility for maintaining standards.

3. Looking after the environment 
Protecting the environment is important to all our customers, especially the 
younger generations, and you want to see us do all we can to prevent pollution 
to rivers and the sea. Clean beaches and coastal waters are particularly 
important to you, for reasons of health, and for the local economy. 

Providing clean water, and treating sewage to high environmental standards, means 
we use a lot of energy, and you suggest we should take greater responsibility for 
cutting our carbon emissions. Many customers support the idea of using sewage as 
a source of renewable energy. 

Strict Environment Agency standards help us protect the environment, but you 
also want us to invest in more research and development, and look into closer 
partnerships with regulators, large business customers and other water companies 
to achieve greater environmental protection. 

Encouragingly, though, you want us to do all this with the longer-term future in 
mind, and not just react now to ‘be seen to be doing something about it.’

WHAT YOU WANT22
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4. Responsive customer service

You expect us to respond quickly and effectively to your questions and 
concerns. While most customers say they’re happy with our customer 
service, there’s always room for improvement. 

For example, some customers said they’d like to deal with just one person when 
they call, instead of having to talk to different parts of our organisation. Obviously, 
we want to do more to understand your expectations and you highlighted the 
importance of us understanding your individual needs. 

You also want us to demonstrate a better knowledge of local areas and communities 
across the region and to tailor our services to meet specific local needs. It’s also 
clear you’d like more information about where we’re improving services and 
investing locally.

Many customers suggest using a wider range of ways of getting useful information 
to you – for example, emails, text messages and social networking websites.

5. Better information and advice

Almost everyone we spoke to said they’d like more information on ways to 
save water, save money and help protect the environment. You also want 
to know more about how to avoid blocked drains and sewers. For example, 
you would like leaflets or web pages with simple tips to raise awareness 
of how to avoid the problems unnecessary blockages can cause for homes 
and businesses. Also, some customers would like more information on 
water efficiency when choosing new household appliances such as washing 
machines and dishwashers. You’re keen for us to work with manufacturers 
and suppliers on this. 

Some people we spoke to, especially business customers, would like to monitor the 
amount of water they use – as they use it, not just when the bill arrives. This will 
help save water and control costs. 

Meanwhile, you want a clear, easily understandable and more itemised bill,  
and more details of where your money goes when you pay it. You’d also like  
more information about how we’re improving our efficiency and protecting  
the environment.

WHAT YOU WANT 2
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6. Affordable bills

Most customers agree they’re getting good value for money from us. But 
you expect us to keep looking for ways to provide our services even more 
efficiently – so bills remain a fair reflection of the services you enjoy, and 
don’t go up unnecessarily. 

You support more investment in research and development, and better technology. 
You’re keen for us to find ways we can improve our business continuously –  
for example, by looking for water-trading opportunities with other companies. 

Meanwhile, you recognise you can help yourself more effectively if we provide 
better information on saving water, saving money, and protecting water resources 
for future generations.

Many customers highlight the importance of protecting those who struggle 
financially – particularly if bills go up to help us cover the costs of improvements 
to equipment and infrastructure. We’re talking to lots of vulnerable customers and 
looking at what specific help we can provide to ensure they can afford their bills. 

Want to tell us what you think?  
Please visit www.swhaveyoursay.co.uk or 

email haveyoursay@southernwater.co.uk

WHAT YOU WANT22
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Coming soon... 

We’ve taken a good look at what you’ve told us are your priorities for the future, 
whether you’re a domestic user, or represent a small business or organisation,  
or a large corporation. 

In the next section of this document, available early in 2013, we’ll let you know 
how we might deliver some of the improvements you’ve asked for. We’ll also be 
asking you how much progress you want to see in each of these areas, how quickly 
you’d like us to deliver them and which are the most important. 

We want to build our plans around you, and look forward to hearing  
your views. You can sign up to receive email bulletins that will let you 
know when the next document is available. 

Visit www.swhaveyoursay.co.uk, click on  
‘Feedback’ and fill in our online form. You can  
also let us know what you think by e-mailing  
us via haveyoursay@southernwater.co.uk  
or by writing to us at Southern House,  
Yeoman Road, Worthing  BN13 3NX.

COMING SOON 2

MATTHEW WRIGHT

Chief Executive Officer

Having considered the 
future challenges and your 
expectations, we want to 
explore the options we have  
to deliver your aspirations.



If you would like any further  
information please contact:

Southern Water, Southern House,  
Yeoman Road, Worthing  BN13 3NX

Email: haveyoursay@southernwater.co.uk

www.swhaveyoursay.co.uk


