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Purpose:
The purpose of this Technical Annex is to accompany SRNO3 Customer Acceptability Chapter of the main
business plan. It provides additional information and context on the areas listed below.
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Introduction:

Line of Sight - Overview to key areas of our 2025-2030 Plan based on customer feedback
Section 1: Index to Customer Engagement

B [ndex — this provides a full index of the main insight and engagement reports used in the
development of the business plan. These reports have been shared through a portal used
across water companies. This portal allows us to share vital research between companies.

Section 2: Customer Engagement Approach — Always on Engagement

This section provides additional information on some key parts of our continuous insight programme.
B 2.1 - 12 Principles of Engagement

B 2.2 - Definition of a customer
B 2.3 - Customer segmentation
B 2.4 - Data analysis sources

Section 3: Methodologies — Examples for Business Plan Engagement

This section provides additional information on the methodologies, sample, and approach for some key
engagement at PR24. The Example projects are those used in the Customer Engagement Chapter of the
business plan.

B 3.1 Customer Panels

B 3.2 Examples projects - Bespoke research programmes
B 3.3 AAT
B 3.4 Triangulation

Section 4: Lessons Learnt from Customers

This section provides additional information on lessons learnt from customers during the business plan
customer engagement.
B 4.1 Foundational insight — common themes

4.2 Priorities

4.21 The difference between a priority and an area of improvement
4.22 How priorities have changed over time

4.23 Priority Levels

4.24 How Priorities Differ Compare to National and Other Water Companies
4.3 Summary Feedback on each of the Priorities

4.4 Satisfaction as a driver of support

4.5 Affordability

4.51 Social Tariff

4.52 Tariffs

4.6 The Environment

Section 5: Assurance and Challenge
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This section provides additional information on the four components of our assurance programme to
customer engagement.

5.1 Customer and Communities Challenge Group
5.2 Independent Climate and Environment Group
5.3 Customers

5.4 External quality assurance & advice

Introduction: Line of Sight - Overview to key areas of our 2025-
2030 Plan based on customer feedback

As discussed in the Customer Engagement Chapter of our main business plan, the use of insight to drive
decisions is what we do every day. We have been engaging with customers throughout the development of
the 20205-2030 plan and acting on that insight. There are some foundational insights we have heard from
customers (see section 4.1 of this annex), that help set the boundaries of our 2025-2030 plan:

B We have a new management team with a measurable 2023-2025 turnaround plan focuses
on the key areas to customers

B We are using innovative trials to tackle storm overflows now with root cause natural
solutions, so we learn for 2025-2030

B We are digitalising our networks and using our Pathfinder trials to collaborate on tackling
storm overflows

B We have provided further equity from shareholders (£1.5bn) to improve performance on
what matters to our customers now (2020-2025) to set us up for 2025-2030

B We are better using insight to help better communicate our business plan investment bill
impacts once we have the final determination

B We have enhanced our communication team with new engagement tools and developed a
reputation rebuild strategy to help engage with our customers and stakeholders

B Our Water Resources Management Plan worked with customers to build a blend of
solutions that use what we have now, address the root cause of scarcity with new sources
and collaboration with neighbouring water companies

B We changed the shape of our proposed bill profile based on the feedback from customers
through our acceptability testing. This was to ensure we could keep bills as low as possible
to support customers through the cost of living crisis

Throughout the decisions we make there are strategic considerations which need to be balanced with the
insight we hear from customers. The table below helps to highlight key example areas where you can see
the feedback from customers driving our decisions.
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Table 1: Example part of the business plan where you can see the customer insight driving decisions

Document Relevant Section

SRNO3 Customer Acceptability

Section 3.4 Feedback on our proposed plan. Table 2 How we applied
customers' feedback to our plan.

SRNO2 Long term delivery strateqy

Section 1.2.5 Customer and Stakeholder Insight.
Table 3 Acting on customer’s views.

SRNO5 Wholesale Water

Section 5.3.4 What our customers and stakeholders told us. Table 2 Acting on
customer’s views.

SRNO6 Wholesale Wastewater

Section 6.3.4 What our customers and stakeholders told us. Table 2 Acting on
customer’s views.

SRNO7 Customer — Household and
Non Household

Section 6.4.2. Our customers’ priorities

SRNO08 Affordability

Section 7.2.2. What our customers say

SRN25 Water Supply Resilience
Enhancement Programme

Section 2.3Cusotmer and Stakeholder Engagement, Table 8 how issues raised
by customers have been addressed

SRN50 Resilience - Infiltration

Section 2.5 Customer Support

SRN52 Resilience - Flooding

Section 3 Best Option for Customers

SRN49 Resilience - Power

Section 3.4 Customer Support

SRN53 Resilience - Coastal

Section 3.3 Customer Support

SRN28 — Water Resources — Smart

Metering

Section 3 Best Options for Customers

In addition, we have summarised some major changes we have made as result of customer engagement. We
show these across 5 key priorities (identified in section 4.2 of this technical annex) and the issue of reputation
and trust. Whilst our reputation is not a priority customer outcome, it is @ major influencer in the acceptance of
our overall plans. For each of the feedback sections (1 to 18) listed below in a reference table (Table 2— see
code) is then included which highlights some of the original insight sources.
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Figure 1: Examples of Customer Insight informing key issues (1):

Feedback

1. Bill increases are a shock
and too high — customers
struggle to see past the cost

Response:

We agreed at the April ‘23 Board
for alternative delivery to mitigate
impact to bills and delivery

Feedback

2. Bring in new tariffs that
reward efficiency but take
property size into account

Response:

We co-created tariffs based on
rewarding efficient homes for
trials in 2024 and roll out in AMP8

Feedback

3. There needs to be greater
support for customers that
need the most help

Response:

We engaged customers to
increase social tariff support and
repurposing ODI penalties

More affordable plan with greater
support for customers

Alternative delivery to help deliver the
outcomes customers want and balance
overall bill increases

A bill profile that a balances the
feedback from our customers

Additional support to our most vulnerable
customers

Feedback

4. Overflows are top priority to
improve. All customer groups
want them prioritised

Response:

We prioritised environmental
sensitive areas and went further
by targeting high spilling areas

Feedback

5. Customers want us to
prioritise long term nature
based solutions

Response:

We prioritised nature-based
solutions first in our phasing and
are targeting root cause issues

Feedback

6. Customers want ambition
Overflows are impacting their
coastline and wellbeing.

Response:

In May ‘23 we accelerated 20
bathing water overflows for key
coastal locations

Ambition on a top priority customers
want us to improve

86% supporting proposed the plan’

93% preferring the plans that go further
due to its focus in reducing storm
overflows?

Protecting the coastline that is a priority
to our customers

\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\V

Environmental Performance

Feedback

7. Customers want us to put
the environment first and
improve performance

Response:

We developed a plan where the
investment is focused on
environmental outcomes

Feedback

8. Questioned marginal
benefits and preferred phasing
to help cost of living crisis

Response:

In June ‘23 we phased marginal
benefits for nutrient removal to 8
years to help balance affordability

Feedback

9. Customers support zero
serious pollutions, but want
ambition on pollution targets

Response:

In May ‘23 we developed our
pollution targets for upper quartile
performance

A plan that is environmentally friendly
focusing on the right things

68% of customers supporting the plan
because it puts the environment first?

Customer preference to prioritise high
environmental benefits

Ambitious pollution targets

' Technical annex SRN14: Customer Insight, Section1: Index, 207a - FINAL Acceptability and Affordability Presentation - June ‘23
2 Technical annex SRN14: Customer Insight, Section1: Index, 207a - FINAL Acceptability and Affordability Presentation - June 23
2 Technical annex SRN14: Customer Insight, Section1: Index, 107- Environmental Ambition Results FINAL Report - June 2023
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Figure 2: Example of Customer Insight informing key issues (2):

Improving Infrastructure

Feedback

10. Infrastructure needs to be
updated for future generations
and to prevent major issues

Response:

Digitalisation of networks to
prevent issues. Continuous
improvement on flooding

Feedback

11. Customers want to prevent
deterioration and then costing
more in the future

Response:

In March ‘23 our plans introduced
improved power / coastal
resilience, and sewer infiltration

Feedback

12. New technologies and
innovation are central to long
term improvements

Response:

In 2022 we worked with farmers
on advanced digestion and
customers on Smart meters

Infrastructure fit for the future to
protect against climate change and
population growth
86% supporting proposed the plan® to go
further on resilience options

Enhancements designed with our
customers

A network that using new technology
and innovation

Feedback

13. Customers want tangible
improvements on performance
quickly and share progress

Response:

In March '23 we launched our
2023-205 Tumaround plan with
our new management team

Feedback
14. Focus on fewer things that
matter and deliver on them

Response:

Our Performance Commitments
are on the things that matters —
not lots of bespoke commitments

Feedback

15. A lack of trust means
customers need to see where
we're getting value for money

Response:

Launching our customer drop ins
from Oct 23 and co-creating
investment communications

Focusing on core performance to
rebuild customer trust

A measured improvements plan with
regular updates to customers

Communication insight and frameworks
for greater transparency®

Improved engagement through
recommendations from our customers
and challenge groups’

\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\§\\\\\\\\\\\V

Feedback

16. Customers want leakage to
be a key area of improvement
and ambition

Response:

We developed our largest mains
renewal programme and digital
network to find and fix leaks

Feedback

17. Customers want a blend of
solutions that protect for future
generations

Response:

We are using a range of
solutions, scaling water recycling,
transfers and water efficiency

Feedback

18. Protect current water
supplies now and don't
interrupt our supply

Response:
Operational resilience
Water resilience strategy

Ensuring a reliable and resilient
supply for future generations

Ambition to keep the focus on leakage
and upgrading the network

78% supporting the plans on water
resilience improvements to four major
sites®

100% support for using water recycling
to help in resource®

4 Technical annex SRN14: Customer Insight, Section1: Index, 207a - FINAL Acceptability and Affordability Presentation - June ‘23
5 Technical annex SRN14: Customer Insight, Section1: Index, 196 -Comms Investment Final Combined Report Sep '23

8 Technical annex SRN14: Customer Insight, Section1: Index, 161 - Water Resilience Strategy - Aug ‘2
7 Technical annex SRN14: Customer Insight, Section1: Index, 208f - WF2030 Customer Panel Commi Ny
& Technical annex SRN14: Customer Insight, Section1: Index, 186 - WRMP Consultation quant repo! / WA?ER

er Sep 23
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Table 3: Example References used in Customer Insight Informing key issues
Example References: (See table 2 for an overview for each project — technical annex, SRN14: Customer Insight,

Section 1, Index)

1 207b - Pilot Acceptability and Affordability Qual Report - Mar 23
201b -Water Futures Quant Wave 2 -Dec 22
170 - Ofwat - Cost of Living Research March ‘23
175 - WF2030 Diverse Cultures Engagement Summary - Aug '23

2 207b - Pilot Acceptability and Affordability Qual Report - Mar 23
Customer and Communities Challenge Group 8* June
155 - Tariff Sprint Research July 23

3 207a - FINAL Acceptability and Affordability Presentation - June ‘23
Customer and Communities Challenge Group 8* June
130- Social Tariffs Combined report Jul 23
175 - WF2030 Diverse Cultures Engagement Summary - Aug ‘23
For details on the ODI penalties — see Affordability Chapter

4 1 - Customer Views on Priorities-May ‘22
4 - Water Futures 2030 - October 2021 - Priorities Analysis
5- SW Water Futures Wave 5 report 231221 Final Jan ‘22
6 - Vulnerable Customer Research Wave 1
28 - - SW NHC Panel Wave 1 Report — 210722
23-Southemn Water - Social Media - July 23
167 - CSO QA Write Up Nov 21

53 165 - Environmental Ambition - With initial quant results - April 23
107- Environmental Ambition Results FINAL Report - June 2023
135 - LTS and DWMP Report - September '22
183 - SW Water Futures Wave 3 - DWMP - June 21
205d - Futures Panel Report Wave 4 Sep 21

6 207a - FINAL Acceptability and Affordability Presentation - June ‘23
153 - Waterside wel being report - Oct 22
200a - Water Futures 2030 Pilot Phase Summary - April '21
123- Updated regional insight brochure final
146 - Regional Focus Key Findings Report ' Feb'22

7 200b - Water Futures 2030 - Direction Travel Gap Analysis - July 21
200d -Water Futures 2030 - Priorities Analysis - Oct 21
200a - Water Futures 2030 Pilot Phase Summary - April "21
205i - Futures Panel - Infographic (extenal) Jun 22
27- Water Hub Debrief - Aug 20
119- Stakeholder workshops April & May, Report May 23
202b - Vulnerable Customer Research Wave 2 - Dec 22
160 - Your water, your say - questions and answers - June 23

8 165 - Environmental Ambition - With initial quant results - April 23
107- Environmental Ambition Results FINAL Report - June 2023
148 - Environmental Ambition - Stakeholder Minutes - Mar 23
175 - WF2030 Diverse Cultures Engagement Summary - Aug ‘23

9 207a - FINAL Acceptability and Affordability Presentation - June ‘23
203c - Wave 3 SW YP W9 - NHC W3 Acceptability Testing Final Report - June 23
119- Stakeholder workshops April & May, Report May 23

10 207a - FINAL Acceptability and Affordability Presentation - June '23
119- Stakeholder workshops April & May, Report May 23]
200n - Water Futures 2030 - Report - Oct 22
201a - Water Futures Quant Wave 1 - June 22
Customer and Communities Challenge Group 6* July
205c - Futures Panel Report Wave 3 Jul "21

1 207a - FINAL Acceptability and Affordability Presentation - June '23
165 - Environmental Ambition - With initial quant results - April 23
107- Environmental Ambition Results FINAL Report - June 2023
148 - Environmental Ambition - Stakeholder Minutes - Mar 23
207c FINAL Acceptability (Portsmouth Area) Jun 23
200t - Water Futures 2030 - Report - April '23

12 108- Sludge Debrief combined quant and qual Feb 2023
182 - SW Smart Meters - Integrated debrief - Aug 22
207a - FINAL Acceptability and Affordability Presentation - June '23
201b -Water Futures Quant Wave 2 -Dec ‘22
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Customer and Communities Challenge Group 14* Sep ‘22

105 - Stakeholder Workshop - June 2022

179 - Expert Insight Panel Report - March 22

119- Stakeholder workshops April & May, Report May 23
1-Southern Water-Customer Views on Priorities-May ‘22

160 - Your water, your say - questions and answers - June 23

200d -Water Futures 2030 - Priorities Analysis - Oct 21

205e - Southem Water - Futures Panel Report Wave 5 Jan '22
105 - Stakeholder Workshop - June 2022

1- Customer Views on Priorities-May '22

196 -Comms Investment Final Combined Report Sep 23 (and 154)
Customer and Communities Challenge Group 8th June

208f - WF2030 Customer Panel Committee - CEO letter Sep 23
202b - Vulnerable Customer Research Wave 2 - Dec 22

32- Southern Water - Repositioning Deck - Sept 2022

1-Southern Water-Customer Views on Priorities-May 22

146 - Regional Focus Key Findings Report ' Feb’22

175 - WF2030 Diverse Cultures Engagement Summary - Aug '23

205h - Futures Panel Report Wave 8 Jan 23

207a - FINAL Acceptability and Affordability Presentation - June '23
202b - Vulnerable Customer Research Wave 2 - Dec 22

32- Repositioning Deck - Sept 2022

1- Customer Views on Priorities-May 2

202c - Vulnerable Customer Research Wave 3 - June 232

186 - WRMP Consultation quant report - Feb 23

189 - Zest WRMP Community Engagement - Dec ‘22

205h - Futures Panel Report Wave 8 Jan 23

203b -Wave 2 WRMP Future and Business Consultation Full report final - Jan ‘23
202b - Vulnerable Customer Research Wave 2 - Dec 22

168 - Full Household WRMP Report - Dec 22

119- Stakeholder workshops April & May, Report May "23

160 - Your water, your say - questions and answers - June ‘23
206a-g - Incident Management Reporting - April 2021-2023
119- Stakeholder workshops April & May, Report May 23
Customer and Communities Challenge Group 29* Mar 23
161 - Water Resilience Strategy - Aug 23

201c - Water Futures Quant Wave 3 Mar "23
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We developed an index to help structure over 190 different reports we have used that provide feedback from
customers to help in development of the 2025-2030 plan. Below is a summary table that includes a unique
reference, description, and overview to the data source. We also have a more detailed table that includes
audience, customer interview numbers and the main author for each project.

All the outputs below are stored in the folder: Customer Insight Reports, as part of the share point for
submission to Ofwat. We have also shared outputs using our cross water company share point site, where we
share research findings across engagement teams. We plan to externally publish key customer reports as part
of our website development project. We currently estimate this to be early in 2024.

Table 4: Index to Customer Engagement Projects for the 2025-2030 Business Plan

Abbreviation

Description

Data Source
(where SW
recruited)

12

00 00 - Research Index Final Resource index of customer insight reports used in development of NA
-Sep 23 the 2025-2030 plan
. . Triangulation model to combine scores from different sources to
0 0- P-R24 Tnan‘gulatlon provide a robust method of combining and weighting scores to reflect N/A
Matrix August 23 ?
customer priorities
o - : . Agency specialists to
Spontaneous qualitative and quantitative research project with -
1-Customer Views on : represent our region, face to
1 Priorities-May '22 households, stakeholders, business, vulnerable and future customers face, online panel and
on priorities -
customer lists
2 2- PR19 Triangulation Triangulation model used at PR19 for the business plan 2020-2025 N/A
5 Analysis of customer complaints (internal analysis of complaints from
3 3- Customer Complaints April 2020 until July 2023) Customer data
4- Water Futures 2030 Household customer panel review of priorities and ranking Household customer panel
5 5- SW Water Futures Future customer panel of priorities and ranking Future customer panel
6- SW Vulnerable Vulnerable customer panel of priorities and ranking Vulnerable customer panel
2021-2022 Southem Water performance data from annual report .
- Srelin comparing us to our targets, set at PR19 e
8a 8a-Annual Report-Scoring Scoring of the performance data above N/A
2021-2022 cross company performance data, taken from annual .
s e reporting across companies and summarised by Ofwat LEIELI
9a_Industry Comp- Scoring of the performance data above, scoring Southern Water .
9%a Scoring against the industry average Southem Water reporting
10 10-Ports Baro Portsmouth Water research into customer priorities and ranking N/A
Ofwat and CCW research report to develop insights on consumers’ bc?onslint?) Ztat:]rﬁ::(mﬁ:g?llt?gs)
1 11-CCW Spot2022 knowledge, actions and behaviour to inform communications and d teleph intervi t
licy work. and telephone interviews to
po digitally disengaged
12 12-WCCSW16 Priorities Thames water findings on their customer priorities and ranking N/A
13 13- UKCSI Data summary from the Institute o( Customer Sgrvice through their UK Panel
Customer Service Index project
Ofwat and CCW research on customer priorities and priority levels
14 14-CCW Cust Pref (split into 3 categories) N/A
15 15.CCW Rivers CCW research into consumer awareness and perceptions of river NA
water quality
_ Anglian water willingness to pay report used at PR19 to understand
16 16-12h Anglian their priority scores at that time N/A
' Summary of 11 - an Ofwat and CCW report on communications an
17 | 17- Customer Spotlight policy work /9\ N/A
18 18- EIR Requests Southern Water analysis of E(r%znzr;mental Information Requests Direct contact
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South West Water business plan to understand their priority scoring at

19 19- SWW Business Plan PR19 at that ime N/A

19a ;gafgww inferred Scoring from South West Water business plan (above) N/A

20 20-Impact Water Report from an online community with customers on priorities and Agency specialists to
Community ranking represent our region
20a-Impact Water =

20a Community Scoring Scoring from the report above N/A

21 | ZluUnited Utities United Utilities research report on customer priorities and ranking N/A

22 22- Customer Interactions Customer Interactions from Nov 21 to June 23 Customer data
23-Southem Water - . : . ' '

23 Social Media Social Media Interactions from 1st Apr "20 to 31st July '23 Brandwatch data
24-PJM Economics - - - :

= National research project from the Industry Collaborative ODI
24| Collaborative ODI Research (Lead by Ofwat) ol
esearch

2 ﬁ‘r;p‘(')‘:f's" Water PR24 Welsh Water report looking at customer priorities N/A
26- Southern Water - g : .

26 Reputation Tracker Extract from our regular reputation tracking survey data Online panel
27- Southern Water - ] A . Agency specialists to

- Research report looking at how priorities have changed since PR19 -

2z Yz"gte' Hub Debrief - Aug research and long term strategy options represgrr]lltir(‘)élrp;e%?n and
28 - SW NHC Panel : S :

28 Wave 1 Report Non-household research report looking at customer priorities Business customer panel

29 29- Vulnerable Customer Overall summary of needs and priorities from an immersion session N/A
Summary into insight from vulnerable customers

30 30 -WF2030 Quant wave Quantitative wave of regular research into key issues for PR24 arising R
3 - Mar 2023 in our household customer panel P
31- Water UK poll - . ] .

31 Southem Water National research report fgr:tovzl:;z UK looking at views from N/A
customers May 2023
31a- Water UK poll -

31a | Southem Water Scoring from Water UK Poll N/A
customers May 2023

32 32- Repositioning Deck - National and Southern Water customers research report looking at Online panel
Sept 2022 where customers want water companies to prioritise P

33 33- Southern Water PR24 | Community engagement survey from showcasing the draft PR24 plan e
Responses across our communities
34 - Clockface - .

34 Segmentation Analysis External analysis of customer segmepts across the region based on Demographic data analysis

i demographic data
Sep 21
100 - High Demand . . . §
Insight report assessing the impact of behaviour change .

100 comms report - S = Telephone Interviews
September 2020 communication during peak demand

101 10(::110—blél:)lrzs;am feedback - Research report tracking impact of a campaign on C-Mex Internal Data
102 - Reputation deep Internal insight report from an immersion session using many sources =

102 dive -March 22 to better understand the drivers of reputation Online Survey
103 - SW Journeys - Research report looking at key customer journeys and how best to - .

103 September '20 improve them Online Interviews
105 - Stakeholder s - .

105 Workshop - June 2022 Stakeholder engagement report following regional workshops Online Workshops
106- Beachbuoy - ) }

B Research report into how best to present Storm Overflow information .

106 Feedback Presentation on our Beachbuoy application Online Survey
Feb 2022
107- Environmental - : ; :

107 | Ambition Results FINAL Final research report from a multistage project looking at the level of Online Survey

Report - June 2023

environmental ambition for our 2025-2030 plan
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108- Sludge Debrief Research report from deep dive engagement with farmers looking at Online Survey &
108 combined quant and qual the introduction of advanced treatment processes and their impact on Online/Telephone
Feb 2023 sludge Interviews
109- CSO Community Research report on storm overflow progress from trials in key .
i Research May 23 locations and across the region CLIELTIRITD
110- Future Customer .
110 Report - Drought Plan - Research report from future custl(;r:‘lers assessing the draft drought SW Futures Panel
July 2021 p
111- Public Value for Collaborative research across companies looking at the public value
L Water Resources Jul '22 benefits when introducing major capital projects Household Panel
13 wlg's‘gl;ﬁ)cvsv?ge ?t Mar Research report from businesses assessing the regional Water Telephone Interviews
2022 port - Resources Management Plan p
114- Hampshire Water
114 Resource Business Research report from business customers looking at options for water T
Challenge Report Apr resources in Hampshire
2021
115- WRMP24 - ; . - - B
- Intemal summary analysis from immersion session with feedback from
15 f:[l;zt:{ggr insight Updeso our draft Water Resources Management Plan iniomal Data
116- Wave 3 SW YP W9 - -
116 NHC W3 Acceptability Research report frongg;_ flzxausrg ;::’I(:])gsle;r p':::el reviewing the draft SW Futures Panel
testing - June 2023 p
116- Wave 3 SW YP W9 - ; .
16 NHC W3_Acceptabillity Research report from our business customer panel reviewing the draft SW Business Panel
N 2025-2030 business plan
testing - June 2023
117- Wave 8 Futures S
- Research report from our future customer panel reviewing the draft
117 | WRMP Consultation Full Future customer panel
report - Jan '23 Water Resources Management Plan
117a-Wave 2 Business - _—
Research report from our business customer panel reviewing the draft -
117a }IZV:I;QMP Full report - Jan Water Resources Management Plan Business customer panel
119 | 119- Stakeholder Stakeholder engagement report following regional workshops on our | Southern Water stakeholder
Workshop - July 2023 draft 2025-2030 business plan database
120- Impact Water - - . -
120 Community results FV Research report from an onllne. cqmmunlty of customers looking at Agency speaahstg to
priorities represent our region
July -21
121 121 - Drought Comms Research report evaluating the best ways to communicate with Agency specialists to
Quant report v3- June "21 customers during drought conditions represent our region
122 ChaX Ropiica fl Research report from a C-Mex replica survey to understand the C-Mex method - Telephone
122 report wave 2 full report impact of campaigns and face to face
(qual & quant) - March 23
123 | 123 Updated regional Internal output from research into 10 of our regional communities Agency specialists to
insight brochure final represent our region
124 2;%:“_; :rggrgggig?v erse Research report with customers with affordability concems and a pilot Agency specialists to
Cultures - April 2021 with those from more diverse cultures represent our region
125 - competitor analysis External analysis on social media listening and comparisons to other
1251 20222023 water companies e
126 - Business Customer
126 and Expert Stakeholder Research report on our draft drought plan with businesses and Agency specialists to
report - Drought Plan - stakeholders represent our region
July 21
127 127 - COVID-19 - Impact National external summary on the impact of COVID to customers N/A
Assessment Final - 20 across a range of measures
128 - COVID-19 - Agency specialists to
128 communications report - Research report\:;lt::{:lTn[:j?]ﬁ:é;Zn(z\aeDréorggisgtomers and how represent our region and
May 20 online panel
129 - Customer Service - - = .
= Internal analysis from a range of sources following an immersion
129 azr:;d Reputation - March session into the impacts of reputation on customer service N/A
LAl Southern
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130- Social Tariffs

Research report from willingness to pay looking at increasing the

Online panel and customer

130 Combined report Jul 23 contr bution from customers of a social tanff telephone sample
131 - Drought Plan Insight :
s Internal summary from a range of sources from different customer
131 'Szt:mmary Final - August groups assessing our draft drought plan NA
132 - Future Customer - Agency specialists to
132 Report - Drought Plan - Research report from future custl(;r:]lers assessing the draft drought represent our region and
July 21 P online panel
133 133 - Lessons Leamed at Lessons learnt summary from our Customer Challenge Group from N/A
PR19 - Sep '18 the previous price review (PR19)
134 - Life Under
134 Lockdown - Insight Internal summary from a range of sources on the impact of COVID N/A
Summary - Aug 20
135 135 - LTS and DWMP Research report from customers reviewing the draft Long Term mAgmf;S';% z%??allisotns g:rd
Report - September '22 Strategy and Drainage and Wastewater Management Plan p 7 9
online panel
136 136 -Meeting with Summary from stakeholder session engaging local business leaders External arranged face to
Southem Water - Aug 23 in Kent face event
137 - Customer . . :
137 Complaints-June 22 Internal analysis of customer complaint data Customer complaint data
138- Customer
138 Interactions 2022 3rd Internal analysis of customer interaction data Customer complaint data
level-Oct 22
L= CollaboratlveVODI Summary report from the collaborative ODI Research led by Ofwat for | Push to web survey through
140 ResearchQ1617 Final v1 .
Southemn Water email and letter
- May 21
140a - Collaborative ODI
140a | ResearchQ1617_Final_v1 Full report from the collaborative ODI Research led by Ofwat Push to web survey through
. email and letter
Results - May 21
142 - PSR Desk External analysis on best in class service provided to vulnerable
iz e customers through a Priority Service Register Sl
Report V1 - Jan 21 g eg
143 - Image and ; ; .
143 | Roputation Roscarc Ful | ReSearch rebortooking o e Sothern Walefoputaionand | Onine el end eephone
Report - Oct 21
144 - PR24 (Responses) - Output from a survey used in community roadshow events
e July 2023 showcasing the draft 2025-2030 plan across our communities FLEDDITE SIS
145 2\4?“‘2%2%?(":' El(:lcdl:rsl S Research report from 4 different communities to better understand Agency specialists to
p e 9 these customers and their expectations from Southern Water represent our region
Report - April '23
146 146 - Regional Focus Key Research report from 10different communities to better understand Agency specialists to
Findings Report ' Feb22 these customers and their expectations from Southern Water represent our region
Agency specialists to
147 - Customer represent our region,
147 Segmentation - Meet your Research report from our household customer segmentation telephone interviews
segments - Nov "21 through customer lists and
online panel
}\‘:nab-itgr‘mv-irgt]e:?(gm)%er Stakeholder minutes taken from a meeting with environmental experts i BT
148 Minutes - Mar '23 - to help inform customer research into the right environmental ambition and Climate Group
for 2025-2030
31.03.2023
150 -Brandwatch Topics
150 June '20-"21 vs. June 21 External analysis from social media listening Brandwatch
-Dec 22
151-PR19 Household Customer data to send
151 Willingness to Pay Main Research report on willingness to pay for service upgrades that was emails, face to face,
tage Report (v4) - Jan used for the 2020-2025 business plan telephone survey with
18 business
153 153 - Waterside wellbeing Research report into the impacts of water quality on customer Online panel

report - Oct '22

wellbeing
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154 - Communications

Research report into how best to communicate key areas of

Agency specialists to

154 mr;le;ak Interim report - investment and bill impacts for the 2025-2030 business plan represent our region
155 - Tariff Sprint . . . Agency specialists to
155 Research July 23 Rasaasch feport inko tasl oplions represent our region
156 156 - UKCSI FAO David Internal analysis shared with Ofwat in 2022 relating to the impact of NA
Black - July 22 reputation on customer service measures
157 w:v-elie—putaﬁon Tracking Extract from our regular reputation tracking survey data Online panel
158 - Water Club Water e e
158 Source Change Webinar Research report from collaborative research into how best to = %secrzlt z%r S
presentation Final - June communicate water source changes in the future p e su?iey
22
Agency specialists to
159 g;gu_ 213?,?,62)2, Cusiomes Research report from engagement event on customer priorities represent our region and
p online survey
;23 - ::eusruy;ztse;,n);our Output from the customer engagement session (Your water, your say) thc:kteohgalgz'r 3:‘;“6:;?[’
: held in June 2023 = = ity
answers - June 23 website, social media
Customer data (those
161 - Water Resilience - - interrupted by supply
161 Strategy - Aug 23 Research report into the water resilience strategy issues) and household
panel
162 :32% ‘;ls)_(p:;tnl‘nsihgitrl; ] External report from stakeholder insight panels looking at customer Southern Water stakeholder
IOW Slides - lelsar DY) priorities and water resources plans database
163 - Water Futures . . ;
163 Committee Meeting W3 - External write up from our Cgmmllttee metzmbers feeding back on plan Household customer panel
Dec '22 evelopmen
164 ;ﬁnhgr%ssm&er ﬁ‘ﬂggﬁsh Research report into key operational customer journeys to help Customer data - those
FINAL - April gg improve service impacted
165 - Environmental . - - - Agency specialists to
165 | Ambition - With initial Research report ":itgtth?] :g:tolfe;ellgn%(ggsgr::stgl ambition from the represent our region and
quant results - April '23 p a y online panel
[ s Research report ising the key insight from the first few sta A ialists t
166 | Ambition Story So Far - esearch report summarising the key insight from the first few stages gency specialists to
April 23 exploring the right level of environmental ambition for 2025-2030 represent our region
167 167 - CSO QA Write Up Research write up from a customer engagement session between the WF2030 Household
Nov 21 executive and customers on storm overflows Customer Panel
168 168 - Full Household Research report from household customers who have been evaluating Agency specialists to
WRMP Report - Dec "22 the draft Water Resources Management Plan represent our region
169 w;&sgﬁg‘gv;;ﬁi&e " External write up from our Committee members feeding back on plan
Meeting W4 - Apr 23 development
170 170 - Cost of Living National external research report published by Ofwat exploring the R
Research March "23 impact of the cost of living crisis on customers p
172 - PR24 Profiles - Internal analysis using demographic data (e.g. Census) to better . -
172 June '23 understand our communities Demographic data analysis
174 - WF2030 Committee - - : :
174 Engagement Summary - External write up sumru?tlil‘smg feedback form our committee meetings Household customer panel
Aug '23 our household panel
175 éﬁ?tl’"‘sfégzsg 2%%’{5“8 Extemnal write up summarising feedback form our diverse cultures Diverse Community Leader
Summary - gug 3 community leaders’ meetings Panel
Sres e Internal ies of key customer audi household, fut
177 | Summaries Final - April nternal summaries of key customer audiences (household, future, N/A
23 non-household and vulnerable)
178 |1(Z:8 _Fltr)lz?rlm Lea((l_}Pl[l)tes Research report on a project looking at how best to work wi Agency specialists to
Ma‘: ) gs Report - customers on the removal of their lead pipes represent our region
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179 179 - Expert Insight Panel | External report following an engagement session with stakeholders on | Southern Water stakeholder
Report - March 22 priorities and future plans across 4 regions database
180 180 - Stakeholder External report following regional stakeholder engagement sessions Southern Water stakeholder
Workshop - June '22 on the long term strategy database
181 181 - Drought & DWMP Research Report with businesses on the drought plan (joint with Agency specialists to
research - June 22 Portsmouth Water) and Drainage and Wastewater Management Plan represent our region
182 - Smart Meters - . . " - - Online panel and agency
; Research report exploring strategic options for the introduction of -
182 Ilntegrated debrief - Aug Smart meters (final debrief) specialists to (epresent our
22 region
183 183 - Smart Water Meter Research report exploring strategic options for the introduction of Agency specialists to
Qual Debrief Jul 22. Smart meters (qualitative report) represent our region
186 186 - WRMP Consultation | Research report with the "average person on the street' completing the Online panel
quant report - Feb 23 consultation on the draft Water Resources Management Plan p
187 187 - Excel Resource External data set provided by the Institute of Customer Service from Panel
Pack-Jul 22 their UK Customer Satisfaction Index Research
188 '15?]8; v:rlflrri g::é%':ce; Internal summary analysis from immersion session with feedback from Agency specialists to
Magrct? 23 - our draft Water Resources Management Plan represent our region
191 -Ropuiation Deep Intemal analysis using a range of data sources into reputational
191 Dive - Summary S dinfl N/A
Presentation Aug 23 fivers andinfiuencers
External write up (on behalf of households) from a customer
192 1SZZSS-I OL:: n%lgiq;zstrategy engagement session with households and future customers on the Hogj ;2?;2? n:nfgltsu re
- long term strategy p
193 193 - PSR Research Research report from annual tracking with our Priority Services Telephone interviews from
Report April 2021 Customers into satisfaction and support provided customer data
194 194 - PSR Research Research report from annual tracking with our Priority Services As above
Report March 2022 Customers into satisfaction and support provided
195 195 - PSR Research Research report from annual tracking with our Priority Services AS BOOVS
Report March 2023 Customers into satisfaction and support provided
196 Ilg\ﬁal-((::%r:\rlr)]ii éréveR'i’(n;?tnt Research report on how best to communicate investment with Agency specialists to
Sep '23 P customers when impacting the bill represent our region
197 é%i;rgggiomgwevrzg External write up summarising feedback form our diverse cultures Agency specialists to
Oct 22 Y community leaders’ meetings represent our region
198 g:?:?tn]r‘gs%gzri?mljawe\r/svg Extemnal write up summarising feedback form our diverse cultures Agency specialists to
Dec '22 v community leaders’ meetings represent our region
199 éﬁﬁrfgﬁmgwem External write up summarising feedback form our diverse cultures Agency specialists to
Apr'23 Ty community leaders’ meetings represent our region
Water Futures 2030
200 (Household Customer
Panel)
Household Panel -
200aa 200aa - Index to Water Summary of key research areas into each wave of the household recruited to represent the
Futures 2030 Waves panel. Below covers some of the key topics in each report: region and customer
segments
200a - Water Futures - - . - ; . ]
200a | 2030 Pilot Phase Pilot wave - asking open dlscil:]s;llg?s and panellists discussing the As above
Summary - April 21 Ty
200b - Water Futures Summary from May, June and July - where panellists reviewed
200b | 2030 - Direction Travel industry reports, regulator, documents, company websites etc. to As above
Gap Analysis - July "21 become more informed
200c - Water Futures
200c | 2030 - Customer Service Deep dive into customer service As above
- Sept 21
200d -Water Futures
200d | 2030 - Priorities Analysis - Deep dive into priorities As above
Oct "21
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200e -Water Futures

Exploring the use of storm overflows and how best to measure

200e | 2030 - Metrics for - As above
Priorities * Nov "21 performance commitments
200f - Water Futures
200f | 2030 - Metrics for Continuation on the measurement of performance commitments As above
Priorities - Jan "22
200 200g - Water Futures Exploration into environmental investment and improvements As above
9 | 2030 - Summary - Feb 22 combined with bill affordability
200h - Water Futures
200h | 2030 - Feedback Deep dive into the regional water resources plans As above
Regional Plan Feb 22
200i 200i - Water Eutures 2030 Feedback into local issues, explorati_on into smart metering and As above
- Report-Mar 22 poss ble tariffs
200t - Water Futures - s 5 .
200t 2030 - Report - April 22 billing, trends, cost of living, wider expectations As above
200j 200; - Water Fl{tures 2030 Review of customer priorities, service and water efficiency As above
- Report - May '22
200k - Water Future 2030 Feedback into long term strategy and Drainage and Wastewater
200k | - June '22 Management Plan As above
2001 200I - Water Futures 2030 | Exploration of drought and water scarcity (during the heatwave), and As above
- Report - Aug '22 development of the draft water Resources Management Plan
200m 200m - Water Futures Deep dive into bill affordability and intergenerational faimess. T
2030 Report - Sept '22 Exploration around proposed targets and inland bathing waters
200n 200n - Water Futures Deep dive into flooding, surface water charges, biodiversity and new As above
2030 - Report - Oct "22 wastewater treatment technologies
200p - Water Futures Feedback into proposed targets, the possible impact to bill options,
200p | 2030 - Full Report Dec early perceptions of acceptability and further work on customer As above
‘22 service
200q 200q -Watelr Futures Deep dive into the net zero, Outcome Delivery Incentives and leakage As above
2030 - Jan '23
200r - Water Futures Deep dive into tap water quality and bathing water. Exploration into
200 | 5030 - March ‘23 social tariffs ARl
200s - Water Futures - -
200s 2030 - April 23 Acceptability testing of the proposed plan As above
200u - Water Futures Feedback on the Water Resilience Enhancement Strategy and storm
200u 2030 - June 23 overflow plans As above
200v - WF2030
200v | Committee Meeting 5 External summary from the five committee meeting with panellists As above
Summary - July 23
200w - Water Futures Deep dive into the Affordability testing for a view on how customers
200w | 5030 September 2023 had responded ARl
200x - Water Futures .
200x | 2030 Relish Feedback on Extemal feed:o?ﬁ'i(nﬁg g:(; us?] ((:If :r‘\?j ‘f)l?t:(:éw;?;ecfssons learnt to
the Approach - Sep 23 pa proj
200y - Water Futures
200y 2030 - July ‘23 Feedback on the Three Harbours Plan As above
Quantitative Waves to
201 Support Household
Panel Feedback
201a - Water Futures Robust testing of key issues raised in our customer panels and :
201a Quant Wave 1 - June "22 tracking, affordability concemns and priorities Online Panel Survey
Robust testing of key issues raised in our customer panels and
201b 201b -Waiter Futuresl tracking, affordability concemns and intergenerational faimess and Online Panel Survey
Quant Wave 2 -Dec 22 targets
Robust testing of key issues raised in our customer panels and
201c ZUE= Future.s tracking, affordability concerns, bathing water quality and tap water Online Panel Survey
Quant Wave 3 Mar 23 quality
Robust testing of key issues raised in our customer panels and
201d - Water Futures - It . . .
201d Quant Wave 4 - Aug '23 tracking, affordability concerns, community, water resilience strategy Online Panel Survey
and tariffs
Vulnerable Customer
202 Panel
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202a - Vulnerable
Customer Research

Research report from our vulnerable panel exploring priorities and

Agency specialists to

202a Wave 1 Amended - May long term trends represent our region
22
202b - Vulnerable
202b | Customer Research Research report from our vulnerable customer panel on the water AS Bbovo
Wave 2 - Dec '22 resources management plan
202c - Vulnerable -
202¢ | Customer Research Research report from ouru:/ulggéaﬁblzz ggst?mer panel feeding back on As above
Wave 3 - June "23 e - plan
Business Customer
st Panel
203a - NHC Panel Wave Research report from our business panel exploring priorities and long Agency specialists to
203a . -
1 Report - July 22 term trends represent our region
203c - Wave 3 SW YP
W9 - NHC Research report from our business customer panel feeding back on
203¢ | W3 Acceptability testing the 2025-2030 plan Al
Final Report - June 23
203d - Developer, SLP A Those attending a face to
203d | and NAV workshop Research report from key r&n-ttlgxrs]g[tr\:rlg Scustomers on priorities and face workshop with
Reports Sep 22 g Southermn Water
Community
— Engagement
204a - Southern Water -
Feedback - Chichester,
204a | Brighton, Hastings, External summary from regional engagement on the 2025-2030 plan Face to face
Tonbridge and Malling -
June 23
204b - Southern Water -
Feedback - Southampton, :
204b Petersfield & IOW - May External summary from regional engagement on the 2025-2030 plan Face to face
23
204c - Southern Water -
Feedback - Whitstable External summary from regional engagement on the 2025-2030 plan Face to face
and Deal - July '23
204d - Zest WRMP Internal summary from our community engagement into 4 locations
204d | Community Engagement - with planned major schemes as part of our draft Water Resources Face to face
Dec '22 Management Plan
205 rg:::rr: 'ét:sr::ngfso Summary of key research areas into each wave of the household
Panel) panel. Below covers some of the key topics in each report:
205a - Futures Panel - 5 Agency specialists to
205a Report Wave 1 Dec 20 Understand the water industry and water resource options represent our region
205b 205b - Futures Panel Water for life challenges - especially around desalination, water Pp—
Report Wave 2 Apr 21 recycling and transfers
205¢ 205c - Futures Panel Research report from our Future customer panel on the Drainage and Ceetrer
Report Wave 3 Jul '21 Wastewater Management Plan
205d 205d - Futures Pane‘l Long term goals, targets and Aambition for Southern Water and the As above
Report Wave 4 Sep 21 industry
205e - Futures Panel S . : 3
205e Report Wave 5 Jan 22 Customer priorities and robust testing on their scoring As above
205f - Futures Panel .
205f Report Wave 6 Mar 22 Regional water resources plan As above
2059 205q - Futures Panel Feeding back on the long term strategy and drainage and wastewater CErer
Report Wave 7 Jun 22 management plan
205h - Futures Panel "
205h Report Wave 8 Jan '23 Feeding back on the draft water resources management plan As above
205i - YP W9 .
2051 | Acceptability testing Final Research report from our fzuélérg %lgz)m;:'r] panel feeding back on the Ceetrer
Report - June 23 p
205j - Futures Panel -
205) | Infographic (external) Jun Summary infographic on priorities and challenges to the in(i
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205k - SW Water Futures External write up (on behalf of future customers) from a customer
205k | 2050 - Engagement engagement session with households and future customers on the

Household and future

Session Mar 22 long term strategy flellaiiiizs
206 Incident Management
Reports
206a - Hampshire
206a | Incident Management - Research report on service recovery related to an operational incident Custorir:gr g;t:d' those
April 2023 P
206b - Incident
206b | Management Customer Research report on service recovery related to an operational incident Custor?rﬁrg;t:d- those
Action Group - Nov 20 p
206¢c 206¢ - |nsngt_1t Report . Social media analysis relating to an operational incident Social Media Data
Margate Incident June 21
206d - Isle of Sheppey
206d | Incident Management Research report on service recovery related to an operational incident Custor::gr g;t:d' those
Research 2022 Report p
206e - Kent and
206e | Hampshire Incident Research report on service recovery related to an operational incident Custorinlgr ggttgd_ those
Management - Dec "22 P
206f - Incident
Management Wave 4 - - B - Customer data - those
206f December 2021 (Final Research report on service recovery related to an operational incident impacted
V2)
2069 - West Sussex
206g @ Incident Management - Research report on service recovery related to an operational incident Custor::sr g;tgd' those
June 2023 P
Testing of the Business
= Plan
207a - FINAL - : ;
o |y o e s (oo Lo oy ) | CUslomerdla- o, ol
Affordability Presentation a : 4 and telephone recruitment
_ June '23 customers
207b - Pilot Acceptability Cust data - lett i
207b | and Affordability Qual Research report from the pilot of the acceptability testing ustomer data - ‘etier, emal
Report - Mar 23 and telephone recruitment
207c - FINAL Research report from the collaborative research with Portsmouth Customer data - letter, email
207c | Acceptability (Portsmouth p "
. Water on the acceptability of the plan and telephone recruitment
Area) Jun '23
- - Research report from the formal affordability testing following Ofwat
207d 207q - Final /'A\ffordablllty guidance for our dual service, and waste only (South East Water area) N/A
Testing Sep 23 customers

207e - Final Affordability
207e | Testing (Portsmouth
Area) Sep 23

207f - Shadow

Research report from collaborative research with Portsmouth Water Customer data - letter, email
reviewing the affordability of the 2025-2030 business plan and telephone recruitment

Research report testing affordability through an online panel method,

207f gf:;ordability Testing - Aug and testing bill profiles Online panel
207q - Final bill profile : :
207g | Affordability Test - Sep Research report using the shadow approach to test amended bill Online panel

23 options
207h - Independent
Analysis of Satisfaction as | Research report analysing the impact of satisfaction on acceptance of
a driver of Acceptance plans
Sep 23
| 2071 - Southem Water - Research report from our household panel to help explain the scores
Sl e from our overall acceptability and affordability testin

of AAT scores Sep 23 P 9

207h Range of projects

Household customer panel

208 Assurance Reports

208a -PR24 Engagement
208a | Programme Assurance - Extemnal assurance report on customer engagement for PR24 N/A
W1 Dec 22

from
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208b - PR24 Engagement
208b | Programme Assurance - External assurance report on customer engagement for PR24 N/A
W2 Mar 23

208c - PR24 Engagement
208c | Programme Assurance - External assurance report on customer engagement for PR24 N/A
W3 Aug 23

208d - PR24 Engagement
Programme Assurance External assurance report on customer engagement for PR24 (FINAL
(FINAL REPORT) - W4 FULL REPORT)

Sep 23

208e - Customer and
208e | Communities Challenge
Statement - Sep 23

208d N/A

Statement written from our Customer and Communities Challenge

Group for PR24 Challenge Group

208f - WF2030 Customer . .
208f | Panel Committee - CEO External write up from our Committee members on what could help NA

letter Sep 23

improve plan acceptability

Acceptability and Affordability Testing - Dual and Waste Only
209a | 209a - Folder Customers. (Formal Testing) N/A
Acceptability and Affordability Testing - Waste Only Customers
2l 2ol (Portsmouth Water Area). (Formal Testing) o
209c | 209c - Folder Acceptability and Affordability Testing - Wider Testing N/A
/ ) from
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Section 2: Customer Engagement Approach —
Always on Engagement

2.1 Customer Participation Principles

Five years ago, in October 2018, we launched our Customer Participation Strategy. The strategy was
developed with our Customer Challenge Group from PR19 and endorsed with our board and executive team.
The strategy focuses on 12 key principles which are applied in our approach to insight.

Figure 3: Customer Participation Principles:

1. Integration —taking the various learning / insight into a centralised team who lead on the holistic
view of our customers and stakeholders

2. Shared Planning — forward look at our engagement activity (individual plans, ladder into a wider 6-
12 month plan of headline activity)

3. Innovate our processes / approaches (to trial new approaches & ideas) — seek to innovate in
our own ways of working, new approaches and take some risk to try new things to progress. If we
fail, we fail fast and earn from it

4. Co-creation and co-design from the onset — whether it be with internal teams, customers,
stakeholders, partners etc. (as early as possible for development ideas)

5. Collaborative — sessions to bring all together / governance, through cross-functional working
internally and with other water companies/ industry. (such as wider sharing sessions, planning
updates or targeted deep dives)

6. Inclusion — we recognise the different audiences and specialisms they bring, and work across the
whole engagement framework to ensure we have dialogue across them and bring those together
through our collaborative approach

7. One Voice (Triangulation) — we use our model to integrate insight sourc
view, that can be layered down to individual audiences (as relevant) and j3/4€e B8R we%;gmed

Southern o
Water =
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8. Two way dialogue — follow up on engagement, tailored to the right level for the activity (for example,
it might be a link to find out more about what’s happening, a reconvened workshop 6 months later or
monthly updates on progress or a simple sum up to manage expectations of what's happening next,
reporting back on how what they have said has shaped decisions)

9. Partnering - with the right agencies, at the right level (efficient working, bringing in expertise) closer
working, longer term and consistent rather than narrowed siloed engagement

10. Iterative approach — it's not just about co-delivering but learning as we go. We adopt a test & learn
approach, trials, re-engagement etc.)

11. External / expert / challenge groups — shared ownership of how we best work with these partners,
to ensure we're providing a holistic view of our activities and capturing feedback that is applied by all

12. Comparative learning - External markets / Water companies we look at best in class from other
companies and industries and see how we can apply

Shared framework for assessing delivery — across all our activity, we have a simple framework we can
use to ensure our engagement is delivering against these:

B Benefit lead — what is in it for the customer / stakeholder (e.g. money saving, peace of mind,
personal interest, delivery of stakeholder objectives, etc.)

B Transparent / Honest / Clarity — engages in a way that is clear and transparent for what is involved,
in laypersons terms

Personalised / Tailored — talks to you as an individual / group
Tangible / Guarantees — provide tangibility to what’s involved, next steps, what's needed etc.
Ease / Proactive — we do the hard work for them, making it easy to engage

Simplicity — processes, steps (less is more!)

from
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Figure 4: The Methods of Insight:

Integration - The Methods of Insight

[ A complete understanding comes from ]

capturing insight from 5 key methods

Holistic understanding of our
customers & stakeholders needs
Approaches: -
e.g. Challenge panels,

&

Approaches:
Workshops, primary
research surveys, focus

anecdotal feedback, daily

observations, committees,

.

groups, depths,
ethnographic, panels

events, efc. {online, F2F, telephone)
elc.
0 s N 4
-
Approaches: 2
e.g. External reports, Approaches:

frends, industry
publications, media
stories, other industries &
markets, secondary
research etc.

&.g. Behavioural customer
data, segmentation
profiling, response, test &
leam trials, etc.

Approaches:

.. Feedback through
interactions, including
operational engagement,
lecal monitoring &

. reporting efc.
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2.2 Definition of a Customer

We define our customers as anyone who benefits or has a role to play within the services we provide. This
includes bill paying households and businesses, future customers, vulnerable audiences, those from more
diverse cultures, stakeholders and our wider communities.

Figure 5: A Southern Water Customer:

A Southern Water Customer

Holistic customer Everyone who consumes,

Utility of en &
P gages with or benefits
View- S from our water — including
" Everyone who c Fehinlderst kotisehoki
Visit Government, Councils and 5 =
il Regulators consumes, engages businesses and bill payers

or benefits from our

water is our

Households Those who consume, engage
customer & business  With or benefit from our water
& premises I waste water supply to their
...... S : home or business

NGO’s & communities

hareholders & the Board

al organisations

water companies

Customers of the future Partners

Any many more bespoke and
tailored audiences

Our insight programme followed our principles to be as inclusive as possible through our PR24 customer
engagement. In all areas we try to ensure a representative spread across demographics and our region. To
help ensure we representation we also look at ensuring representation from several broader audiences:

B 2.2.1 Household customers (figures 4-7) — which we also have a customer segmentation (see
section 2.3)

B 222 Customers in vulnerable circumstances (figures 8-10)
B 2.2.3 Non-household customers (figures 11-14)
B 2.2.4 Future customers (figures 15-17)

Using a robust synthesis process, we created short summary infographics to help us understand the
uniqueness and differences across these customer audiences. Examples from our analysis are shown
below.
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2.2.1 Household Customers - Summary

Figure 6: Overview to our Household Customers:

Southem o
Waer ==

HOUSEHOLD CUSTOMERS: Who we are

We are a large and diverse customer group. We represent a range of demographics and current life circumstances and a variety of perspectives and priorities. While there are
commonalities in our water-related attitudes and behaviours, our diversity means that we each have our own distinctive expectations and needs from our water provider, and
may each prefer a different type of communication, service and support. As our circumstances shift over time, our water attitudes, behaviours and priorities can also change.

Southern Water's Household Customers:

Time-poor and Receptive

Mot looking to reduce water usage: this is not a factor in decision making
‘Youngest group happy to change their habits but do nof feel responsibility
Pushing for social responsibility overall but not engaged at a local level
Have high disposable income, typically renting or with a morigage

Feels personal responsibility in terms of their own water usage
No attitude to wider social responsibility and collective needs
Most likely to live in a rural area

Apathetic and Detached
Enjoy wasting water. Have no opinion of Southern Water

PRI e T (b ) Not worried about their water usage, taking no responsibility

Likely to be elderly and be living with some sort of disability
Promoters of Southern Water, but want to know more about the industry Household

Have high resistance to changing their current behaviour Customers Disillusioned and Passionate

Environmental impact is a key driver in decision making Takes responsibility and recognises impact of water usage

Do not like Southern Water, believing all water companies
should be publicly owned and wants more transparency in spend

Savvy and Settled

Older segment but with no disabilities and high income
Most likely to have a meter already installed

Know about different ways to save water

Promoters of Southern Water and open fo communication

Conscientious and Concerned

Trust Southern Water and do not need to know more about the industry
High proportion have a disability* and struggle with household income
Want to do their bit and are happy to change behaviours to help out

 meee -
W
Where we live: We live across Southern Water's area of operation - Hampshire, Isle of ok 3 i L %
Wight, West Sussex, East Sussex and Kent. One of the reasons that our circumstances and 4 - Brius o4 L i ey
perspeciives can differ is that the areas that we live in are also diverse, including g bl rotenine PRGET e S e
y g~ 0 wle e ErT——.
_ T
Urban, suburban and rural areas e i . i o 2 i,_,_ g“.‘.:ww,m“ "T_w ) T
Deprived, affluent and, gentrifying areas ¥ s soist ma""f"' =

Coastal and inland areas
Differing levels of infrastructure and services

* Further detai on vulnerable customers can found in our Vulnerable Gustomers summary.

Figure 7: Overview to our Household Customers:

Southem
Water ==

HOUSEHOLD CUSTOMERS: What we want and need

Although we are a diverse group, we do have certain common needs when it comes to receiving services and support from our water company. For these of us in vulnerable
circumstances®, these core needs are can be heightened; we also have additional specific needs in terms of the engagement and support we require.”

, ; . Our core service needs:
All customers need a reliable, high-quality supply of water. We see Whonwizve Fsd

Southemn Water as an essential service provider, and want Southem Water drainage issues,

to get the basis right and meet our core service needs. Southem Water We need an affordable, reliable, clean water
came out really We need water i o ; mov

We also have particular needs during service disruptions. We want our quickly. AL TN AL

water provider to own the problem and resolve issues quickly and

roperly - this makes us feel like we are our provider's priorily.
propaly B prioity We need to be We need to be listened to and treated as

We want to be kept informed: this helps us undersiand the situation, the understood individuals

severity of the issue and manages our expectations of when supply may You need

return.

We need meaningful communications that build
‘We also want our provider to be open and honest, as proactive, direct < We need effective our awareness and understanding of waler issues
communication - across a range of channels to meet our individual needs e engagement and our water supplier's activities

and preferences - provides reassurance and builds our trust.

In addition fo our core service needs, we have a number of key wants from our water providers, We need practical We need tailored support approaches that are
which relate to our communities, the environment, and future planning. These are: tailored support simple, accessible and inclusive

+ A reduction in pollution incidents - and ultimately, no pollution

* Future planning fo take acfion on the climate crisis, including quality and sustainability of
water resources and intergenerational fairness

> Long term plans that feel authentic and credible

* To be kept informed and to be engaged with regarding priorities and future planning

%
87 0 of Southern Waler's customer panel think that Southemn
5 Water should focus on its role as an essential service provider=

We need water companies to give us peace of mind,
by delivering on their promises, demonstrating
We need emotional integrity and building our trust.
support

We want long term plans that feel credible

*Source: Water Hub Quant, August, 2020
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Figure 8: Overview to our Household Customers:

Our
attitudes
fo water

1 don't feel guitty about
my water use. I'm
sensible about it and |
do the right things

Our water use feels ‘everyday’.

Most of us do not give much thought to our
consumption, pouring or flushing behaviours, or think
about the potential impact of our behaviour on the
environment.

Many of us do not know where our water comes from.
We have a limited undersianding of issues like drought
and blockages. Water is taken as something that will
always be there - the ‘myth of the magic tap”.
This atfitude isn't specific to us as Southern Water

customers, but a general perspective amongst UK
~ household customers.

However, those of us that have experienced water
scarcity are more conscious of the value of water,

and are more inclined to adopt water saving
behaviours.

For many of us, our water use is also @motional.
Bathing and showering is a time to relax and get some
alone time. Having water fights with our children is fun.
Cleaning our clothes and flushing our toilets is a
matter of pride: we want to appear clean.

HOUSEHOLD CUSTOMERS: Our water use, attitudes and behaviours

The barriers to changing our water
behaviours are complex.

Many of us don't understand the consequences of
'our water behaviours, or what altemative behaviours are
available to us.

Some of us have large households with high water
usage. We'd like to make a difference and set an
example for our children, but we are very busy and
unsure of the habits we could change.

Others are less established in our homes, including
those of us that are leaming about our water
consumption and billing for the first time.

Water wastage is less visible than ‘green’
behaviours like reducing our plastic or energy use - and
less trendy.

‘We know saving water might save us money, but don’t
really understand our potential savings. We also

do not want to bear the burden or cost of water
‘saving measures alone.

Education and awareness are key to
shifting our water behaviours.

Our behaviours can be shifted through increasing our
understanding and awareness of the value of wate,
the impact of our water behaviours, alternative
behaviours, and what the additional benefits of
adopting altemative behaviours might be. We prefer
information and communications that feel

meaningful and are easy to understand.

A key mofivation for us to change our water

behaviours is fo Save money - this has increased
since the cost of living crisis, and we are recepiive o
messaging on how to reduce our use to save money.

Despite our low consideration of our water
use , we care about the environment. We
are receptive fo messages that connect our
water behaviours fo environmental impact in
a meaningful way. We want to see our water
providers taking action to conserve water and
reduce pollution and lead by example by
resolving leakage and poliution incidents

leamed in school around
environmentsl issues.

R's important for them

The value of water gap is our overarching barrier to changing our water behaviours. Educating us on the value of water, the impact and consequences
of our behaviours and what the alternatives are, in terms and language that feels meaningful and relevant, is a key to help us consider changing our
behaviour.

Figure 9: Overview to our Household Customers:

HOUSEHOLD CUSTOMERS: What we want from our water provider

Our perceptions of Southern Water

Our everyday expeniences with Southemn Water are

positive. We feel Southern Water deliversin fts role as a
provider of essential services, reliably delivering clean,
quality water and taking Wastewater away from homes.
Billing and customer service is also felt to be regular and
responsive.

Our priorities are shaped by both who we are and by current

. a and cha in our day to day lives. Most
recently, the COVID pandemic, the cost of living crisis and media
coverage of poliution incidents have been influencing our views.

We are now more conscious of our outgoings, with many of us now
. We are spending more time at home,

Provide us with information to
justify any bill increases and
tell us about how you support |

incidents - pumping sewage in the sea and causing ;h;s;}olfeu:itt:a;l;%r;:llsae :

damage fo local areas and beaches. We also feel that :
Southem Water do not provide enough information, o
meaningful communications or engage with our communities.

yet generally more _ . _
Negative perceptions of Southern Water focus on poliution

We are more . with greater
focus on doing the right thing. We have a desire to

and to look after those in our communities. However,
some of us have ] .asa
result of the actions of certain organisations and government during
the pandemic.

Give us meaningful,
proactive, direct

communications and -
updates, especially in the case
of supply loss incidents i

Communicate

Communication and engagement are potential areas
for improvement. In particutar, we feel that Southemn Water
could provide us with more information around the action it is
taking on key priorities and how it will affect us. .

Our immediate priorities are things that feel pressing or needed to
help us get by Our priorities for are maintaining
water quality and addressing leakage and wastewater pollution
issues. Affordability and supporting the vulnerable have become
even more important to us since the cost of living cri

Build our understanding of
the value of water, the |
challenges facing the industry
and the environment, and
what we can do to help.

‘We believe that Southem Water should be more Educate

environmentally focused moving forward. We would
like to know more about the action that Southem Water is
already taking around environmental priorities, which
reassures us and builds our frust

However, we also feel that protecting the environment and our
water supply for the future is important, and want to see planning
and action on this now. For the , our focus is on :
environmentally focused priorities, including renewables and future Although we want Southem Water to be more environmentally Increase your presence in

proofing. We hope providers will balance action on this with & T our local communities to
£ T . focused, we feel that Southem Water still has a responsibility build our trust and raise |
' 1o balance this with key everyday priorities like affordability awareness of your i

environmental actions and :
and helping vulnerable customers il i

*2ource: W ater HUD Quant, August, 2030.
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2.2.2 Customers in Vulnerable Circumstances — Summary

Figure 10: Overview to our Customers in Vulnerable Circumstances:

CUSTOMERS IN VULNERABLE CIRCUMSTANCES : Who we are

From day te day, we have the same priorties and needs as cther customers. Qur difference is that our circumstances can make things more difficult, which means we need
additional support at times. Cur individual situations are unique: some of us have multiple vulnerabilities that intersect and compound our difficulties, meaning we need more support,
while some of us only need a lithe additional support, or none at all. Qur vulnerabilities in themselves do not necessarily mean a specific support approach is required.

There are multiple reasons customers that we might be considered vulnerable. These
circumstances can be placed Across thres calegories, wihich can overap:

Sitwational vulnerabilities, e.g., tempaorary iiness! injury, affordability issuas, baraavement, divorce. These can b
transitory of longer term and can affect our financial wellbeing and ability to access and manage senvices. They can be
ol vl o ¢ physicall non physical i

Physical vulnerabilities, e, mobility issues, hearing impaired, visually impaired, oldest customers, serious
illness. These can impact on our day-to-day living and ability o access services. Whils our vunerable drecumstances are
typically longer lerm, we can be more of lass. at different ponts broader situation and
raquire different lavels of support.

MNon Physical vulnerabilities, e.g., mental health conditions, leaming difficulties, socio-behavioral impairments.
Theza can affect our ability to access and with sarvice p . While our 85 are
typically longer term, we can be more of less ot diffarent p L broader sifuation and
require different leveds of support

. These categories are not mutually exclusive and can result in some of us having very complex needs.

is transient. Those of us in long term vulnerable circun

nerable at d

/e persistent

The Priority Service Register (PSR)

challenges but can be more or

The PSR is & key scurce of additional help for us. Ofwat identifies customers for
inclusicn on the PSR based on our ability to access services and engage with

Qur ability to manage is affected by a number of factors:
their water company. This definition includes customers that:

The number ol vilnerabibiies we expanence
Might be vulnerable during supply interruptions or contamination

incidents

Have issues communicating / receiving information in typical format
Be vulnerable to bogus callers

Meed help to read their meter, understand bills or make arrangements
to pay their bills.

The impact and severity of condition(s)
Our aidlity, confidence and outlook

Qur suppon network and/ or housahold composion

Onar financial siuaton and contingancies i placs

Figure 11: Overview to our Customers in Vulnerable Circumstances:

All customers need waler. However, some of need constant access to
water for treatment, or are Unable to source bottled water on our
OWN. W are especially vulnerable during supply incidents and noad waler
companies 10 provide us with altemative supply.

As vulnerability and affordability can overlap, the need for an affordable
suppl be ially heighlened i of us.

PRIy can be especially heightened for some of us nost et
Accessibility is important for us. Those of us with issues communicating understood
of recenmg mbonmation need help to ead o meter, understand and make
amangements o pay our bills, or receive communications during modents.

We need to be engaged with regularly and proactively so that we
remember whers ko lum in lmes of need (e g understanding who lo contact, how
o reach out, what support 15 avalabis).

In addition to our circumstances, there are a number of barriers that
hinder or stop us from accessing PSR support:

A lack of awareness and understanding of the
support availabe fo us

Feeling like the support isn't relevant 1o our needs o
like we aren't sufficiently vulnerable to deserve it
Stigma, including feelings of fear, pride and

embarrassment
A lack of trust in providers due to poor past
EXPENIENCES Of & percepiion that they wouldn't care’

We need practical,
tailored support

We need emotional
support

0
8 6 /I_'} of us on the PSR think Southem Water
Should Faise awarenass of it Bmongst its CUSIomers.

CUSTOMERS IN VULNERABLE CIRCUMSTANCES : What we need

‘When it comes to receiving services and support from our water company, our needs overlap with household customers’ needs. The key difference is that our vulnerable
circumstances can mean that these needs are heightened for us. We may also have specific needs as a result of our circumstances, mainly related to engagement and support.

Key:
[+ access to an affordable, quality water Heightened needs
supply with waste removal is vital. If there are supply Specilic needs

‘we need

provided.

We need to be listened to and treated as individuals,
with sensitivity and empathy

Vienasd proactive, regular engagement hat buids
. e St I

'We need water companies to deliver on their
promises, building our trust and giving peace of mind
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Figure 12: Overview to our Customers in Vulnerable Circumstances:

CUSTOMERS IN VULNERABLE CIRCUMSTANCES: Our perceptions and priorities

Our view of So
Water

Our attitudes to water

Our daily consideration of our watar use is low 1 - . Mot all of us are aws 'SR and many
and often taken for granted. ; : of us th i how we got
on if, or axacthy wh
Thal being sad, we care aboul lhe o r
environment, consumption, and

sustainability. We want fair access in

waler and acbon on the chmale cnsis
However, this is partly bacausa many of us
haven't needed fo seek support as yeb. As fow
of us have experienced PSR support, our

Howewver, because of our vulnesable

expect providers to look afti

and provide additional support and
Service to got by day to day, espedi
duning incidents and times of nead

We know that wal olutions will
lead lo an ncressed bil, but don't expect
cost of that alone,

us that are financially way. Nol receiving

s us feel et down and damagaes
our trust but delivering on these makes us
advocales for Southem Waler.

The cost of living is a key source of

uncertainty and worry, especially for thosa of
5 that already have affordabiity concems or

are mora financially vuinerabla

Seeing Pr suthemn Waler could

A reliable water supply

Affordabie bills
_—
\Suppmiv& customer service )
———
Care for the environment

2.2.3 Non-Household Customers - Summary
Figure 13: Overview to our Non-Household Customers:

NON-HOUSEHOLD CUSTOMERS: Who we are

‘We all have our own business premises in one of Southern Water’s four regions (Sussex, Kent, Hampshire and Isle of Wight). We span a range of industries and
organisation types, and our key aim is to maintain business continuity - both now and in the future. When it comes to service and support from our water provider, our
primary focus is on the functional elements that keep us running day to day.

We are made up of businesses, charities and public sector

organisations that typically de not engage with Southern water directly.
Those of us that do not engage with Southem Water directly instead interact
with retail suppliers® that buy and provide us with Southern Water's services.

We also include primary customers within the < eveloper segment who have
direct contact with Southemn Water: New appointment and variation

customers (NAVs):Self-lay providers (SLPs) and Property Developers.

Non-Household
Customers

Some of us are smaller organisations - we include sole traders, Some of us are ium or larger organisations. We include medi
micro- i (29 ) and small {10-49 sized businesses (50-249 employees) and |arge businesses (250+
employees). employees).

Greater emphasis on quantity and / or quality of water: Weare
reliant on water for delivering our product and / or service (2.g. breweries,
catering, healthcare).

Less emphasis on quantity and / or quality of water: We use
use water as part of our general business operations (e.g. professional &
business services, retail).

Our reliance on water

More contact: Developers are the only NHC segment to have direct contact
with Southem Water. Usually, this contact occurs to inform and discuss water
situations that will impact the day to day running of our business.

Less contact: Some of us deal exclusively with our retailer when paying
our bills. We have little engagement and may know little to nothing about
the difference between our water companies and their water retailer.

Our level of contact with Southern Water

*What is the Non-Household Water Retail Market?

The business water retail market opened in April 2017, allowing non-household organisations to shop around, renegotiate, and find the right deal for water services. The intention of
the marki io enable businesses 1o take their business elsewhere, if they do not like the service they are receiving. The market works like other utility markets - retail suppliers
buy wholesale services, (the physical supply of water andfor removal of wastewater), and offer a package fo sell to eligible customers.

WATER \ B

Southern -

— a1 Y] water ==
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Figure 14: Overview to our Non-Household Customers:

NON-HOUSEHOLD CUSTOMERS: What we want and need

Most of us have a fairly pragmatic view on water, focused on our business needs. However, we are also household customers, which means that we look at water issues
through both a business and household perspective. We share many of the same core service needs as household customers, with the ‘essentials’ being most important.
Our water provider has an added significance for us, as our business continuity and livelihood are reliant and even - for some of us - dependent on their services.

Key:
i S i Core needs
We need affordable and \_Ne need good quality, safe drinking water with -
All of us need a reliable, high-guality supply of water. We see Southem Water as an efficient waste removal — as we need to plan and forecast ‘Specific wants

essential service provider, and our business depends on them getting the basics reliable water

right and meeting our core service needs.

costs that are passed onto customers

As a business
customer | want o

‘We need a reliable and secure water delivery that is fit
for today and the future — we have to our business
working and efficient

As supply disruption can strongly impact business continuity, essential that our
needs are met during service disruptions. Therefore, we want our water
provider to own the problem and resolve issues quickly and properly_

We need reliable
delivery

chemicals in it that
will affest the tacte?

Maintaining bills at an affordable and stable level is also important to us. Those of
us who are particularly reliant on water are sensitive to the threat of cost increases
and disrupted supply due to our need for consistent water provision.

We need to be
understood

We want providers to understand our specific business
needs

Whilst we understand that infrastruciure upgrades are necessary, they need o be
made with businesses in mind. Therefore, we prefer a slow and steady
approach to minimise the impact on our day to day business activity,
and we would like to be consulted throughout.

'We need water companies to be transparent, consult us
when it matters, and deliver on their promises, to build
our trust

We need effective
engagement ‘We need effective engagement - when we are reliant on

water, | need more detailed understanding of whaf's
going on than your average customer (chemical
composition/nutrient levels, etc).

Those of us who do interact directly with Southern Water have additional specific needs and
wants. These include:

NAVs SLPs roperty developers
Communication
Speed of respanse
Process complexity
Portal / digital

offerings

We want to be notified of infrastructure upgrades so that
we can plan accordingly, and for these to be carried out
incrementally to minimise disruption to our business.

We want a resilient system that ensures water supply is
available even during droughts and that supply is
restored quickly during disruption

Figure 15: Overview to our Non-Household Customers:

NON-HOUSEHOLD CUSTOMERS: Our priorities

Key service requirements

As our principal focus is business continuity, core services - the
provision of quality water and the removal of wastewater - are
our key priority.

As a result, we want our provider to focus on maintenance
and continuation of key service requirements, both in
the present (delivering water supply / wastewater services, good
customer service, leakage resolution and infrastructure repair)
and for the future (minimising damage to the environment and
sustainability).

On ithis basis, additional priorities that we would like to see

Care for the environment

We are care about sustainability and the environment,
particularly pollution of rivers and the local
coastiine when it impacts our businesses (café’s,)
Some of us are familiar with concepts like Net Zero,
working on sustainability and emissions targets in our
OWn organisations.

T79% of us have indicated that we are *quite’ or ‘very’
interested in climate change and the enviranment.*

However, although we feel strongly about pollution events (as

Affordability and Bills

We are concemed about the affordability of our water
bills: this has been exacerbated by the increase of other
business costs and the cost of iving crisis. Those of us
that are more reliant on water are especially
sensitive to the threat of bill increases, which we have
already noticed.

Helping those on lower incomes and the more vuinerable is also
strongly supported in light of current cost of living concems

We want clear information articulating what

included in Southem Water's plan are: specifically causes price hikes. Sometimes the information
regarding fluctuations in price can be difficult to understand and

unclear.

local residents and household customers), we tend not to see
these as affecting our day-fo-day business operation.

. Water supply: Repairing / improving
infrastructure, especially old lead infrastructure

While having a resilient supply of water is very important to us,
especially for those of us that have greater reliance on waler, wWe
don’t always make the connection between this need
and the risk climate change poses to our future
supply.

Information and engagement that helps us link climate change
and care for the environment to our own business resilience is
valued and helps us to place greater emphasis on environmental
priorities.

We understand that fluctuation in bills are inevitable, however,
‘when this occurs, we want clear information that explains where
the addifional money will go and what it will be used for.

Customer Service: Recognition of our specific
business needs and delivery in line with these

Innovation: Focus on investing in new
technologies that could offer us a better product or
service, e.g., water treatment technologies, tools
that detect and alert us to faults

florist, where we use 3 kot
‘Onapersonal lewel,  of water, lm concemed
| rink t's good to ahoutthe cost.
the

Given our emphasis on business continuity, it is important to us
that infrastructure improvements and water sustainability
measures to cause minimal disrupiion to our product / service

and core activities. "‘,;'.;':": *Source: Southern Water Nen-Household Customer
iness or helps to Panel - Wave 1 Report, Britain Thinks, 2022
deal with the ack of
water.
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Figure 16: Overview to our Non-Household Customers:

NON-HOUSEHOLD CUSTOMERS: What we want from our water provider

We gernerally have a positive impression of Southern Water, and trust you to deliver our core service needs. However, there is felt to be a need for shorter term
targets and clear steps outlining the series of actions to reach a larger goal, as well as a clear account of business impact for each step taken.

. . As business continuity is our priority, we expect Southern

Our attitudes towards the water "'ldustry our Walter to engage with us on issues that impact our
engagement

recommendations

ability to operate. It is crucial that we receive advance
information about disruption to water supply so we
can prepare. On matters such as supply status reports or
water loss, we want to be engaged via text and email.

Those of us who are business, charities and public sector organisations are generally passive in
our desire to engage with the water industry, with limited _understanding of the difference between
water companies that supply us and the retailers that we interact with. We prefer our water industry engagement
to focus on issues that impact how we work and our business continuity. That being said, we are

interested in engagement on how to reduce our water usage, once we understand how using less water could
help us to reduce our water bills, and additionally drive business resilience through delivering water sustainability. We appreciate being consulted on major long term strategic

decisions - this transparency builds our trust.

Those of us in the developer segment work more closely with water providers. We value collaboration,

and want to work together with our water provider to develop processes for efficient and cost-effective
While we trust your expertise, we would be interested in seeing more

delivery for all involved. % £ . 7
information on elements of future planning that are likely to
impact us in the short to medium term (e.g. changes to bills / costs,
disruptions to water supply).

R S T L G We can also be skeptical of ambitious targets and the investment needed to
Overall, we have generally a positive relationship with Southern Water and trust achieve them. Shorter term targets and clear steps fo reach targets -
you to deliver our daily i i ‘we trust you, we tend to defer o as well as their impact on our business - are welcomed. We would like

your Judgement and expertise when assessing future plans to address waler issues. Southem Water to outline sources of funding for key projects,

emphasising investment from sources other than customer bills (e.g.,
Southem Water profits; grants), and include current and future bill
predictions.

Similarly to other customer segments, less positive impressions centre on higher profile
poliution incidents - pumping sewage in the sea and causing damage to local areas and
beaches. We also feel that Southem Water could be do more to educate customers on

water cc ption, inchuding raising o EELILEERER T We would be interested in Southemn Water providing tools and

e information to help us understand the benefits of reducing our
water use, as well as tailored how we can reduce use while maintaining
day to day operations.

2.2.4 Future Customers - Summary
Figure 17: Overview to our Future Customers:

Future Customers: Who we are

For us we share the same views and priorities as household customers, but we feel more needs to be done to protect and restore the damage done to the environment. There also
needs fo be a focus on supporting customer welfare and delivering water services. These align with what we consider the core role of water companies to be, which is to provide clean,
affordable and safe drinking water that doesn’'t come at the detriment of the envirenment. We want to see Southern Water prioritising fewer things and ensuring they do them well.

Environmental Protection - climate change is a major concem for us so lowering emissions o

and using renewables is welcomed as well as investment in sustainable materialsiprocesses as this Y

benefits the environment in the longer term. Recent media coverage of pollution incidents from water environment is

companies makes us feel that wastewater pollution is an area in need of urgent attention and what is most

improvement important, and
we do not see

Customer Re!ationships - You must ensure water is accessible to all (supply and cosis). We a trade off with

want bills fo be affordable and you must be transparent with customers. Plan by educating people about
water efficiency, sustainable water use and the long term strategy.

Delivery of Water Services - we want Southem Water fo reduce leaks and maintain the supply
of water by planning for the future and reflect this in their decision making. Continue to supply high quality
water now and for future generations and ensure that the infrastructure is in place to cope with the changing

way — we also want to see innovation and the use of natural capital solutions to support the environment_ delivering water over

profit.”

All of this is underpinned by our desire for sustainability to ensure each could be delivered into the
Tuture.

Super Future Customers Future Customers
they are worried about climate change making

_ of young people agree (strongly or slightly) that
74% droughts in South England more likely.
of young people want Southern Water to tell them
66% about plans to make sure there is enough water.

‘ f
WA'ER Srgl.r::hern e
— a1 Y] water ==
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Figure 18: Overview to our Future Customers:

ATER ) QS

FUTURE CUSTOMERS: What we want w
forllf!/ Water ==

We see ourselves as stewards of the planet: we don’t want to have to make any amends for mistakes made now. We feel a sense of responsibility for the planet in years to come,
and keenly feel the urgency of the climate crisis. We see that everyone has a role to play in safeguarding the future. Wastewater pollution is top of mind for us for Southern Water
to urgently address, with recent media coverage of incidents strongly cutting through to younger generations. We also want to see you prioritising fewer things and ensuring you do
them well.

“We want our consumption of water be
fairer to each other”

“We want our consumption of water to be

“We want change to be faster and more fairer to/fhe planet®

radical”

‘We want o know that everyone will be able to access
the water they need into the future, as we begin to
experience the effects of climate change, especially

more vulnerable people. We want to make sure everyone
is playing their equal part in conserving water and for
there to be mechanisms for accountability.

We want to challenge the relationship we see between
environment and the economy, where one must suffer
for the other. We want to see this relationship be
mutually beneficial and symbiotic llsbad We question
the right of take with
impunity resources from nature to make money.

The water industry’s targets are felt to address important
issues, but we want many of these targets — particularly
the net-zero, leak and lead reduction, and affordability
targets —achieved earlier. We also feel that more radical
systemic change is needed to address climate change.

We are the water industry, and to take leadership. We don't ly

enough by those with power or that
they are doing enough. We demand the industry take more innovative and radical action on i

in their

harm is taken
3 d d .

We

“I think that Southern Water should speak to
experts and ensure that funding is distributed in a
comprehensive and impactful way”

consider of prioritising the environment, but perhaps not in the most ‘real’ terms. We are not under day-to-day
finances so we don't think about it as practically or cautiously as perhaps other audiences would — there is no trade off for us with the environment.

“I think it is really important for Southern Water to
prioritise ﬁzmgﬂneenvmmem supporting
polluting the
ing climate

change.”

with our own

Figure 19: Overview to our Future Customers:

Future Customers: Our perceptions and priorities

Our attitudes to water

We didn't realise how much work Southem
Water do and we didn’t understand that we
lived in a water stressed area.

We should take care of water as a precious
resource and ensure that our generation and
future generations have the same access to
water as there is now — including those more
vulnerable customers.

We iry and save water where we can and we
really want to play our roleido our bit to
support on these wider issues. We welcome
engagement and leaming about how we can
help.

We want Southem Water to use nature-
based solutions to improve the
environment and show they are planning for
a better future — the environment shouldn't
be traded off with affordability and if these

solutions are best, they should be undertaken.

Southern Water should be doing more o
educate people on water scarcity as it is not
talked about enough not just for future
customers but for people using your services
today.

“We'llbe the ones
benefitling or not
from whatever they
choose to do and
the actions they
take, so we need to
have our say.”

Climate change is a major concem
for us so lowering emissions and
using renewables are key priorities
we want to see from Southemn Water
— achieving net zero fargets (ideally
ahead of schedule).

Recent media coverage of pollution
incidents from water companies is
really important and it has impacted
our views towards Southemn Water's
performance, prompting the feeling
that wastewater pollution is an area
in need of urgent attention and
improvement.

Investment in sustainable
materials/processes is in the best
interests of the environment in the
longer term, as well as assuring the
health and longevity of the water
supply.

Pollution (CS0O)

Plan for the future

On reflection the solutions outlined by PR24
balance the need for water companies to act
collectively with each other and the
Govemment on environmental solutions, while
also supporting customers.

We want to see you address environmental
issues, through incentivising nature-based
solutions and supporting long-term
environmental planning

Priontisation of consumers, through both
reducing costs, fo ensure water is affordable
and supporting them to make water-conscious
decisions is fundamental in future supplies
being sustainable — more must be done on
education.

There needs io be more communication and
education of the public on water-related issues
and how they can be mitigated.

Throughout PR24 we want to see penalties
and fines for those companies that dont actin
the best interests of the environment and
clarity on how environmental solufions will be
implemented

“Sustaining the environment while
mainiaining high quality of water and service
are essential fo keep the business
sustainable into the future.”

What we want to see

Bold action
We want o see water companies take bold
and innovative steps to improve performance.

Demonstration of collaborative working
We want to see you listening to climate
experts and environmental groups when
implementing plans.

Genuine intent

We need to see that action is motivated by
the desire to do the right thing — we can see
through greenwashing and lip service.

Tangible evidenced plan

We need more detailed examples of tangible
outcomes and evidence of these being
achieved.

Willingness to be held accountable
Show us that everyone is doing their bit and
can be held accountable.

Open communications

‘We want communication that demonsirates
transparency and educates consumers on
their role in preventing overconsumption of
water and other environmental damage.

‘Company transparency is

really important so customers
«can be aware of what they are
paying for and supporting.™

N
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2.3 Customer Segmentation

For our household customers we also use a segmentation that helps to group customers by behaviour and
attitudes. This helps in recruitment of research to ensure we represent the different segments we engage, but
also in our day-to-day work. For example, we have used these segments to tailor messaging through behaviour
change communications on water efficiency. Each segment has its own unique infographic used to explain
some of their characteristics. However, below is an overview to the segments and the main drivers of
differences (known as factors).

For further detail, please see reports included from the index:
e SRN14 Section 1: Index, 147 - Customer Segmentation - Meet your segments - Nov '21

Figure 20: Overview to our Attitudinal Customer Segmentation:

Careful & Traditional
« Not looking to reduce water usage and this is not a factor in decision making
« Likely to be elderly and be living with some sort of disability = Youngest group happy to change their habits but do not feel responsibility
« Promoters of Southern Water, but still want to know more about the industry « Pushing for social responsibility overall but not engaged at a local level
« Have high resistance to changing their current behaviour + Have high disposable income, typically renting or with a morigage

« Environmental impact is a key driver in decision making
Apathetic & Detached
= Enjoys wasting water. Have no opinion of Southern Water
+ Not worried about their water usage taking no responsibility
» Takes responsibility and recognises impact of water usage
+ Do not like Southern Water, believing all water companies

Savvy & Settled

« Older segment but with no disabilities and high income

+ Most likely to have a meter already installed

+ Know about different ways to save water

« Promoters of Southern Water and open to communication

Independent & Considered should be publicly owned and wants more transparency in spend

+ Feels personal responsibility in terms of their own water usage
« No attitude to wider saocial responsibility and collective needs

+ Mostlikely to live in a rural area + Trust Southern Water and do not need to know anymore about the industry

= High proportion have a disability and are struggling with household income

« Want to do their bit and are happy to change behaviours to help out

Figure 21: Overview to our Attitudinal Customer Segmentation:

o Nine ‘latent’ factors underpin the demographics, attitudes and behaviours

Water customers

Can't afford outgoings; low income; more benefits FINANCIAL Can afford outgoings; high income; fewer benefits
& medical issues; less confident with tech SECURITY & medical issues; more confident with tech

Small household; low usage relative to similar- RELATIVE Large household; high usage relative to similar-
sized properties; less guilt around usage USAGE sized properties; more guilt around usage

Short time in property; less likely to have water ESTABLISHMENT Long time in property; more likely to have water

meter; small property; young individual meter; large property; old individual
Less concern around loss of supply; has support SUPPLY LOSS More concern around loss of supply; lacks
network CONCERN support network

Worse attitude to Southern Water: customer care, Better attitude to Southern Water: customer care,
trust, value, etc. trust, value, etc.

Less positive mindset towards saving water; less WATER More positive mindset towards saving water; more
likely to make changes to do so RESPONSIBILITY likely to make changes to do so
Less interest in water companies and their INDUSTRY More interest in water companies and their
spending; less belief in public ownership INTEREST spending: more belief in public ownership

Less difficult to change usage; less sceptical as
to impact; less resistant to messaging

Lesser belief in social responsibility towards SOCIAL Greater belief in social responsibility towards
others, charity, community and the environment RESPONSIBILITY others, charity, community and the environment

E

More difficult to change usage: more sceptical as
to impact; more resistant to messaging

E
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2.4 Data Analysis Sources

The use of wider data sources is a central part of our always on insight programme. This covers a range of
different areas and helps us to better understand what matters to our customers. Some of the key sources of
data we have used in the development of our PR24 business plan include:

B Regional analysis — use of demographic data and ethnographic research to understand
the differences across 14 main population areas.

B Mediatracking — the use of media, social media and campaign data. This includes
sentiment tracking, social listening and exploring responses to communication channels.

B Customer data — the use of complaints, contact / interactions and Environmental
Information Requests to understand real impacts to customers. We look at data such as
complaints / contacts to understand how external factors influence these measures (e.g.
weather or media) and how our performance impacts across events or regional differences.

B Performance data — we look at Southern Water performance against targets and other
water companies to help understand where the differences can drive priorities to
customers.

B External data — working with other data sources such as the institute of customer service,
published reports (e.g. Experian, Ipsos)

B [ndustry research — sharing with other water companies and using published reports from
Ofwat and CCW (such as Water Matters or cost of living tracking reports)

An example output from this wider analysis is included below.

For further detail, please see some example reports included from the index:

SRN14 Section 1: Index, 3- Customer Complaints-July 23 v2
SRN14 Section 1: Index, 13 - UKCSI-Excel Resource Pack-Jan '23
SRN14 Section 1: Index, 9 - Outcome industry comparison-2021-22
SRN14 Section 1: Index, 22- Customer Interactions 2023 3rd level
SRN14 Section 1: Index, 23- Social Media - July '23
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2.4.1 Regional Analysis
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Figure 22: Example of our 14 regional summaries, taken from our Voice of Customer Summary:

Brighton

fon
Southern o
Water. ==

Why people want to live in
Brighton?

Location

Many were born there or grew up
there, however many also chose to
relocate there, often from London.

‘Community

The people and the feel of Brighton
are one of the key things that
makes Brighton unique and special.

Vibrant

The location and amenities of
Brighton are thought to be the best
thing about it. There is so much to
do there — a lot of life and vibrancy.

Key issues currently facing
Brighton?

=z
o Housing and house
’ prices.
1 Homelessness is
the key issue in
Brighton
Living up to its .
‘green’ status and There are worries
could also be cleaner MEINEUERTTIE
and tidier. of tourism for
Brighton with
the homeless
problem and the

) . fact there is a lot
Expensive public of litter and it can
transport. look dirty.

Equally residents

worry about
Brighton losing
it's special quality.

Parking is
expensive in and
around the city.

Perceptions of Southern Water
in Brighton

Generally satisfied or indifferent about Southern
Water. Most have little experience to base any
opinion of Southern Water on.

Tap water is noted as hard with a
need to descale appliances regularly.

There is awareness of the fine and
issues related to sewage and
discontent because of this.

Would like to see Southern show a commitment to
sorting out the sewage.

Want to see how Southern have
changed.

Positive about Southern doing the
research.

Want them to have a meaningful impact
in Brighton.

Figure 23: Example of our 14 regional summaries, taken from our Voice of Customer Summary:

35

Brighton

Southern Water priorities

Top priorities for the community of Brighton
beyond a reliable and continuous supply of clean
water and removal of waste water.

* Ensuring our bills are as low and stable as they
can be, so the services delivered to customers are
affordable.

Providing the best overall customer service (how
we engage with you, responding to queries or
issues and the channels for contact).

* Ensuring a reliable supply of fresh water for the
future, which is resilient to climate change, by
protecting the infrastructure, developing new
water supply and storage options.

* Preventing wastewater polluting or spilling into the

environment through rivers or seas and protecting
against the impact of climate change.

Ensuring that the quality of rivers, beaches and
bathing waters are cleaner and higher quality.

* Providing support and assistance to vulnerable
customers, including those struggling to pay their
bills.

J

n Water g
affordability and protecting the
vulnerable are key for the community
of Brighton.

Local environment priorities

Many of the local / community environment
priorities related to the sea / beach. They were
keen for the sewage issues to be resolved as a
matter of priority.

“People in Brighton are passionate
about living by the sea.”

Beach cleans / litter picking.

Saving nature / improving sealife.

Local tree planting.

Supporting the outdoor swimming
initiative.

C & = &

Engaging with the community

Social media

« SW social media pages
« Local Facebook groups
+ Brighton Twitter pages

Email / Letter
For planned disruptions.

Local Newspapers
Can alert reader to things
€.g. The Argus

Local radio
Good to get the message wide.

Text message

Notify our customers of important
messages and alerts, such as
disruption to service.

AT AN

¥

from
Southern o
Water ==




SRN14 Customer Insight
Technical Annex

Figure 24: Example of our 14 regional summaries, taken from our Voice of Customer Summary:

Brighton

The people and the feel of Brighton make it unique. The location and amenities of Brighton are the best
thing about it. Concerned: about prices , living up to it's green status and homelessness.

Key priorities: tackling wastewater, affardability and protecting the vulnerable.

Key Motes for Area:
. Tap water is hard

Key Recommendations for Area:

1. Help customers understand the reasons for why
water is hard, chalk
Show how Southern Water have improved, and
what we're doing to continue improving.
Southern Water are keeping bills as low as possible
whilst ensuring customers get good value for money

Want to see how Southern
Water have changed
Ensure bills are low and stable

Coasta | S ussex Coastal Sussex is very similar to our regional averages
apart from it's very high urban population
Coastal Sussex Customers
Total No. of Customers 880,930
% of Total Customers 18.6% servicedype | Bl
oty .
Water Only Customers 0.9% Do% e Oy Ee Regions included in this area are:
Waste Only Customers 35.4% Egg:‘gg:rﬁem"e
Dual Customers 63.3% 35.9% + Hastings
Worthing
Coastal Sussex Average
Gender
Male 48.4% 48.7%
Female 51.6% 51.3%
Age —_— Z
1834 26.4% 26.4% Coastal Sussex is very
35-44 154%  15.7% similar to the regional
45-64 334%  329% average, with the
| 6574 | 129% | 132% exception of urban/rural " 3 S 0
| 75+ 11.9% 11.7% opulations
P Einici]_Coastal susx
lor2 68.0% 65.7% W_hite 90.8% 89.5%
3ord 26.7% 28.3% leed 3-1‘;2 2-6:
SRS Skl co | PSR _[Coastal Sussex Average | ‘;,’:: ﬁ% ‘2“‘;%
LRUE PSR 7.3% 8.4% : -
Urban 93.9% 85.9% Coasta_al Sussex has a NOnBSE  G3.7% o1 % Other 17% 14%
Rural 6.1% 14.1% very high urban
Social Grade population. o
Higher 35.2% 33.7% WAIEH Southern
Medium 29.3% 29.1% fﬂfll“ Water =
Lower 27.1% 29.8%
9 Student 8.3% 7.4%
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Figure 26: Example of our 14 regional summaries, taken from our Voice of Customer Summary:

High Security and High Diversity

More likely to include: educated, media-engaged
professionals living in more affluent parts of
diverse, densely populated urban areas; strong
supporters of open, progressive socio-political
values.

High Security and Low Diversity

More likely to include: relatively successful
business owners and managers living in
commuter towns and villages; traditional family
set-ups; strong supporters of conservative
economic values.

Low Security and High Diversity

More likely to include: people living relatively
insecure lives in diverse and densely populated
urban areas; strong supporters of lefi-leaning
economic values, particularly government

[ 3 v
Low Security and Low Diversity

More likely to include: older people that did not

attend university; residents of struggling market

towns, post-industrial communities and coastal
areas; strong supporters of traditional

X \\\\\\\\\\\\\\\\\\\\\\\W

values/policies that prioritise immediate national
interests.

spending on public services.

Security = defined by e.g. health, wealth and wellbeing

Diversity - defined by e.g. ethnicity, culture, and population density

Figure 27: Example of our 14 regional summaries, taken from our Voice of Customer Summary:

— Sussex Brighton

Sussex Brighton is distinct amongst Southern Water's areas of operation due to being an area that sits primarily within the top left of the Clockface — though
with a significant minority in the top right. This means that customers are likely to be both highly diverse and secure.
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Diversity — defined by e.g. ethnicity, culture, and population density
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26 | Southern Water: Customer Postcode Clockface analysis
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Section 3: Methodologies — Examples for
Business Plan Engagement

3.1 Customer Panels

Over 145 customers have been part of the panels. We want to further improve by ensuring greater two-way
dialogue, robustly demonstrating to these customers their positive impact. We introduced panels to represent
our different audiences, which include households, future customers, businesses, those in vulnerable
circumstances and more diverse cultures. Methodology and sample information from each panel is included
below.

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 200a - Water Futures 2030 Pilot Phase Summary - April 21 to
200y - Water Futures 2030 - July '23

B SRN14 Section 1: Index, Futures Panel Reports (Wave 1 to 9)

B SRN14 Section 1: Index, 202a - Vulnerable Customer Research Wave 1 to 202c -
Vulnerable Customer Research Wave 3 - June '23

B SRN14 Section 1: Index, 203a - NHC Panel Wave 1 Report - July '22 to 203c - NHC W3
Report - June '23

B SRN14 Section 1: Index, 175 - WF2030 Diverse Cultures Engagement Summary - Aug '23

The panels we have used are:
B 3.1.1 Household customer panel

3.1.2 Future customer panel

3.1.3 Business customer panel

3.1.4 Vulnerable customer panel

3.1.5 Diverse Culture Community Leaders Panel

We asked an independent research company who run our household panel to provide their feedback on the
use of a panel approach. Their feedback was as follows?®:

Approach and Robustness

B Offering collaboration and versatility: Including and involving the internal teams and
stakeholders throughout, as well as building in findings from other agencies and panels has
allowed for cross-fertilisation of learnings. This is achieved through a range of approaches
which we adapt as needed, such as insight overnight, virtual groups and depths, co-
creation, online activities, video etc.

B Quality over quantity: n=40 participants is the sweet spot between a broad sample but
also maintaining high engagement over a period of time. This also allows Relish to be on
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first name terms with customers and customers feel that they are close to the research and
making a real difference.

B Deliberative and longitudinal: This starts from a point of very little knowledge and builds
up slowly over time; this has the added benefit customers feeling that their contributions
increasingly make a difference.

B Challenging not cheerleading: This deliberative approach also leads to customers being
able to confidently and credibly challenge Southern Water and their plans, rather than
becoming ‘cheerleaders’ or simply repeating media narrative.

m Going above and beyond: We often have found that because of this quality over quantity,
customers go above and beyond, giving much more considered and detailed responses
than we otherwise may have seen.

Reflective of Other Audiences

B Diverse audiences: We included not only vulnerable, but also culturally diverse customers
to broadly reflect diversity across the region (e.g. representation from the Polish
community), but also focus on some who have religious/cultural practices that involve
specific use of water (e.g. Muslim, Hindu, Jewish).

B Hub and Spoke approach: Reaching out to friends and family members of our customers
both increases the sample size when needed, but importantly brings in the voice of the less
informed ‘everyday’ customer.

B Informed vs. uninformed views: As well as this hub and spoke approach, we also
undertook quantitative waves of activity, to validate and confirm findings or nuances with
the broader customer base.

3.1.1 Household Panel

Figure 28: Overview to the approach for the Customer Household Panel:

A longitudinal approach to feed in customer opinion on PR24 plans for 2025-
2030

As part of its programme of PR24 insight, Southern Water commissioned Relish to undertake a longitudinal engagement with n=40 customers over the course
of 2.5 years.

A deliberative online approach was undertaken, starting with an initial pilot with n=25 customers, before then increasing to n=40 customers completing up to
90 minutes of online tasks over the course of 7 days, each month.

PILOT PHASE N=25 MAIN PHASES N=40

Phase 2: N Phase 4:

Phase 3: \-. Phase 5:

I
I
|
i
N
Pilot Phase 1:% \
el
Qctober 2021 - |
March 2022/
% 1

g ol k.

May
September 2021

April -

October 2022 —
March 2023

March-April
20 / September 2022/

199

,,/,

I

|

I

= |
-~ |

|

r‘ Customers learn more about the issues as they go, so we can better understand the differences in how customers react when their knowledge and understanding

increases vs where they were less informed.

r A key part of this is not just providing reading material, stimulus and asking questions, but also using explainer videos from ourselves and the Southern Water team
. when intreducing topics.

6 Outside of the monthly burst of activities, there are also more ad-hoc elements, such as taking part in focus groups, customer engagement events, depth interviews,
video uploads and quantitative surveys with broader, less informed customers.

l Alongside each burst of activity, there is also an online message board for customers to post guestions and comments to Southern Water — project/topic related only.

f
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Figure 29: Overview to the approach for the Customer Household Panel:

The circle of
deliberative
engagement keeps
the customer at the
centre of our
planning
Future
engagements
are enhanced by
an informed
customer view

Customers are
presented with
and asked
about new
information

Informing _ Leamning

Customers learn as
they go, and we also
learn from them

DELIBERATIVE APPROACH

By adopting a deliberative approach in which customers learn more about the issues as
they go, we will better understand the differences in how customers react when their
knowledge and understanding increases vs where they were at when we started out with
them.

This also allows us to learn from then as we go, informing how we develop our plans,
content and ensure that the customer is always at the centre of our planning. Customers
also buy in to what we are trying to achieve and as such, often give us depths of
information and explanation that goes over and above that of ‘one off’ participants.

Facilitating this level of dialogue, deliberation and in-depth exploration with customers
requires a qualitative longitudinal methodology.

REFRESHING THE PANEL

Engaging customers to provide this level of interaction and feedback for 2.5 years is not a
practical solution for the following reasons:

There would be high levels of attrition.

those who stay on would tire of the depth of information required and start repeating
themselves.

Depending upon the content to be tested/explored across the 2.5 years, it could be that
we wish to flex our sample of customers accordingly in later months.

.

.

As such, we refresh our panel as and when needed, swapping out a selected group of
customers between waves, or topping up due to any attrition as we go along.

When this occurs there is always an element of bringing these ‘new’ customers up to
speed with the rest of the panellists and so additional tasks are built in.

Figure 30: Overview to the approach for the Customer Household Panel:

We started with a pilot phase with two thirds of the final sample, using a
combined approach to understand baseline attitudes and behaviours

I = TN
21 25

Water Southern Water only
provider
Partsmouth Water + SW H
South East Water + SW 2
Area East Sussex 5 2
West Sussex 5
Kent 5
Hampshire 3
Isle of Wight 5
Customer  Vulnerable 3 i
type
BAME 3
Non quota 1
Age 2035 7 2
36-49 5
50-54 [
65+ 6

Pilot Phase 1: March-April 2021

The pilot phase of this research involved building a two-thirds sample of n=25
customers and beginning this programme of engagement.

This started with a series of 1 hour video depth interviews with pre-read before then
starting the pilot online engagement.

+ Video Depth topics: Current attitudes towards water and usage, knowledge around
the water cycle, awareness and impressions of suppliers, regulators and other
agencies, reactions to Southern Water priority areas.

+ Online task topics — building on learnings from the depths: The role of 3 water
customer vs. water citizen, what key areas from the commitments mean to them (in
the context of water) when wearning each of these hats, the impact of campaigns
using influencers to aid with messaging around water efficiency and blockages.

Upon successful completion of the pilot phase, Relish increased the sample to n=40.

*Ail free found by Relish recruiters, all household water bill payers, mix of gender, spread of ABCTC2(D), all participants are given access to 2 central online platform, all participants are

recruited for longer term engagement

40
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Figure 31: Overview to the approach for the Customer Household Panel:

Upon successful completion of the pilot phase, subsequent phases continued
with an increased sample of n=40

Main Sample N=40* Phase 2: May - September 2021
- Monthly, week long bursts of online activity May-August 2021, with September 2021 consisting of 4x
32 40

pre-tasked online group discussions.
Water Southern Water only

PrEs: s  Wister = SW " May - The role of industry regulators, an introduction to planning and reviewing PR24 areas.
June - Reactions to and support for the drought plan, learning about wastewater services, Networks 2030
South East Water + SW 4 campaign review, 4 pillars ranking.
July — Direction of travel for the water industry — economic, regulator, customer body, water provider and
Area East Sussex 8 a0 . : -
industry points of view, video content review.
T 8 August — Benchmarking good customer service, experiences of Southern Water customer service, service
expectations and contact preferences across a range of scenarios, comparisons of water supplier performance.
Kent 8 September - Pre-task: Flooding campaign card review. Groups: Future priorities, Youth Panel perceptions and
challenges, broader factors and trends impacting the future.
Hampshire 8
B v 5 Phase 3: October 2021 - March 2022
(B || e e = A0 Monthly, week long bursts of online activity October 2021 — March 2022 (January and February were
type combined).
BAME ]
October — Understanding more informed priorities and the arguments for and against each, exploring
G . perceptions of the less informed through friends and family discussions and reporting back, learnings from
Age 20-35 10 a0 other organisations and their priorities, ranking priorities for Seuthern Water and building in learnings.
Movember — Combined sewer overflows and Beachbuoy application optimisations, Target 100 messaging,
35-49 10 metrics and measurement of key priorities.
December — Reviewing research feedback from other less informed customers, reviewing performance metrics
paL au and measures on customer service, reviewing communal priorities — comman to all providers,
e o January & February — Regional Resource Plan review, Target 100 investigation and areas of focus,

Environment vs bill affordability trade off, Emvironment vs. bill affordability open discussion forum.
March - Your local area and links to Southern Water, smart water metering, social water tariffs, variable water
tariffs.

“All free found by Relish recruiters, alf household water bill payers, mix of gender, spread of ABCTC2(D), all participants are given access to a central anline platform, all participants are
recruited for longer term engagement, topped up / refreshed as needed

Figure 32: Overview to the approach for the Customer Household Panel:

Phase 4: April — September 2022

Monthly, week long bursts of online activity April — September 2022 (Mo activities in July 2022).

April — Mini survey to understand them and their views on water usage, billing, suppliers and the industry, bigger
picture thinking and contextual issues, fit with Southern Waters understanding of factors impacting customer
expectations, focus on cost of living impact, perceptions of Southern Water 1 year into the panel, drainage scenarios.
May - GetWaterFit calculator, Water Warriors concept, usage and impact, reviewing survey results on customer
priorities from 2 recent pieces of research (by Southern Water and Ofwat), image upload task to show what
customers want from Southern Water, local customer service delivery.

June — Long term strategy document, letter exploration and optimisation, drainage and wastewater management
plan.

August - WRMP content development, media/news drought and water shortage coverage, Customer Challenge
session topics.

September — Inland bathing waters and usage, bill affordability and the future, Inter-generational faimess, how we
talk about drought resilience.

Phase 5: October 2022 - March 2023

Monthly, week long bursts of online activity October 2022 - March 2023 (No activities in November 2022 or
February 2023).

October — Well-being and water, internal and external sewer flooding, review of Ofwat findings on sewer flooding,
understanding water bill charges and proportionate charges for surface water, potential changes to sludge regulation
and technology, biodiversity and Southern Water sites, water efficiency postcard review.

December — Understanding proposed targets and acceptability, bill impacts and affordability, wastewater customer
Journeys and expectations,

January - Initial reactions to ODI mechanism, understanding around the Economic Level of Leakage, understanding
and expectations around net zero, and Southern Water and net zero.

March — Current tap water quality, funding fact sheets, bathing water quality, social tariffs, new direct debit
experience.
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Figure 33: Overview to the approach for the Customer Household Panel:

Phase 6: April - September 2023

Monthly, week long bursts of online activity April — September 2023 (Mo activities in May 2023).

April - An overview of the Proposed Plan (from AAT testing), exploring potential bill impact scenarios, looking at the
Least Cost plan, ending with a bolt on of community and the role of Southern Water

June 1 - Additional single task; Storm Overflows interactive map with a bolt on; Clean Rivers and Seas creative
**lune 2 — 45ites plan review: Building on this element of the Proposed plan, perceived customer benefits and
deliverability, the work that will take place, engaging with customers and conditions of support and feedback

July — Three Harbours Plan: Explore reactions to the work that is being undertaken in the areas of Langstone
Harbour, Chichester Harbour and Pagham Harbour — challenges faced, importance of nutrient reduction, level of
ambition and support plus impact on perceptions of Southern Water.

3.1.2 Future Customer Panel

40 future customers to represent our region. 9 waves of since November 2020. A spread of demographics and
ages (14+yrs at school, further education and first time bill payers). Engagement included plenary sessions to
help guide younger people to through the tasks, online communities and focus groups.

This young person’s group enables us to understand and therefore act on building the preferred water future
for generations to come.

Our primary objective:

B Develop an enduring process of engagement with young people to inform decision-making
and communications with future customers

Additional objectives:

B Understand future customers’ priorities and preferences
Track and monitor changing behaviours and trends with this audience

Help drive positive impact on our reputation by adding credibility to our long term decision
making

Be proactive with what our customers want from their future

Gain a stronger understanding of how we can better engage with young people
Innovate and embrace new ways of working — readiness for the future

Deliver powerful and accessible content to share internally and externally

This group forms a panel from different ages, life stages and backgrounds, who come together to address
future climate, environment and water industry challenges. Not only looking ahead to 2030 but beyond into
2050. This group enhances our engagement capability by allowing us to have an open, continuous and
meaningful conversation with customers of the future.

Part of our purpose is making sure our sample reflects the diversity of our customers and we strive to ensure
it is as inclusive and diverse from cultures and backgrounds across our region. Our panel comprises of around
36 participants, and we have included a breakdown below.

For specific waves of research, we have also been able to support other water companies. For example, we
collaborated with Portsmouth Water to understand young people’s reaction to their draft drought plan — this
meant we recruited an additional sample from their area of operation to support their insight needs.

There is a level of flexibility with our youth panel as it now forms part of our BAU | //I/F\' ammes and will
be a fundamental element to our PR24 engagement with customers. One of ouff@a5or] (& agtﬂﬁﬂn%with
outhern o
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Britain Thinks was because of their wealth of experience in engaging younger audiences, as well as their
innovative and collaborative ways of working — they really echo our values, which shines through in the
conversations they have with young people.

Figure 34: Overview to the approach for the Future Customer Panel:

Super Future Customers Future Customers First-time Customers
6 x 14-15 year olds
+ All ta be in full-time education/training « Minimum of 12 to be fiving with a « All 10 be salely/jointly responsibie for
« All to be living with a parent/guardian parent/quardian the water bill in their household
» Minimum of 4 to be fiving In student » None to have had responsibility for
accommodation funded by parents! the water bill for mare than 1year
loandother bursary or grant .Mhumdzmhome-s!w
« Minimurm of 4 to be working (and not « Minimum of 2 living as a couple
in education) '

« None to be over the age of 20

» None to have sole responsibility for water bills in their househoid
« Max of 6 who make some finandial contribution to household water bills

« All to currently live within SW catchment atea (spread of postcodes represented)
« Minimum of 6 BAME participants:
« To include spread of ethnicities representative of the SW region
+ To include some refigious diversity too
« Minimum of 2 to live in households where their parents® first language is not English

Figure 35: Overview to the approach for the Future Customer Panel:
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Figure 36: Overview to the approach for the Future Customer Panel:

Wave 5 involved a four-stage approach and was focused on
understanding views on Southern Water’s priorities

1. Plenary event and = s

A 30-minute launch A 1-week online An online survey with A 1-hour online session
event followed by community with 300 young people (aged with 6 highly engaged
45-minute discussion members of the Youth 16-24) from Southern members of the Youth
groups Panel Water's catchment area Panel
= Exploring spontaneous = Prompting with existing o Underpinning the qualitative = Sense checking insights
=] priorities for SV, — pricrity lists to further m— insights with quantiitative — collated from the plenary =
including an initial develop and challenge data. event, focus groups,
exploration of why some participanis’ priorties for . quantitative survey and
areas are more important SWV, including further *  Gaining a read on what the onling community.
than others. exploration of the rationale wider population of young
for prioritisation. people think SW should = Gathering ideas and
mq prioritise. recommendations from our
. “fouth Committee. E-El E‘El
E3

25 members of the Youth Panel took part, including: ﬂ éﬂ?ﬁ%

5 x Super Future customers (aged 14-15)
16 % Future customers (aged 16-21) o
4 x First Time customers (aged 22-30) Britainthinks

3.1.3 Business Customer Panel

40 businesses responsible for water at their business. (20 from businesses reliant on water for their end-
product, 20 wider water users). A range of industries and smaller to medium businesses. 3 waves since May
2022. Engagement included depth interviews and online tasks to allow for detailed discussions on business
impacts.

Following a successful pilot, Southern Water commissioned Britain Thinks in May 2022 to launch the first full
wave of their Non-Household Customer Panel. This research will use a programme of deliberative engagement
to inform them about the water industry and explore business views on Southern Water.

Figure 37: Overview to the approach for the Business Customer Panel:
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Figure 38: Overview to the approach for the Business Customer Panel:

Wave 1 methodology

1. Online Community 2. Individual Depth Interviews

1-week online community with the full NHC 30-minute follow-up interviews A 60-minute online session with

Panel with 10 engaged members of 5 highly engaged members of
; : the NHC Panel the NHC Panel
« Exploring NHCs' awareness of and attitudes
towards the water industry and SW, including » Developing the views expressed in + Sense checking insights collated from
_Slngﬂlml l;‘l:!u';'d P:(HCs'hl::Medo: of th; water the online community to understand the online community and the
industry e key challenges facing 1t nuances in participants’ perceptions individual depth interviews.
: % 2 of SW and their relationship with you.
h e s — *
* Understanding what NHCs need from SW, including « Gathering ideas and
support on key challenges, preferred + Exploring knowledge of SW's long- recommendations from our NHC
communication channels and desired term sirategic plan and priorities for Committee. (=l
actions/priorities. @ the future. %D g
L T J L ¥ )
38 NHC Panellists took part, including: Panellists invited to take part in these elements were from a mix of different
15 x SMEs who are reliant on water levels of water reliance, business sizes and locations.
15 x SMEs who use water as part of their general
business operations
8x Property managers

3.1.4 Vulnerable Customer Panel

20 customers with vulnerable circumstances from across the region. A range of difference support needs and
situations. 3 waves since May 2022. Engagement was through depth interviewing to allow independent

moderators to help guide participants through the tasks.

In order to meet the research objectives 20 customers were recruited from the Priority Services Register (PSR)
Tracker study to participate in a vulnerability panel. The idea being that we would speak to them 4 times across
the year (from April 2022 to March 2023). We recruited a mix of males and females, ages and reasons for
being on the PSR. The first wave of research consisted of Zoom tele-depths lasting around 45 minutes in
duration and utilising a topic guide designed in conjunction with the Client.

Figure 39: Overview to the approach for the Vulnerable Customer Panel:

Respondent Background
Panel members were on the register for a variety of different s
reasons.

Many live alone or are A
g : ge range — From 25 -
widowed. Some also Medical 34 to 85+ (the majority

lived some distance Ok Age conditions were aged 55+)

from their children / P
fomiy vnder 5in
the
Terminal N]obilify household
Anxiety SENiie issues Chronic

iliness

Avutism /
Children
with
avufism

Depression Disabilities

Mental health
issues
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3.1.5 Diverse Culture Community Leaders Panel

10 community leaders and stakeholders who represent communities from diverse cultures, where English
isn’t their first language. Community representatives as an approach was selected after a trial in 2021 that
engaged with households where English wasn’t their first language. 5 waves since April 2022. Engagement
was through in-depth and small groups to allow for deep diving into specific needs of the audience.

Approach and Participation

As part of the Water Futures 2030 longitudinal panel, Relish has been convening some representatives of
diverse communities to ensure feedback from those who wouldn’t ordinarily take part in research is heard,
and to periodically review output from the panel. The wider aim of the WF2030 panel is to ensure that
Southern Water have been building PR24 planning outward from the customer perspective and always
including the voice of the customer at every stage throughout.

A total of 10 representatives have been engaged, though after the initial session a group of 6 customers from
one community was reduced to 2, and sadly another participant has recently deceased. The customers who
have been part of this engagement represent the following groups:

The Chinese community in Hastings

The BME, asylum seeker and critical migrant community in West Sussex
The Asian community in Eastleigh

The Pakistani community in Southampton

The Nepalese community in South Hampshire

Benefits of Approach

The benefits of the WF2030 Diverse Cultures engagement have been to ensure the WF2030 research
programme is reaching out to and including the views of those harder to reach groups of customers who
typically do not participate in research (often because there is a language barrier). This provides assurance
that our feedback best reflects a broad spectrum of customers’ views.

Engagements

To date, there have been 5 x 60-minute waves of depth interviews to review output from the WF2030
programme of research and feed into PR24 planning. These sessions were conducted in the following
months:

B May 2022

October 2022
December 2022
April 2023

July 2023

4Content Coverage

There follows a full list of content covered in the 5 waves of depth interviews:
B Affordability

Drought

Trust

PR24 pillars
Longer term plans
Themes from WF2030 (community, environment, funding, short term action)
Early views on acceptability, ambition and affordability of PR24 plan
Innovation fund project (Water Efficiency in Faith and Diverse Co
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B Exploring the PR24 plan headlines
Protecting and improving the environment
Ensuring a reliable supply of high quality water for the future
Understanding and supporting customers and communities
- Example areas in which Southern Water is proposing to go further than mandated
B Exploration of acceptability testing research results

B Exploration of wider themes emerging throughout WF2030 longitudinal engagement

3.2 Examples projects - Bespoke research programmes

3.2.1 Long Term Planning

New customers from different demographics across the region were recruited to take part into two phases of
research into our WRMP, DWMP and Long-term delivery strategy. This aligned with public consultations of
these plans. We integrated this research so customers could provide feedback across long term plans, not on
isolated components. The robust combination of our panels and fresh insight through iterative approaches
meant our long-term priorities were co-created and supported by all customer groups. Projects include 4
community events held in target areas for new water resource locations to understand the local considerations
of construction, an ‘average person on the street’ survey that recruited customers to take part in the
consultation and joint work with Portsmouth Water on drought planning with households, vulnerable customers,
businesses and stakeholders.

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 135 - LTS and DWMP Report - September '22

SRN14 Section 1: Index, 168 - Full Household WRMP Report - Dec 22

SRN14 Section 1: Index, 186 - WRMP Consultation quant report - Feb '23

SRN14 Section 1: Index, 188 - WRMP Customer Engagement Feedback - March 23
SRN14 Section 1: Index, 204d - Zest WRMP Community Engagement - Dec '22

SRN14 Section 1: Index, 192 - Customer Engagement Long Term Strategy Session Mar
'22

SRN14 Section 1: Index, Customer Panel reports from section 3.1 of this document

Table 5: Overview to projects included in developing the WRMP Methodology:

IProject Approach and sample

30-minute launch event with panellist, followed
by a 1-week online community with 23
members of the youth panel understand views
on the regional plan.

Online panel of future

customers who come
together every few months ) o

Water Futures 2050  to tap in and review A 2-week online community with 34 members
elements of our long-term of the Panel - building knowledge an
strategy — focusing on that understanding views on the WRMP and
future view. gathering responses to the consultation

questions followed by 60-minute online Southern Water WRMP
sessions with highly engaged members of the Future and Business

Panel. Consultation Full Report
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Water Futures 2030

Water Future
Business

Southern Water
WRMP
Consultation
Quant

Water Futures
Vulnerable

WRMP Relish
Research

Community
Engagement
WRMP
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Online panel of household
customers which runs
alongside our PR-24
programme and allows for
regular engagement.

We used an existing network
of businesses across our
region and that of
Portsmouth Water to engage
these customers on the
proposed drought plan.

Recruitment of 102
customers to read through a
replication of the
consultation and complete
the questionnaire as
presented on our website.

Members of the vulnerable
customer panel that were
recruited by Turquoise were
asked to review the
consultation material either
online or via hard copy
before taking part in a Zoom
tele depth where the
consultation questions were
discussed

Regional spread of
customers which Included
some South East, Southern
Water and Portsmouth
Water customers as well as
vulnerable customer and a
number were recruited from
areas relevant to the
WRMP.

4 areas visited where
WRMP solutions are
proposed across ten days to
understand customer
reaction to the plans in their
areas.

Exploration of the WRMP consultation matenal
by over 40 panellists as part of our online
community reflecting our household customer
views.

30-minute launch events with members of the
Business Panel — gathering spontaneous
thoughts and questions.

A 2-week online community with 34 members
of the Panel followed by a 60-minute online
session with our non-household customer
panel committee members.

102 customers from across the Southern
Water region, a mix of gender, age, social
grade, satisfaction levels and attitudes towards
nationalisation.

Fourteen members of the vulnerable customer
panel were able to engage with this piece of
research. They were a mix of male and
females, varying ages, and all with different
reasons for being on the priority services
register.

180 mins of participant time and completion of
11 task relating to the consultation questions.
These customers are a spread from across the
region to reflect the different diverse region we
operate within.

Over 1,200 customers engaged across the 4
areas we visited including Littlehampton,
Shoreham, Aylesford and Henfield. Lots of
awareness of water scarcity issues and
feedback on the plans set out in WRMP.

Water Futures 2030
Jan/Feb Summary

Southern Water WRMP
Future and Business
Consultation Full report

Turquoise Southern
Water WRMP
Consultation quant
report

Southern Water
Vulnerable Customer
Research WRMP full
report final

Full household WRMP
Report Dec 2022

Zest WRMP Community
Engagement 2022

from
Southern
Water “=—m



X \\\\\\\\\\\\\\\\\\\\\\\W

SRN14 Customer Insight
Technical Annex

Figure 40: Research approach for the long term strategy research:

Research approach

6 x online activities using FlexMR platform, totalling 160 mins of
participant time, conducted in w/c 29* August and w/c 5
September 2022 - with n=30 SW customers

* Regional spread

* Included some SE+SW and PW+SW
* Included some vulnerable

* 6 were ex WL Hampshire panellists

* 9 were recruited from areas relevant to
upcoming WRMP wave of research in
conjunction with Zest

* Mix of gender, age and lifestage

(SE = South East Water, PW = Portsmouth Water, WFL = customers who were part of a previous project
reviewing water resource challenge options for Hampshire)

Customer Engagement Session — Long Term Strategy
Held on Zoom, 34 March 2022, 18:00-19:30

In attendance

Southern Water

Relish Research

Britain Thinks

Panellists from Water Futures 2030
Panellists from Water Futures 2050
(Portsmouth Water also observed)

Purpose of the session

Southern Water wanted to hear directly from an informed group of household and future customers on what
matters to them and why, as we look ahead not only to 2030 but beyond into the long-term water future. The
session was set up as being primarily a listening exercise to really understand what is important to Southern
Water customers now and in the future. This is the first time that panellists from Water Futures 2030
(household customer panel) and Water Futures 2050 (youth panel) have been brought together into a joint
engagement event.

Structure of the 90-minute session

B [ntroductions —On behalf of Southern Water and 2 independent research agencies
B Plenary — what matters to young people — via video reel
B Plenary — what matters to household customers — via live presentations
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B Breakout groups — reflections on what we have heard from Water Futures 2030/50, as
well as reflections on the pre-read document outlining summaries from the Severn Trent
and Affinity Water long term strategy statements, and water industry targets

B Sharing session —reporting back from the breakout sessions

From the Breakout Sessions amongst Water Futures 2030 panellists

The following outlines headline discussion points from the 3 x 40-minute breakout sessions held with Water
Futures 2030 panellists after the 2 x plenaries.

3.2.2 Environmental Ambition

We heard in our pilot testing of our PR24 plan the concerns around affordability and the importance of the
environment. So we needed to understand robustly what the right level of ambition was for our customers. We
used an innovative approach with over 1,600 customers for a 6 stage research sprint to gather the insight
robustly and quickly for our plan. Our external assurancel® of the final report scored top marks using the Ofwat
quality assessment framework.

In total we ran 6 stages of this project. Five were run by an intendent research agency. However, we also ran
a stakeholder workshop with 5 members of our Independent Environment and Climate Group. You can read
more about this group in section 5.2 of this annex.

Overview to the Environmental Ambition Research Phases

1. Initial qualitative research discussions groups with 12 customers from our household panel and 14
customers who had been through our Acceptability testing pilot. This followed a best practice approach to
deliberative research.

2. Stakeholder workshop with members of our Independent Environment & Climate Change Group to ensure
the options, language and emerging story were accurate.

3. Survey with 501 customers to rank and compare options and provided initial ranking.

4. Conjoint statistical analysis with 1,000 customers to trade-off between options. (including cognitive

testing).

5. 165 customers from our Acceptability testing reviewed some options of environmental ambition as part of
the plan options.

6. Reconvened 40 customers from our Acceptability testing for deliberative focus groups to review the
environmental phasing in detail.

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 107- Environmental Ambition Results FINAL Report - Jun 23

B SRN14 Section 1: Index, 148 - Environmental Ambition - Stakeholder Minutes - Mar '23
B SRN14 Section 1: Index, 165 - Environmental Ambition - With initial quant results — Apr 23
B SRN14 Section 1: Index, 166- - Environmental Ambition Story So Far - April '23
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Figure 41: Overview to first two stages of environmental ambition research:

This report comprises the first two stages of a programme of research
establishing environmental ambition from customer perspective

: Early April : Mid/late April Late May
: Phase 1 qual results are : Conjoint analysis trade-off Post A&AT deliberative
: being fed into design of : to be conducted with focus groups with n=40
I quantitative surveys : n=1,000 customers customers

: Early April : Late April/May

: Ranking exercise to be : Environmental ambition to

| conducted with n=501 | be included in A&AT qual

I uninformed customers | (n=165 customers), some
----------------- ! of it as options within plan

Figure 42: Sample for phase 1 of the environmental ambition research:

1. This is phase 1 of a programme of research to understand customer
views on Southern Water’s environmental ambition for PR24

4 x 90 minute discussion groups were held with n=26
informed customers

ENVIRONMENTAL AFFORDABLE + n=12 from Water Futures 2030

+ n=14 from pilot A&AT

AMBITION

This phase is truly deliberative - a build upon previous

Seeki ng to esta inSh th e phases in which customers are therefore better able to make
informed and considered evaluation of Southern Water's
sweet spot between an environmental ambitions.
. P + All customers engaged in phase 1 have been previously involved in
environ menta I Iy am bltlous several stages of exploring Southern Water’s proposed business plan.
H This means they already had the contextual understanding necessary
PR24 bus' ness pla n and a to be able to grasp the complexities of this layered evaluation.
plan that is affo rda ble to * As a reminder of the PR24 plan, all were given a pre-read of the

customer summary infographic.

customers
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Figure 43: Key information about the approach for first two stages of the Environmental Ambition
Research:

A note on the approaches that fed into this report

This report includes findings from qualitative research with informed customers (i.e. those
who have been discussing these and other topics in detail over many months), as well as
quantitative research with less informed customers (i.e. a sample that reflects the
majority of the customer base, with varying - and on average far less - knowledge than our
informed customers). Both view points must be taken into account in order to
accurately assess customer support for our plans, and to understand where we have
permission from customers increase our ambition.

Given the complexities of the topics involved here, even informed customers can
struggle to understand some of the issues discussed and / or presented to them. Whilst
most of our quantitative respondents claimed the questions asked were easy to answer,
one in five (21%), including a higher proportion of older customers (28%) — did not find
them easy. This demonstrates that education is needed before (some) customers
appreciate the issues that Southern Water is faced with, and in order to understand what
investment will achieve.

Figure 44: Overview of phases 3 to 5 of the Environmental Ambition Research:

BACKGROUND | This report comprises results from a programme of research
establishing environmental ambition from a customer perspective

May (main stage) P

Post A&AT deliberative focus
groups with n=40 customers

Trade-off exercise conducted with
n=1,000 customers, representative
of SW's customer base

Late April/May
Environmental ambition to be included
in A&AT qual (n=165 customers), some

of it as options within plan
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Figure 45: Overview of phases 3 to 5 of the Environmental Ambition Research:

X \\\\\\\\\\\\\\\\\\\\\\\\\\W

APPROACH | Quantitative trade-off exercise is a robust
study that enables us to compare different versions of
the business plan against one another

Rather than allow customers to build their own plan (which may not be credible), this
approach allows us to compare different plans next to each other, and see how customer
preference splits out across the different versions

Quantitative results have been supported by qualitative focus groups among more
informed customers who are familiar with the plan and its various elements, having taken
part in the recent acceptability and affordability testing.

In addition, we ensured comprehension of the quantitative survey by collecting feedback
from a group (27) of our informed qualitative panellists before launch. As a result of this
feedback, we:

» Ensured clearer signposting to our ‘hover overs’ used throughout our trade-off
exercise; these were used to explain the topics asked about

+ Updated some wording to ensure questions and answers was easy to understand for
all respondents (e.g. changing T'm ambivalent’ to T'm not sure’).

Figure 46: Sample to main of the Environmental Ambition Research:

Sample demographics
Southern Water customers

APPROACH | Representative sample of n=1,000 Southern Water customers
took part in our online survey

Base: Southern Water customers (1000)

Gender Age Financial comfort Postcode
18-34 EEEEE 26% BH 11%
35-44 WM 16% BN N 7%
45-54 I 33% CT W 13%
65-74 W 13% DA B 2%
F:51% M:49% e O i
ME mmmm 13%
[r——p
Location PSR Coastal use FO 12%
RG W 3%
Kent N 35% . RH 7%
SO WM 7%
Sussex [N 33% 8%
on PSR SP1%
Hampstive I 27% i ki
Isle of Wight | 2% Other W 13%
51. Do you identify 357 52 Please select your age group. 52a. Where do you live? S3. Which of the following postcodes do you live in? 54, Are you on Southerm Water's Priority Services Register?

53
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Figure 47: Sample approach to final stage of the Environmental Ambition Research:

3.2.3 Water Resilience Strategy

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 161 - Water Resilience Strategy - Aug '23

B SRN14 Section 1: Index, 201d - Water Futures Quant Wave 4 - Aug '23

Figure 48: Sample approach for the qualitative research on the Water Resilience Strategy:

Research Approach:

WATER FUTURES 2030 CUSTOMERS BOOSTED WITH FRESH CUSTOMERS

= As part of our Water Futures 2030 ongoing panel, 5 x
online activities totalling 90 mins of participant time,
conducted in w/c 26th June 2023

= Activities were open to 38 of our enline panellists who are
all Southern Water customers and contributors from
across all counties in the Southern region

* We also boosted our sample for this wave only with 12x
customers who had previously taken part in AAT testing /
recent Incident Management research.

-

This allowed us to speak to customers who had fellowed
the recent process set out by Ofwat to ensure customers
had the wider knowledge of what they need

.

This also allowed us to speak to less informed customers
in who had experienced recent loss of supply events.
These customers had less understanding and background
knowledge, to give a fresh perspective
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Figure 49: Background for the quantitative research on the Water Resilience Strategy:

Figure 50: Sample for the quantitative research on the Water Resilience Strategy:

We spoke to a range of Southern Water customers from different
demographic backgrounds

Profile of Southern Water customers | Wave 4

Southern Water customers

GENDER AGE INCOME BENEFITS
18-24 [ 13% ]
e X
85%
35-5¢ [ 265 $ Average %&(‘y
J household
1% GIARE ss+ [ 0 income B
household benefits
LIVING SITUATION TENURE AT HOME VULNERABILITY SW CUSTOMER TYPE
Aone [ 25% Under2 years Hl 13% =
2-4years I 11% ‘ @
with a partner [ 52%
4-10years NN 19% . =
. i H ORI g Fresh water Waste water
Children <12 [l 16% Over 10 years N 57% illness, impairment or medical customer o
condition

55
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Figure 51: Sample by region the quantitative research on the Water Resilience Strategy:

Customers lived across the Southern Water region

Location of Southern Water customers | Wave 4

Dartfordey

® Gravesend n ace
: fsle o, Home Bay . -
DA -2% e Sheppey)’ . o @ (Ramsgate.
Y Sevenoaks
{ ~ ET— SUTTON & ey e C B
#Basingstoke EAST SURREY ¢
Y. WATER 1 Tonbridges SOUTH EASY CT-11%
THAMES i WATER KENT y
WATER : -
SOUTH EAST Sha “‘“‘"‘“"
WESSEX -, WATER 3
WATER § "
SR GU/ RG/ RH - 20% R ey
7Y oterboume - . T
k) i R L
& m-mmd" ? o m'w‘
mmIRE i WEST o SOUTH EAST "+ e
SUSERX " R WATER  powdermill %2 -
PO - 1% e L
Chichester Vh\:hhg " eaBiahion e
BOURNEMOUTH ! = ¢, Eestouns
ATER c»m ::hurzh Lymnqton & pmnmm.m ; .

- Water supply and @ De ted bathing waters
mc‘?-l? treatment areas
I‘LE OF 3 Reservolrs Prefer not
Wastewater treatment areas only
) to say - 1%

Water supply only areas

Figure 52: Sample by segment for the quantitative research on the Water Resilience Strategy:

How have the customer segments fallen out in this research?

INDEPENDENT 8 CONSIDERED PASSIVE 8 DETACHED
= Feels personal responsibility in terms of their own water usage + Enjoys wasting water.
= Mo attitude to wider social responsibility and collective needs « Have no opinion of Southern Water.
= Most likely to live in a rural area + Mot worried about their water usage taking no responsibility

CONSCIENTIOUS & CONCERNED

= Trust Southern Water and do not need to know anymare
about the industry.

+ High proportion have a disability and are struggling with
household income.

+ Want to do their bit and are happy to change behaviours
to help out

Older segment but with no disabilities and
high income

Most likely to have a meter already installed
Know about different ways to save water
Prometers of Southern Water and open to
communication

CAREFUL & TRADITIONAL

Likely to be elderly and be living with some sort of disability
Promaters of Southern Water, but still want to know more
about the industry

Have high resistance to changing their current behaviour
Environmental impact is a key driver in decision making

= Not looking to reduce water usage and this is
not a factor in decision making

= Youngest group happy to change their habits but
do not feel responsibility

= Pushing for social responsibility overall but not

engaged at a local level
= Have high disposable income, typically renting or HEptiln el il s

with a mortgage = Takes respensibility and recognises impact of water usage

+ Do not like Southern Water, believes all water companies should be publicly owned and wants more
transparency in spend

r |

3.2.4 Advanced Digestion

We worked with farmers through a two-stage qualitative and quantitative project to understand their use of
biosolids and their requirements for bringing in the technology to our treatment sites. We also engaged our
household panel, to ensure their funding support.

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 108- Sludge Debrief combined quant and eb 2023

B SRN14 Section 1: Index, 200n - Water Futures 2030 - Report - O
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3.2.5 Water Futures 2030 Quantitative Waves

Four quantitative waves from June 2022 to August 2023 (1,000 customers per wave from an online panel
provider). The surveys included a core set of questions tracking key trends, perceptions of Southern Water,
media influence and concerns of the cost of living / affordability. Other topics were identified from our household
panel feedback, such as diving deeper into wider issues impacting the use of our seas and beaches.

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 201a - Water Futures Quant Wave 1 - June '22

B SRN14 Section 1: Index, 201b - Water Futures Quant Wave 2 - Dec '22
B SRN14 Section 1: Index, 201c - Water Futures Quant Wave 3 - Mar '22
B SRN14 Section 1: Index, 201d - Water Futures Quant Wave 4 - Aug '23

Below are examples taken from Wave 3, showing the methodology and sample included.

Figure 53: Background for Quantitative Wave 2 of Water Futures 2030:

Project background

The qualitative Water Futures panel is a key source of insight and is a
‘go to’ to inform Southern Water’s PR24 planning. It comprises 40
water citizens which represent a wide variety of customer groups.

quantitative element was added to the workstream; this is its second
wave. This quantitative element explores some of the issues investigated
with the Water Futures customer panel and provides insights from more
‘uninformed’ customers.

operation. Customers were from a range of demographic backgrounds

In this wave of quantitative research, we spoke to n=1,013 Southern
Water customers via an online survey, across the Southern Water area of
and Southern Water customer segments.

This report focuses on the results of our second wave of quantitative
research, with comparisons to Wave 1 where appropriate. The project
timings were:

Wave 1: 15t- 10" June 2022
Wave 2: 21t November - 15t December 2022.

WATER \ B

South
— YY) water =
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Figure 54: Sample for the Quantitative Wave 2 of Water Futures 2030:

We spoke to a range of Southern Water customers

Profile of Southern Water customers | wave 2

! GENDER | | AGE | | INCOME P BENEFITS |
I ! ] ] i 1 ] ]
| ©lress NN 0% | | es300 | | (f O |
| . . B ®0 |
: Po13ss4 I 34% | | Average | | w7
3 g E g E $ household ! E f
! : | 1 | % ! ' Do not receive any i
! ¢ s+ I . income I '
| 48% 52% o A6% . = | | household benefits |

LIVING SITUATION TENURE AT HOME VULNERABILITY

50

none Tl 21% Under 2 years I 20%
partner M 49%

4-10 years N 22%

experience any long-standing
illness, impairment or medical
condition

|
1
i 2-4years H 16%
;

Children <18 [l 24%‘%

Over 10 years NN 43%E

|
]
|
]
'
i
!
|
y With a
:
i
|
|
i
|
]
'
]

Figure 55: Sample by region for the Quantitative Wave 2 of Water Futures 2030:

Customers lived across the Southern Water region

Location of Southern Water customers | Wave 2

Dartforde,

@ Gravesend
. Isle of Herne Bay
DA -3% Rl Sheppey . Remsgate.
Gilli m .
n(e;bury
Sevenoaks
; . SUTTON & e ® Maidstone oest
eBasingstoke EAST SURREY <
WATER : SOUTH EAST
.' .
soutHeasT  VATER S . S qTunbridge Wells SAshiord 7 ¢ oikestone

WESSEX Es 73S W . e R : .

WATER T e . < v Weir Wood i Z

® Salisbury M S N GU/RG/RH-15% & 24 i AFFNITY
Otterboume i Horsham paywards:”  EAST S e o New!
Petersfield® Heath®. ./ . Dorwel ey
" é WEST SUSSEX Bugess SOUTHEAST ' 0 D %
>  Hill WATER  powdermill %
Som:nnw S
BH /S0 - 16% TH BN - 14% sy "8
PO -15% ST Worthi 1o
.s Lil\hh:mplou . ing I eaBrighton
BOURNEMOUTH o R:g::’.' Eastbourne
Al Christchurch Ly;ninqtoﬂ Portsmouth
.
N R . Water supply and wastewater Designated bathing waters

treatment areas

ISLE OF WIGHT ¥4 Reservoirs Prefer not
Wastewater treatment areas only to say - 7%
Water supply only areas
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Figure 56: Sample by segments for the Quantitative Wave 2 of Water Futures 2030:

How have the customer segments fallen out in this research?

INDEPENDENT & CONSIDERED

APATHETIC & DETACHED

+ Feels personal responsibility in terms of their own water usage Enjoys wasting water.
+ No attitude to wider social responsibility and collective needs + Have no opinion of Southern Water.
+ Most likely to live in a rural area + Not worried about their water usage taking no responsibility

CONSCIENTIOUS & CONCERNED

« Trust Southern Water and do not need to know anymore
about the industry.

+ High proportion have a disability and are struggling with
household income.

+ Want to do their bit and are happy to change behaviours
to help out

+ Older segment but with no disabilities and
high income

+ Most likely to have a meter already installed

+ Know about different ways to save water

+ Promoters of Southern Water and open to
communication

CAREFUL & TRADITIONAL

TIME-POOR & RECEPTIVE

Likely to be elderly and be living with some sort of disability
Promoters of Southern Water, but still want to know more
about the industry

Have high resistance to changing their current behaviour
Environmental impact is a key driver in decision making

+ Not looking to reduce water usage and this is
not a factor in decision making

« Youngest group happy to change their habits but
do not feel responsibility

* Pushing for social responsibility overall but not
engaged at a local level ; ;

+» Have high disposable income, typically renting or
with a mortgage « Takes responsibility and recognises impact of water usage

+ Do not like Southern Water, believes all water companies should be publicly owned and wants more

transparency in spend

Base: Southern Water customers (1008) ‘

Figure 57: Sample by suppliers for the Quantitative Wave 2 of Water Futures 2030:

All customers received either clean or wastewater services from Southern
Water

Water supplier Wastewater supplier

couther] e |
Water =

south east water ) R 27% Water ~==

Paﬂsrﬁnutgl 9 - 10%

aler ——
—

)
AtfinityWoter [ 5%

Bournemouth

Water W 2%
_——
Thames 2%
&9 u Wessex Water | .,
YTL GROUP
Wessex Water J 1«
YTL GROUP
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3.3 Acceptability and Affordability Testing

Our Acceptability testing followed the Ofwat and CCW guidance. We piloted the approach in early 2023 to
ensure we met best practice. Our core testing engaged with 165 households, vulnerable, business, and future
customers. We also included the digitally disengaged and lower income households. This included dual
customers and wastewater only customers with South East Water. Whilst timings didn’t align to run jointly with
South East Water, we have both shared bill impacts and findings across companies to provide further
robustness. We engaged a further 58 waste only project with joint research with Portsmouth Water.
Additionally, we used the stimulus and approach to engage our household, vulnerable, business, future, and
diverse culture panels. This helped provide a more robust and inclusive testing of our proposed plan.

Our Affordability testing also followed the guidance, and we had this independently assured. We engaged
with over 1,200 dual service households and businesses. These interviews included vulnerable, lower income
and digitally disengaged customers. Emails and letters were sent to a random sample of customers, with many
requesting paper copies to complete the survey. As with our Acceptability testing, we also spoke with 661
households and 112 businesses with a joint project with Portsmouth Water. For our waste only South East
Water customers we used an online panel and managed to reach 250 customers. We also ran a shadow
survey with 500 dual customers using a panel methodology. This was to understand any difference between
approaches, should we wish to re-run the research with changes to our plan in the future. Following the
completion of the project, we ran a wave of research with our household panel to help better understand the
results.

In Acceptability and Affordability testing we were careful to ensure stimulus materials were neutral and
unbiased. All materials went through stages of review and a round of external assurance. The most relevant
point to note is the company Turnaround plan 2023-2025. This was not presented to customers as we felt it
could positively influence customer feedback on the 2025-2030 plan. In reconvened groups, following the
Acceptability testing, we heard from customers that the Turnaround plan was an important piece of the puzzle
and were reassured by this plan.

For further detail, please see reports included from the index:
B SRN14 Section 1: Index, 207a - FINAL Acceptability and Affordability Presentation - June
‘23

B SRN14 Section 1: Index, 207b - Pilot Acceptability and Affordability Qual Report - Mar '23

B SRN14 Section 1: Index, 207c - FINAL Acceptability (Portsmouth Area) Jun '23

B SRN14 Section 1: Index, 207d - Final Affordability Testing Sep '23

B SRN14 Section 1: Index, 207e - Final Affordability Testing (Portsmouth Area) Sep '23

B SRN14 Section 1: Index, 207f - Shadow Affordability Testing - Aug '23

B SRN14 Section 1: Index, 2079 - Final bill profile Affordability Test - Sep '23

B SRN14 Section 1: Index, 207h - Independent Analysis of Satisfaction as a driver of
Acceptance Sep '23

B SRN14 Section 1: Index, 207i - Household panel review of AAT scores Sep '23
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In all our testing we made sure results would be comparable for Ofwat. We were careful to ensure that stimulus
and language met the guidance, especially in areas of impartiality. External assurance provided a final report
assessing that our research followed the Ofwat guidance.?

B “For PR24 Affordability and Acceptability Testing, we have found the approach and
materials reviewed, for both qualitative and quantitative research, met Ofwat and CCW’s
prescribed guidance.”

For the external assurance summary on the Acceptability and Affordability Testing, please section 5.4 of this
annex.

Acceptability Testing — Dual customers and waste only customers from South East Water region.
Methodology slides are included below:

Figure 58: Overview to the approach for our Main Stage of Acceptability Testing:

Purpose of the research

‘ﬁ\f_ » As part of PR24 business planning, Southern Water is required
> to conduct robust qualitative acceptability and affordability
testing of its proposed plan prior to submission to Ofwat.

P \ » The methodology, content and sampling framework are
largely prescribed, having been agreed by all water companies
and the Consumer Council for Water in advance, thus

L ensuring a consistency of approach across the water sector.
" » Relish has piloted the qualitative approach in a standalone

A study. The pilot study helped galvanise the pulling together

~ of content for the plan, as well as road-testing the recruitment
N process and cognitive-testing the methodology with

b customers. Learnings from the pilot study are included in the
following slides.
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Figure 59: Overview to the approach for our Main Stage of Acceptability Testing:

Figure 60: Overview to the approach for our Main Stage of Acceptability Testing:

Qualitative recruitment and sampling for n=165* customers

No. customers engaged ’ Household customers

+ Mix of age and gender

Screening by segment

Ethricity in each group reflecting that part of the region

Split by broad SEG as appropriate to part of the region (ABC1C2 vs C1C2(D))
Digitally disengaged not comfortable using digital as primary means of comms

-

-

Future customers 12 WasC + 9 WoC
Mon-household microbusinesses 18 WasC + 8 WoC
Non-household 10+ employees 8 WasC +4 WoC

-

-

+ Al bill payers
Low-income customers 8 WasC + 4 Wol Non-h B : \d to
Health vulnerable customers & WasC + 4 Wol o l]!.ISE LS OMmers. . .
Digitally disengaged customers 3 WAEC + 4 Wat + For micro and 10+ NHH, mix of business type and sector
% U + All were person responsible for water bill payment
Sample split over:

Future customers

* Al were aged 18-24 and living with parents as non bill-payers
* Mix of gender and ethnicity

Low-income customers

+ < £20k househald annual income before tax

*  Kent 5W, Kent 5E Coastal, Kent SE Inland

*  Hampshire South, Hampshire Morth

+  Isle of Wight

*  Sussex Morth and Rural, Sussex South /f Coastal, Sussex S5E

Methodologies (2]l conducted virtuzlly except digitally disengaged): * All bill payers
* 240 mins split discussion groups - Household customers * Mix of gender and ethnicity
* 240 mins split triads — Future customers Health vulnerable customers
* 180 mins discussion groups — Microbusinesses * Mix of health conditions and disabilities
* 60 mins individual depth interviews — NHH 10+ employess * Al bill payers
+ 60 mins individual depth interviews — Vulnerable (health) *+ Mix of gender and ethnicity
* 60 mins individual depth interviews — Vulnerable {low income)
+ 60 mins individual depth interviews — Digitally disengaged Recruitment:
*  All completed 30 mins pre-read with gus appropriate to customer fype -

prescribed
*  All completed 5 mins post-task with gus appropriate to customer type -

prescribed

* Allowing for some no-shows in groups whe could not be replaced, final sttendance was n=156 i
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Affordability Testing — Dual customers methodology slides are included below:

Figure 61: Overview to the approach for our Main Stage of Affordability Testing:

The mixed method approach optimised opportunities for
customers to take part

Household customers were able to take part in our research face-to-face, online
or via postal survey. These approaches were offered in order to ensure different
customer types were able to take part in ways that suited them. Where we had
customer email address, customers were emailed invites — and where email
address wasn't held, customers were postad invites. In both cases, we offered the
opportunity to take part either:

= Online, by clicking a link (in the email invite) or by entering a (shortened) URL
and their reference number into their internet browser - or
= Via post, by calling a freephone number and requesting a paper version of the

survey, which was then sent alongside 3 stamped addressad envelope for
returning.

Cur household customer sample was sent to us by Southern Water.

Non household customers were given the option to take part online. We
ensured our sample purchase* was filtered by those with email address, so that
we could send our invite and link to our non-household sample easily and

quickly.

e How we drew the NHH sampile’ siice for mare information on this.

Figure 62: Overview to the approach for our Main Stage of Affordability Testing:

Pictures of the fieldwork show the different approaches taken

Winchester (face-to-face venue) Gravesend (face-to-face venue) Postal letter send-out

Foses Tt o s s vy oo BT aw o e i A e e e v 9 sl 1o

WATER \ B
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Figure 63: Overview to the approach for our Main Stage of Affordability Testing:

Feedback was collected from 969 dual service HHs, and 200
NHHs, in the main AAT survey

*Emails and letters both contained details on how to t2ke
Send outs Responses part onfine and via paper (the latter requested by calling a

freephone number and l=awing a unique reference nurnber)
! 18,868 emails, wheare Q 724 orline
A email address was
present” i‘ﬁ! 100 face-to-face
969 -

9,259 letters, where email

househnolds L addresz wasn't prE-s:Ent* % 135 paper Dwan’t mins this opportunity to el s your thoughts on our
plans Tar the future

Water, =

.

cloo|o s
g oo g The survey should take around 15.38 minutes and you will
il ; 5 ' 5 voirches 1o thank far yaur time {see balo
n Do 2561 amais L] zo00nine s e T
200 non- Fieldwork dates
households = Face-to-face: 24% 265, 28 July 2023

Email sends: 10% — 31" July 2023
Lattar sands: 24" — 31 July 2023
Paper zand guts: 26" July - August 2023

Figure 64: Overview to the approach for our Main Stage of Affordability Testing:

The profile of HHs was representative of Southern Water’s dual
customer base

Age” Gender” Ethnicity "
- f : whie .
15-3¢ [ 25 . 80%
i AzEn
5 | :*‘9‘*
i 1 Mixed ethnicity | 395
ac-c [ === ! Female  Male: Back | 2%
6572 [N 3 i 51% 49% ! !
i " | i Other | 194
Lk - 1% | i & 255 shoan of thaee v
fprcead it this imloermaticn
PSR status f Social grade County
PSR, 18% I A B 1 i '
E I - Hampshira: 30%
[ <1 I 25 L. ] Kznt: 20%
cz H o s Sk
| 99 Isle of Wight: 6%
Mon PSR] ! o . = !
8% f e H %%

“Slgridy hechaar than TW's baca of 13%, thouch this
clata was not available for esenyona in tha sampla fike
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Figure 65: Overview to the approach for our Main Stage of Affordability Testing:

NHHs were from a wide range of business sizes and sectors

Number of employees Number of sites

1 I 0

Soletrader [ 10%¢ 2 I 9%

100 I 25 3 4
10t049 [ 16 4 M %
0t 249 I 3 el o
o s 1Mw0s50 N4
s0+ W 5%
Prefer not to say [ 12 Prefer nottosay 0 2%
Water usage Sector

Manufacturing [ 17

Construction 3
Domestic use for customers / employses: 67% .

For essential supply or services: 31% Finance / inswznce [l &%
O An ingredient or part of product / service: 17% Education [ 7
For essential manufacturing: 13% IT 2nd Communicztion [l 75
None / Don't know: 5% arer I -

Figure 66: Overview to the approach for our Main Stage of Affordability Testing:

HH

The HH sample was randomly drawn, and the
following steps were taken

Southern Water provided 3 customer sample of c.45,000 records, selected randomly from their overall customer database.
The below steps outlined how our sample was selected from this:
*  We started with our main sample file, and de-duped this against our boost sample file
e  These sample files were provided by SW, and both contained records of randomly selectsd customers
o The main sample file was represantative by county, ag= band, gender and PSR status
o The boost sample was largely representative by all these same variables (+/-5%)
We then ensured sample only contained psople we wanted to speak to (dual customers)
Samples were de-duped against one another; as a result, 73 records were removed from one of the files
We calculated the proportions of customers in each IMD by county
We assessed where the gaps were according to Ofwat’s instructions, i.e. having 25% in the bottom IMD quintile,
followed by 22% in the second quintile, 20% from the third profile, 18% in the fourth and 15% in the fifth quintile
. In areas where we were short of our requirements of IMD within county, we then took the number that we needed
from each IMD from our ‘boost’ sample file provided
o If we had more than we needed in our boost sample, sample was organized by customer number and every nth
record was selectad to be part of our sample file
o if we had fewer than we needed in our boost sample, we took all the boost sample
= This led to one IMD by county {IMD 5 in Kent) where we had fewer records than needed. As we didn't
want to reduce the Xent sample in tarms of proportion of the overall sample, this shortfall was made up
across other IMDs in this one instance. We kept a closs eye on IMD within Kent proportions during
fisldwork, and ensured they weren't too far removed from what we were s2eing in other counties. We
also knew that we would be applying weighting post-fieldwork which would correct this (and that we
would ensure 3 high weighting efficiency so as not to rely on potentizl unreliable data)
®  Inareas where we had to many records based on our requirements of IMD within county, the relevant records were
removed
* We made sure to retain customer 1D and demographic information for [ater design weighting
. In our final sample, we checked proportions of PSR and county once more against SW total customer base, and found
county remained exactly in line with the overzall customer base, and PSR was +/-2% of the customer proportions.
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Figure 67: Overview to the approach for our Main Stage of Affordability Testing:

The NHH sample was a
mix of purchased and
panel sample

We had originally intended that all of our non-household

sample would be purchased via [JJJJJi| V= purchased a1l

sample available to us, once we had filtered on:

« Region

= Email address induded

» Had a business-spedific premises

= Relevant job titles (e.g. owner, MD, fadilities manager, ffice
manager, etc)

We 3lso excluded anyone who had taken part in Souther?

Water's qualitative stage AAT project 1—‘

Reminders were sent to encourage response, though — despite

our best efforts, including looking into additional sample

purchase — we were unable to meet Ofwat’s suggested sample

size of n=200. Instead we collected feedback from n=75%
businesses in the region via this approach.

The remaining n=125 NHHs came from a B2B specialist
research panel. In our reporting, results are from our total 200
businesses.

Figure 68: Overview to the approach for our Main Stage of Affordability Testing:

Both samples are combined in this report to ensure robust sample sizes,
and to adhere with regulatory guidance

Before combining NHH response, we compared results from our two different
NHH sample sources (bought sample and panel sample). We did see some
differences in that our panel sample were more positive than our bought
sample; they are both more likely to say it would be ‘very’ or ‘fairly’ easy to afford
proposed bills, and more likely to say the plans are ‘completely acceptable’ or
‘acceptable’.

We think the differences are two-fold:

« Our panel sample had a higher proportion of larger businesses (50+
employees) than our bought sample. Previous research shows that larger NHHs
can be more positive than smaller ones as they are sometimes better able to
understand things from a business point of view; they are very commercially
aware, and know that money needs to be spent in order to make change.

They may be more positive simply from being on a research panel: Whilst they
are still NHHs, they have agreed to take part in regular research and as a result
are likely seeing things like different ideas / concepts and rating them. This
difference may also cause them to be positive than NHHs who aren't used to
taking part in research regularly.

This report combil its to a reliabl ] ple size of n=200
NHHs in line with Ofwat's instructions.
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Figure 69: Overview to the approach for our Main Stage of Affordability Testing:

Figure 70: Overview to the approach for our Main Stage of Affordability Testing:
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Bill values over time: Shown only when we didn't have bespoke bill information

Total water and
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The stimulus presented to HH customers adhered to regulatory
requirements

Business plans and targets: Example of what was shown for sach core plan element
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Figure 71: Overview to the approach for our Main Stage of Affordability Testing:

Bill values over time: Shown in all MHH interviews

Total walei and
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Business plans and targets: Example of what was shown for 2ach core plan element

As did the stimulus shown NHHs, which was similar, though
tailored to these customers
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Figure 72: Overview to the approach for our Main Stage of Affordability Testing:

Weighting was used to
ensure representivity

For the household sample, monitoring quotas were put
into place and referred to throughout fieldwork. These
included age band, gender, county and IMD guintile.
This meant that even our unweighted data was very
close to reflecting Scuthern Water's dual customer base.

To ensure exact fairness and representivity, weighting
was employed in line with guidance:

* Design weights were used to take account of the
probability of each customer having been selected to
take part in the research

Post weights were applied to ensure our overall
household sample reflected Southern Water's total
dual service customer base. Weighting was applied to
variables including:

Gender

Age band

County

Ethnicity

IMD quintile by county

00000

4
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3.4 Triangulation

We used a robust and independently assured triangulation approach, following best practice?, from over 30
unique data sources. This included research across our range of audiences, customer data, our performance
data compared to previous commitments and other companies and reports from the industry (Ofwat, CCW,
Water UK) and other water companies.

Expert external assurance rated our engagement as having good coverage across the topics, with no major
gaps. Where some priorities have moderate coverage in the assessment, this was because we used external
sources such as industry reports from Ofwat, CCW and the Institute of Customer Service to support our
research.

We combined all these data to give us our overall triangulation of customer priorities. We split this down further
to give us a view from our customers only and an England and Wales view using regulatory documents. We
then compared how our customers’ views differ to both the combined and national views.

Each source of data had a credibility rating applied that looked at its recency, robustness and relevance. A
greater score was applied to those that were recent, highly robust (either by having lots of participants or
having a high awareness of the water industry) and relevance to multiple priorities. These scores were added
together for each paper and then a weighting was applied depending on its credibility score.

Finally, we applied an overall weighting depending on the customer audience. Vulnerable customers had an
increased weighting due to their needs for additional support. Future customers had a slightly reduced
weighting due to them not being current bill payers and some may not pay until later in AMP 8. Businesses
were reduced slightly due to the lower volume of customers when compared to households. Stakeholders had
a significantly reduced weighting due to other avenues to regularly influence our plans and their affinity to their
organisations.

Our use of our panels and Customer and Communities Challenge Group helped calibrate our findings. By
using the committees as part of our panels we were able to ensure the outputs from our insight were calibrated
to represent customers’ views. Our Challenge Group then helped to ensure our overall similarities and
differences were well understood.

12

Trianqulation: A review of its use at PR19 and good practice - CCW from
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Figure 73: Overview to the Triangulation Approach:
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Section 4: Lessons Learnt from Customers

4.1 Foundational insight — common themes

These factors have influenced and shaped a number of cross cutting themes!2. Regardless of the type or topic
of engagement, these themes underpin what customers want from Southern Water.

We created these themes in September 2022 once we had sufficient insight around customer expectations
and the drivers of these. To ensure they accurately reflected our customer views we had an independent
research agency assure the feedback they had heard from households. They validated the insight and then
provided references to each area. In June 2023 we then reviewed with our Customer and Communities
Challenge Group to ensure the themes were accurate.

Figure 74: Overview to the common themes we hear across all our engagement:
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13 For more detail and references, please see section 4.3 of the Customer Insight Technical Annex
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Figure 75: Summary of common themes feedback we hear across all our engagement:

Figure 76: Summary of common themes feedback we hear across all our engagement:
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Figure 77: Summary of common themes feedback we hear across all our engagement:

Figure 78: Summary of common themes feedback we hear across all our engagement:
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Figure 79: Summary of common themes feedback we hear across all our engagement:

Figure 80: Summary of common themes feedback we hear across all our engagement:
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Figure 81: Summary of common themes feedback we hear across all our engagement:

4.2 Customer Priorities

Outcomes from water companies can be confusing to customers, with most priorities not being mutually
exclusive. To provide more meaningful engagement our priorities and the definitions used were developed and
defined by our customers.

Our household customer panel explored water company and industry materials (such as Ofwat’s priorities)
and spoke with their families and friends to develop their priorities. Fresh deliberative insight with households,
businesses, future, vulnerable and stakeholders was then combined with these results to create our customer
priority list.

Our scoring was then used to ensure our level of ambition for our performance commitment targets reflects
our customer priorities. (For more on our ambition of performance commitments, please see SRN04: Costs
and Outcomes Chapter).

Our robust and independently assured triangulation combined with our in-depth engagement with our
customers shows us the relative scoring, but also the story behind each one. It is important to remember that
all of these priorities are important to customer and the scoring is when a trade-off is forced. We then index
the scoring from each piece of data to provide a relative score between 0-100. (100 being the strongest
priority).
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Figure 82: Our customer priority scores:

= ag= All are areas of importance to customers. However,
0 ur C ustomer Prl °r|t|es when triangulated this shows relative importance of
Southern Water Customers the top 19 customer defined priorities when traded-off.
Indexed Score Description Hillké
/" Current Water Supply - Continuous supply of \ 7 | Priority Level 1:
clean wholesome water Seen as the basic fundsments| service from a water
R _ - company. Pollution, and in particular the association with
89.8 Pollution - Prevent wastewater entering the environment 2 | storm overflows, 85 a prionity has increas=d since 2021. Thers
‘ can be a distinction between "prionty’ and ‘improvement’.
81.7 Internal Flooding 3 1 B il e e e | resil ;
B5.B Water Quality & Restrictions 4 | pollution and leskage are top areas to improve.
81.0 External Flooding 5 |
79.1 Future Water Supplies [ | Priority Level 2:
75.9 Leakage 7 Southemn Water customers are particulary connected to the
1 sea and communities are concemned with all infrastructure
75.4 : Wa_sltewatgr Infrgstm:_:lure : i keeping Up with housing growth. Supparting vulnershle
o - g | customers has become increasingly relevant following the
L) { Bathing Wikees & Hivers li‘ pandemic and cost of living crisis, Many customers sre feeling
72.8 Protect Infrastructure from Growth 10 | the financial squeeze, so want to ensure bills are affordable
. | ‘while investing to ensure we don't pass things down fo futune
72.8 Mature Based Solutions 11 I Ty
66.4 Support Vulnerable Customers 1"!|
65.9 \ Bill Affordability 13 |
Fg " \ | Priority Level 3:
57.9 _!:_:ﬂrp'?j[‘_!':_!'_’! Ie Lt — 1'I‘I Carbon emissions are felt to be more of a wider government
55.3 Water Efficiency 15 | and business responsibility. Water efficiency needs to follow
& | lzadership from Southem Water. Customers service needs to
52.4 Customer Service 16 . be good and consistent, but excel when things do go wrong.
44.7 Regulatory Compliance 17 | Compliance is something felt fo be managed by reguistors.
2 B > 1 Working with developers is key, especially for some non-
42.8 Working with Developers 18 | household groups. Engsging the community is needed to
\ . help build stronger relationships, and most want us to share
_ ) Community Engagement 19 inclah T :
Relative Seore from O fo 100

4.2.1 The difference between a priority and an area of improvement

However, when mapping the other priorities and looking at our in-depth insight we see notable interconnecting
insights which needed to be reflected in our planning. For example, stakeholders and our most informed
customers highlight that outcomes such as carbon emissions are impacted by other priorities. For example, if
leakage was reduced or nature-based solutions used to capture rainwater, this also lowers your carbon impact.

There is also a distinction with customers between what is a priority and where they want most improvement.
The provision of clean water is a top priority. However, for many this service is already felt to be high. While
failure is not an option, their desire for ‘improvement’ is less than the for our use of storm overflows or leakage
where current performance is not seen as acceptable. We also see our customers group together ‘pollution
and storm overflows’. For customers this is wastewater entering the environment.

You can see the relative scoring and areas where customers would like most improvement seen below:
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Figure 83: Customer priority scores mapped against where they want greatest improvement:

4.2.2 How priorities have changed over time

Our tracking of customers’ priorities since 2018 shows where their expectations change. The provision of a
consistent and reliable supply of clean and wholesome water has always been a stable fundamental service
and remains the highest priority for our customers.

The environment has always been important. However, we saw a shorter-term increase in importance in 2020
due to the pandemic helping customers connect with their local environment. Following the EA fine in 2021,
greater awareness of our use of storm overflows and our past performance placed greater emphasis on the
need for water companies to improve. As a result, we see wastewater services now a top priority.

The importance of affordability increased significantly from 2021 through to 2023. We have seen concern for
customers’ ability to manage bills increase with the cost-of-living crisis. When looking at possible bill increase,
its importance grows further.

The support for vulnerable customers has also increased. First with the pandemic where customers felt more
connected to their local community and had greater appreciation for those that needed help. Secondly, the
cost-of-living crisis has also placed a greater spotlight on providing support.

Leakage remains a high priority to customers. However, during a temporary use ban in Hampshire and media
coverage of drought in 2022 we saw this increase. This was reflected in customer contacts, social media data,
media sentiment and feedback through research.
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Figure 84: Some key priorities and how scores change overtime:

Priorities Overtime - Customer priorities can shift over time. This due to awareness / media
focus (e.g. storm overflows or drought) and external factors (e.g. COVID and cost of living

'Slakehclders had a significant score in the triangulation model, The fine from the EA, MP’s environment bill vote and greater transparency of

and tended to focus less on the supply of safe clean water. tspi\ls— intensified scrutiny of the use of storm overflows. Importance has then
X remined high as well as a strong desire for improvement in this area.

120

Providing clean wholesome water has

A
v
H
i
H
i
7 : H
This £ommainity wo rked 11 ‘ stayed the top priority after PR19 —
100 with less informed 7. fundamentally it is the most important
——

customers — who spread service
priority scores

Leakage saw a significant reduction since
PR19 as attention focused on mare
environmental issues. However,

a0

increased awareness, due to drought
restrictions in July-Aug "22 saw it sharply

60 increase

Covid and the cost of living crisis means
many customers appreciate and understand
the need to support those that need it most.

Customer Priarity Scoring [out of 100)

40

During the height of COVID — "'"-\

we saw a much greater

The cost of living crisis has In like for like comparisons, service is of

_appraci:(io: ::n the ” seen the importance of ' lower importance. However, when you
20 t environment and to suppo affordability move into a factor in complaints, operational contacts,
those arcund them top priority for water bills social data and industry research —it's

importance is higher.

0
Sep ‘18 Aug ‘20 Jul ‘21 May ‘22 Sep ‘22 Feb 23 Aug 23
m—Continuous supply of clean water wholesome water === Prevent waste water entering the environment
m——Provide great customer service — | eakage
== Protect vulnerable customers Keep Bills Low

Customer Priority Scoring (out of 100) taken from
source materials listed and the Tiangulation Model.

4.2.3 Priority Levels

Based on the scoring from our triangulation model we see the priorities into three levels, level 1 being the
highest:

Figure 85: Overview to customer priority level:

Priarity Level:
Pollution & Storm =
- Current Water Suppl
@ ppiy varTiows Internal Flooding
Our priorities were created by customers Water Quality & ) Future Water
through deliberative research. We then used a Bl hnne External Flooding Supplies
robust and independently assured triangulation
approach to create the scoring from our Watlowater
customers . ‘ Leakage Infrastructure
Whilst there are different imporiance between 2 3 __
them, it is important to remember that are ALL Bathing Waters & e Bill Affordability
priorities to our customers. —-\‘ Rivers from G i
z |
The difference in scoring is influenced: <_ i
Support Vulnerable MNature Based
* Perceptions of current performance Customers Solutions
+ Impact / relevance to a customers
+ Responsibility felt to be Southern Water's
= Carbon Emissions Water Efficiency Customer Service
o
<&
-— Regulatory Working with Community
Compliance Developers Engagement
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4.2.4 How Priorities Differ Compare to National and Other Water Companies

We integrated with wider data sources to help calibrate our priority scores and ensure greater robustness. We
also held a bespoke session with other water companies from the south east, CCW and Ofwat to help
understand these differences. Overall, there are many consistencies we see right across customers from
different suppliers. When comparing to all data sets (including those from other water companies and
regulators’ reports) we do see some areas where there were notable differences:

1. Lead pipes introduced as a priority — this is an area not spontaneously discussed by our customers.
However, in bespoke research as part of always-on insight'4 we agree on its priority. Customers are
concerned for safety, especially those with younger children — which places a high emphasis on lead
removal schemes.

2. Water pressure and transparency / accountability as level 3 priorities — we agree these are
important across the sector and our reputation means transparency is particularly important. However, in
our research customers discuss this more of a ‘way of working’ rather than a priority outcome, so we
developed a strategy® to help ensure we focus on greater transparency.

3. Pollution and storm overflows — we see lower importance by national customers on pollution and
storm overflows and bathing waters and rivers compared to our customers using three Ofwat and CCW
research projects®. While these are less of a priority nationally, our customers have been very clear that
this is a top priority for them.

In particular we did in-depth analysis'’ to help understand these differences on pollution and storm overflows
and bathing waters. We see two core influencing factors:

e our customers are more connected to the coast — 73% of our customers have visited the
beaches in the last two years, compared to 30% nationally’8

e performance and public scrutiny place greater emphasis on these areas — 95% of our
customers have heard negative media on water quality of our seas and rivers?®

14 Technical annex SRN14: Customer Insight, Sectionl: Index, 178 - Deal Lead Pipes Key Findings Report - Mar '22

15 See technical annex SRN13: Reputation, Trust and Transparency

16 Technical annex SRN14, section1: Index, 14-CCW Cust Pref, 11-CCW Spot2022, 24-PJM Economic swesyative ODI Research
17 See section 4.22 of technical annex SRN14: Customer Insight
18 Technical annex SRN14: Customer Insight, Section1: Index, 153 - Waterside wellbeing report - Ocf jfa
19 Technical annex SRN14: Customer Insight, Section1: Index, 153 - Waterside wellbeing report - Od
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Figure 86: Customer priority scores compared to 3 industry reports:

‘\\\\\\\.\.\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\‘

c u Stome r P rio ri ties All areas are of importance to customer. However, this shows relative
importance of the top 19 customer identified priorities when traded-off.
Comparing Southern Water to regulatory reports
Southern Water Regulatory
Indexed Score Rank Description Indexed Score Rank
1 Current Water Supply ]
89.8 2 Pollution 47 2
87.7 3 Internal Flooding
Water Quality &
B5.8 4 Restrictions 70.7 5
81.0 5 External Flooding 70.2 6 This i driven by the fower scoring in the ODI h and CCW p rating it a
79.1 6 Future Water Supplies 75.0 4 level 3 priority. Our customers rate this higher due to their strong connection with the
75.9 7 Leakage 79.0 3 coast We have major population centres who live on the coast. These communities
75.4 8 Wastewatér Inirastmcture 571 12 choose to live in those areas because of the sea, and feel connected.
744 9  Bathing Waters & Rivers 18 Intense media scrutiny since the COW will have i d this
Protect Infrastructure from =core across England and Wales as shown in companies Your water, your say
72.8 10 Growth 69.1 7 sessions. Previous ions and the EA fine in 2021, and
72.8 | 1'1 Nature Based Solutions 68.8 ) high population gramh fel across nurmmmumhes have driven greater ewmmsas on
. Water
Support Vulnerable &
66.4 12 Customers 68.8 B The ODI research provided an overall value for a single incident used in triangulation.
65.9 13 Bill Affordability 59.7 11 ‘We used that overall value number. However, the I‘re_quem:yI of events (e.g. storm
57.9 14 Carbon Emissions l—m—} 16 overflows) would mean the value increased.
55.3 15 Water Efficiency 54.1 13
52.4 16 Customer Service ~~ 17.8 17
4.7 17  Regulatory Compliance =~ —
428 18 Workingwith Developers - “I don' agree wih the qualty =2 TUCL SO gt curpriing that using
~ 215 19 | CommunityEngagement | iAWl i contsmination, which is (LR ST
I Remove lead pipes 68.8 8 BRI Or ;" ot fh" ;: - usually the headiine Z’"’ pollution ﬁ in the u
medmm and noi = wer groupg. "Househol
| Water Pressure 47.9 14 panel Lraboer ::::Fhuld customer panel
There are 20 data sources for the Water customer tri ion. This includes multiple research projects on priorities from across different audi It also includes data sources such
as complaints. contacts and social media. There are 3 main regulstory reports included in the scoring: CCW Customer p CCW & Ofwat Spotfigl C ive DD F

Figure 87: Customer priority scores compared to national and industry research:

i it All areas are of importance to customer — however this shows
c u Stome r P rlo rltles relative importanlz:e of the top 22 priorities when traded-off.
Comparing Southern Water to all sources
There are 33 indivi reports included in the
although some of them have muliple data inputs themselves
Southern Water
Indexed Score |Rank Description
Current Water Supply - Continuous supply of
- 1 clean whaolesome water
- - Remove lead pipes Additional inclusion of kead pipes.
85.8 4 Water Quality & Restrictions
87.7 3 Internal Flooding
Pollution - Prevent wastewater entering the
B9.B 2 environment
65.9 13 Bill Affordability An increass in the overall impartance of bl affordability.
79.1 [ Future Water Supplies
75.4 8 Wastewater Infrastructure
&L0 5 External Flooding
72.8 11 Mature Based Solutions o . .
72.8 10 Protect Infrastructure from Growth 66.4 | 11 e Dt b e S el bt e
73.9 7 Leakage 66.3 | 12 particularly impartant in aress of water siress Such a5 the South Esst
74.4 9 Bathing Waters & Rivers 62.9 | 13
66.4 12 Support Vulnerable Customers 59.9 | 14
- = Water Pressure 59.6 | 15 oA T A, B e T
57.9 14 Carbon Emissi 54.2 16
55.3 15 Water Efficiency 54.2 | 17
- - Transparency and Accountability 519 | 18 Additionsl inclusion of transparency and scoountsbility.
| 18 Working with Developers 49.6 | 19
44,7 17 Regulatory Compliance 49,3 | 20
1 52.4 16 Customer Service 21
" _ 19 Community Engagement 22
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4.3 Summary Feedback on each of the Priorities

Table 5, overview to customer feedback for each priority area
Priority Area Summary of feedback Key references include

Priority level 1. Customers recognise that the most important and
fundamental service is the provision of clean, wholesome and safe
drinking water. Other than some local issues, most feel that

‘\\\\\\\\\\‘\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\‘

k Acceptability Testing

part of a wastewater providers role.

81

rg::g::gn% resilience for water supplies must be good — so we generally see [, fousEhold Fuiure, Business and
Current B customers wanting service levels to maintain rather than improve. | Four site Strategy
Water f Performance in 2022-23 places greater emphasis on improvement. p CCW Customer Preferences
Supplies wshli)IDDW 0 F Social Media Listening
ol eafﬁ?e? For those impacted by a loss of supply for a significant period the [ Water cormanty
impact is disruptive and can be severe, especially for vulnerable | wrmMP Engagement
audiences and businesses that can’t open. All agree, failure is not
acceptable.
Priority level 1 and top area to improve and see ambition.
Customers tend to group the impacts of pollution and use of storm p Acceptability Testing
Preventing | Vérflows into wastewater entering the environment. Neither are S
e aqce_ptable_ to customers. Informed customers want the environment | storm Overflows Longitudinal
: priortised in reducing impacts. Research
polluting or L Environmental Ambition Research
Pollution Sp'"'t?‘% into This is the top area customers want to see improved, especially [ Soos eda Latommg "
el important is our seas to our large coastal communities’ wellbeing, | Media analysis
fheough rivers leisure and tourism. L r;:]vgsewgrmnem Communication
orseas Stakeholders and our customer groups highlight that without [ water rutores et 7
addressing storm overflows and pollution performance is a condition p Customer Engagement Events
to improving our reputation and rebuilding trust.
Priority level 2, although especially important to lower income
households. When customers are informed, they are prepared to p Acceptability Testing
fund environmental infrastructure. 'Vu:‘;“;;?g’;e':;‘"e Business and
Ensun'ng our P Investment Corr;mmication
Bill bills are as low | The key concem is that it needs to be affordable to everyone, and Framework
affordability and stable as | that vulnerable customers can afford to pay their bill. Whilst the [ Ofwat Cost of Living Tracking
they canbe | water bill is not seen as ‘expensive’, all people are feeling stretched [ ﬁ;:‘::'g'u‘:z’m;ez'ﬁg:: workshops
in every direction with the cost of living, and customers are feeling L affordability Deep Dive
the pain. Customers want bills to remain as stable as they can with f PSR Tracking & Benchmarking
support for vulnerable customers.
Priority level 1. Perceptions of water quality are high, with most
customers satisfied. However, where customers arise, they are on
Supply of | e e e we manta hgh qualty water | AT
water to your LG : Lol T A
ggs?r?e(s); Customers are generally accepting of restrictions such as temporary [ z%’&sétizugzggmkmm
Water quality without any usage _bans. Acceptancg of the rest.ncthns are driven by the [ social Media Listening
S | B perception of the severity of the situation (i.e. drought) and p Incident Management
b Plon, | ompany’s management of their supplies. Major restrictions are [ Water Community
TUEEE more of a concem [l B
- P Businesses Drou
al;)‘g::rra?‘::e COVID h e p Collaborative Tgs%ing on
as helped customers understand the need for restrictions p Drought Plan with Portsmouth
due to extreme events, and place greater emphasis on the need for [Va"
planning. Businesses want to understand better how they could be
impacted so they can plan extra resilience.
Priority level 1 and top area to improve and see ambition.  Accoptaimy Tess
Reducing the Customers want leakage to improve. It has consistently been a top [ Tl e S
e s priority for the industry. It is seen as not managing / looking after |uinerable Paneis.
what you already have — and is ‘wasteful’.  CCW Customer Preferences
of fresh water b Social Media Listening
e mt:;?jtq'z :::tks Any \(olume of Iealgage is met with challengg by customers, [ W%'&L‘E’:;’L‘;‘Q%m
] ﬁi(ing - especially when asking customers to reduce their use. Southern p WRSE Collaborative Research
leaks quickly Water current performance to the industry is surprising to [ :?eposmon"go Resea!gﬁm
customers. They want Southem Water to respond quickly and use [ nvestment Communt
innovation and technology to help accelerate plans.
Priority level 1. All understand the devastation that intemal sewer [ é‘é?;,’"é’ﬂlﬁymlfsé’?e"’;; 'L?é‘
Ensuring flooding can have, linking the causes to an out of date network and [ pousenold, Future, Business and
oos storm overflows but also understanding the role customers play in pulnerable Panels.
Internal se\r:ltt)atq';amd clogging up drainage in the home. Customers sympathise and [ Water Futures quant
flooding homes or | @PPreciate the devastation intemal sewer flooding can have. Any [ cusomer merctons and
s flooding feels like too many occurrences. Prevention is felt to be | spontaneous Priorities
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Disruption and the health impact feel much more significant with
internal than extemal sewer flooding. The relatively low percentage
of customers impacted can undermine the distress it causes.
b Acceptability Testing & Pilots
Ensuring Priority level 1. The impact of climate change and wet weather p ccw Customer Preferences
External sewage does | means that external sewer flooding feels a little more normalised, "lu:zu;?g’;e‘:;ufe Business and
flooding not flood we need to work harder to shock. Anincrease in wet weathermeans [*y° " i res quant
external external flooding is felt to be more frequent, as such customers } environmental Ambition Research
property expected figures shown here to be higher. J Culstpnt;e; rlgt;?scﬁons and
complain it
Priority level 1, especially to ensure future generations are
protected. Awareness of water scarcity is low, with most thinking
water is abundant. For those more informed, the importance of
protecting future supplies is needed — for a reliable and continuous p Acceptability Testing
supply of wholesome and safe water. "/u:?rmoglé‘zl:;um. Business and
F Ensuring a Customers support protecting the environment from reducing [ WZ:E{ mmmw
uture water | reliable supply | X b
supplies ST e reliance on abstraction by developing new sources. They first want L wgnsng CEL‘.‘;’*’.?;’;‘;?,"' . .
for the future | US to protect what we have today (e.g. leakage / water efficiency). [ COmmmnyaEvemse IEEDIE
Second, they want us to develop new sources that are scalable for [ o " =" Hampshire
future needs. They expend a blend of solutions to address root [programme
cause and build greater resilience.
Customers want the right long term solution, that offers best value
rather than short term fixes.
Priority level 2. Awareness of natural capital and nature based | ﬁﬁ?;‘,’;gﬁ'f‘;ﬁfj';"‘%wms and
Improve the solutions can be low to less informed customers. However, once |ulnerable Panels.
local understood it is seen as the right first choice option — with most &;’e‘;'r'l‘ho"em LTI
Nature Based environment | agreeing that a twin-tfrack approach with engineering solutions is L environmental Ambition Research
R and habitats needed. > Nature Based Solutions Deep Dive
by using more P Stakeholder regional workshops
nature-based | Future customers especially see nature as the primary lead and [ e gﬂm“;‘gmmt
solutions would not support anything that hasn’t explored the natural options [yent
first, whereas many businesses tend to favour certainty / stability.
Priority level 2, our customers are connected to the sea. Many |} Acceptability Testing
of our population centres are coastal and customers feel connected f Household, Future, Business and
to the sea — which is unique to Southem Water. The environmental, [“coeberetes. =~ o o
Ensuring that recree_ltional and tourism im_pacts ofthe sea are felt across the_region Research
Bathing the quality of | ~ which makes our bathing waters a topic of conversation for f Environmental Ambition Research
waters & rivers customers. In recent years sea swimming, paddle boarding and [ g;;i’h%?:;ﬁ:;‘&‘g’fxe;s%m
T beaches and | ©ther recreational uses have further increased our customers [\ e Fytures quant
- connection to the sea. L CCW River Awareness &
bathing waters e
Protecting rivers from environmental harm are equally important, but [ a%z:: 'a-ﬁ;?;‘;’;g
less frequently referred to by Southern Water customers due to the
proximity and use of the beaches and seas.
b Acceptability Testing
Priority level 1. Storm overflows and pollution incidents are top of p Household Future Business and
Ensuringa | mind for customers and stakeholders. However, overall "“;‘e’?’b'e FOER
= = z :  Environmental Ambition Research
reliable and infrastructure for wastewater is often not top of mind. L Regional Community Research
Wastewater continuous b Social Media Listening
infrastructure service of Customers want to see the same services for future generations as p Investment Communication
removing there are today. The impact of wastewater entering the f’as";kemder regional workshops
wastewater environment, the risk of flooding, blockages and pollutions all place [ ater Futures quant
greater importance on the infrastructure. b Long term strategy
 DWMP Engagement
Priority level 2. The pandemic and the cost of living crisis has | Acceptabiity Testi
increased the importance of supporting vulnerable customers. [ Housl;hold, Fum,e"'%usinm .
Providing Being available and with tailored services, tariffs and wider support |uinerable Paneis.
is fundamental for customers who have both short term and long p Stakeholder regional workshops
Support supportand | oo o rahilitios P WES RIS
vulnerable assistance to . 3 mnﬁggy Deep Dive
d {

R ‘clﬂlsr:;r::z When customers look at possible bill increases for investment, a p Vuherabilityn%enchmarki\g
primary consideration is ensuing that those that need it are p CCW Customer Preferences
supported. During loss of supply events we see the importance of [ Spontaneous Priorities
wider support to incidents and protecting vulnerable customers.

- Priority level 3, although higher for future customers. The [ ﬁexgzﬁm"‘%wn& and
Minimising environment is important with customers witnessing climate change |,yinerable Panels.
Carbon and reducing | around them. Net Zero is a familiar and positive term to customers. p Environmental Ambition Research
emissions carbon However, it is not fully understood. It's generally felt to be something P ata:(ehgxr regionatl workshops
eci H H 4 ater res quan
en::;sﬂlox: in that companies and governments need to work towards. [N outh Cwom:r T
Fvent

T
Water “=m




SRN14 Customer Insight
Technical Annex

operate and Initiatives, such as electric vehicles or reducing emissions, are felt p Long Term Strategy Engagement
making the to be part of the day to day and will be met by legislation and the
most of natural adoption of ways of working. As a result, we seen limited
renewable support for any increase in funding through bills to support
energy enhancement of net zero. Customers feel they already pay through
taxes and behaviour change programmes.
In trade-off exercises they place greater emphasis on issues they
see the responsibility lie solely with water companies, such as storm
overflows and resilience.
S%:?lz](:,?n Priority Ievg! 3. Whilst important t_o ensure Southern Wak-_)r delivers | Household, Fulure, Business and
Regulatory Water deliver | " the conditions to regulators, this was an area of lower interest to |yinerabie Panels.
compliance i our customers. We see when looking at specific measurement that b Spontaneous Priorities
- there is an expectation this will happen and thus not a focus needed
T 2 for customers
by regulators :

Providing Priority level 3. It is widely felt by customers that the balance is  Acceptability Testing
information, | wrong, and the focus of behaviour change is placed too much on 'Vu:‘;“r:;"e°g’a-n':e':;“re- HIETIEITE
support and them — rather than the industry leading. However, as people get | social Media Listening

Water help more informed, they understand the collaboration needed. They do p water Community
efficiency customers to | seethere is a big role they can play. For example, demand reduction p WRMP Engagement
reduce their | on per capita consumption compared to leakage targets. With water [ Sepaviour change (BIT) with SEW
A 4 sage
own water efficiency, they want to see focus placed on govemment | 7100 Campaign Tracking
consumption | intervention, working with new homes and new legislation. b Smart Metering Research
Protecting the N A
water and Priority level 2, although a top priority for stakeholders. The [ ﬁ;ﬁ;gﬁmﬁmm&s —
Protect ~ waste impacts of population growth are well understood, and customers puinerable Panels.
infrastructure infrastructure | want to see extra resilience and planning of infrastructure to keep [ Regional Community Research
from growth | [0 accountfor { up with demand. Most regional communities feel they are trying to [ S2kencider el worsnobs
a growth in the | protect their way of life and all local infrastructure (including water [ Long term strategy
num:ef of and wastewater) from new homes being built. L DWMP Engagement
new homes
Priority level 3. Customer service isn't always top of mind — the
water industry can be invisible to some customers, until something [, .oapilty Testing
goes wrong. Customers want a consistent level of good service. b Household Future Business and
. They want it to be personal, easy, tailored, relevant, reliable and for [/ulnerable Panels.
Providingthe | s to do what we say we'll do. They want to be able to engage F\ OKCSI Reparting and
Customer bestoverall | through a range of channels that depend on their need and type of [ ¢ wiex Analysis
service customer issue. N iorachonEalyss
service b Complaints analysis
b Social Media Listeni
When things do go wrong (e.g. loss of supply or flooding) customers "
expect great service to resolve the issue quickly, properly and to be
kept informed.
Ensur_mg new | Priority level 3, but critical t_o sever_al non-household groups. | Qﬁ@'ﬁﬁﬁ%ﬁ'ﬁwm et
Working with housing and Household customers recognise the importance of working wrch Vulnerable Panels.
developers | developments | developers. Non-household developers, NAVs and SLPs place this p NHH Deep Dives with Developers,
P are built as a top priority. They need easy and tailored service and to SLg;k"r;‘oza"sB y
sustainably | collaborate in their activity. [ Regional Stakeholder Workshops
Priority level 3, and an area customers want to hear more from.
Challenge from informed customers and stakeholders recognise
that Southern Water needs better engagement to rebuild trust and
Engaging and | reputation. L Acceptability Testing
working with L Household, Future, Business and
Community local Following on from the pandemic, customers do feel a stronger sense .Vuggrable E’m:lei4 Events
et communities | of local community, and the context and plan outlined by. Customers [ Reg::n:gmem d;’f'v‘vO P—
to support see Southern Water very much as providing an essential service to [ Regional Community Research
local initiatives | their community which is the priority —getting the basics right first.

/ issues

If anything, customers feel that Southern Water should be shouting
about what they already do in the community more.

83
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4.4 Satisfaction as a driver of support

Independent analysis by one of our customer research partners? told us that plan acceptability scores are
impacted by our lower levels of satisfaction verses other companies. Qualitative acceptability testing?! reveals
that nearly all who deem the plan unacceptable have negative views towards Southern Water and / or the
sector as a whole. From the qualitative testing of the plans, there are 31 dual customers who deemed the plan
to be unacceptable or completely unacceptable. The majority who deem the plan unacceptable do not reject
the plan for its contents, but instead feel negatively towards Southern Water or the sector as a whole.

With shadow testing of our plan (using an online panel), we ran another wave of affordability testing at the
same time as the main project. We used the same stimulus materials as in the main test and used an average
bill amount. However, we asked customers in the research to think about how their bill would differ depending
on their water use.

From this research we saw that satisfied customers (scoring 8-10 out of 10) provided 79% acceptance for the
proposed plan. However, those less satisfied (0-5 out of 10) only scored at 29% acceptable. Further analysis
looking across other types of testing shows this impact consistently across plans and proposals. Using industry
analysis2 (C-Mex) we see our reputation is currently significantly below the industry, which means
dissatisfaction will naturally lower our plan scores.

From the formal affordability testing?®> we also see that customers that reject the plan do so based on our
performance and reputation. This highlights that whilst other customers are supporting the contents of the plan,
we must work hard to deliver on our commitments and rebuild the trust of our customers.

In further analysis of a range of projects asking support or customer views, we see a consistent gap between
those with higher and lower satisfaction with us.

Table 6, Summary table showing the difference across between satisfied and dissatisfied customers
through a range of research projects:

- . Dissatisfied|Satisfied I"d/o pts tample and
Question Areas: 05  |8-10) ifference  fapproach
. . 1,001 from an
Si:fsg?rt investment in four water supply work 68% 86% 18% biline panel’Allg
23
Support Southern Water investing in coastal G i 5 1,001 from an
resilience?s 62% 68% 6% online panel Jun ‘23|
- . 1,013 from an
How do you feel about paying for something that T
you wouldn’t see a direct benefit from26 19% 40% 21% %nzllne panel Dec

20 SRN14, Section 1: Index, 207h - Independent Analysis of Satisfaction as a driver of Acceptance Sep '23
21 SRN14, Section 1: Index, 207a - FINAL Acceptability and Affordability Presentation - June '23

2 SRN14, Section 1: Index, 191 - Reputation Deep Dive - Summary Presentation Aug '23.

2 SRN14, Section 1: Index, 207a - FINAL Acceptability and Affordability Presentation - June '23

24 SRN14, Section 1: Index, 201d - Southem Water - Water Futures Quant Wave 4 - Aug '23

% SRN14, Section 1: Index, 107- Southemn Water - Environmental Ambition Results FINAL Report -
2 SRN14, Section 1: Index, 201b - Southem Water - Water Futures Quant Wave 2 -Dec 22
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. . . 1,013 from an
Support increasing the average bill to prote.ct ar;;:i 49% 73% 24% online panel Dec
limprove the environment for future generations k9
Agree that Southern Water should introduce smart 750 from an online
metering for their customers?8 31% 2% 1% panel Aug 22
. . . 1,001 from an
Appealing does this tariff sound to you and your 58% 73% 15% e
. o online panel Aug
household (Tariff 1) 93
. . . 1,001 from an
Appealing does this tariff sound to you and your 40% 61% 219 e
. o online panel Aug
household (Tariff 2) 93
£ level increase to a social tariff when the number sﬁsoﬁﬁzgom:gzlf;?‘?
of customers rejecting the amount exceeds the £2 £7 £5 Fel ephon ep
humber supporting nterviews in Jul 23
G G - 500 from an online
Plan Acceptance 29% 79% 50% anel Aug ‘23
F 500 from an online
0, 0, 0,
Affordability 9% 27% 16% anel Aug ‘23

Using this analysis, we worked with our household panel to help further understand our acceptability and
affordability scores from the robust survey?2°.

Acceptability

In the robust survey we see a weighted score of 49% rating the 2025-2030 plan as acceptable, and 41%
unacceptable. However, in our acceptability testing3® we see support much higher at 68%. Our informed panel
audience were much likely to rate the plan as acceptable. For those that rated it unacceptable, poor
performance data and reputation were the main drivers. Panellists told us that low acceptability is much less
about the specifics of what is being proposed in the plans, and much more about the level of the predicted bill
increase (off the back of widely reported reputational issues, and poor performance data).

Combining the insight from our household panel with the feedback in our main survey, we believe there are
three main drivers for lower acceptability scores:

1. Reputation — dissatisfied customers score much lower than satisfied, and with damaged trust this reduces
the score.

2. Current performance combined with the research method — the approach shows customers current
company performance, although doesn’t highlight the company’s turnaround plan. This means the current
performance is shown to customers right before we ask them about a future plan. Whilst this provides
good levels of comparability to other water companies, the framing of current performance reinforces
reputational challenges.

3. Billimpact - the impact to bills is driven by significant investment in both future water and waste services.

27 SRN14, Section 1: Index, 201b - Southem Water - Water Futures Quant Wave 2 -Dec 22

28 SRN14, Section 1: Index, 182 - SW Smart Meters - Integrated debrief - Aug '22
29 SRN14, Section 1: Index, 207i - Southern Water - Household panel review of AAT scores Sep "23
30 SRN14, Section 1: Index, 207a - FINAL Acceptability and Affordability Presentation - June 23
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Affordability

In the robust survey we see a weighted score of 50% rating the 2025-2030 plan as either easy to afford or
‘neither’. (16% rate the plan as easy to afford). An equal nhumber rate the plan as difficult to afford. However,
in our acceptability testing3! we see those rating future bills as difficult to afford much lower at 24%. Our
informed panel audience told us that human nature is to vote ‘no’ to a price increase, thus even many who are
accepting of the need for investment are reticent to give permission to increase their bills. We see a response
often based on principle rather than true affordability, though of course there are some who genuinely will
struggle.

Combining the insight from our household panel, with the feedback in our main survey, we believe there are
three main drivers for lower affordability:

1. Cost of living - Whilst bills are relatively affordable today, the cost of living crisis means everyone is
feeling the squeeze.

2. Permission to increase bills - Some customers are reticent to give a ‘green light’ to bill increases.

3. Need for extra support —customers that need genuine support to help keep their bills affordable.

4.5 Detailed Feedback on Affordability

Bill affordability - Priority level 1, especially important to lower income households. The importance of
bill affordability is nuanced. Current bills today are felt to be relatively affordable compared to other utilities and
household bills. However, the cost of living crisis means customer are feeling the squeeze. In the most recent
data sources and with proposed increases to bills, future affordability has risen as a top priority in testing of
the plan. We also see the relative importance significantly increase for bill payers, who ultimately will be funding
the investment from 2025-2030.

“This is the big one now, overtaking the pandemic; families are being hit hard and will have
to make some major changes to their lives.” Household customer panel

Current Situation:

Our research shows that around 25% of our customers struggle with comfortable being able to afford their
outgoings®?, and 7% really struggle. Analysis of demographic data shows that around 30% are in the lower
social grades, with the Isle of Wight and North Kent having around 34% in the lower income levels compared
to more rural areas of North and Central Hampshire and North Sussex having between 22-27%. In national
research by Ofwat we see that up to 57% can sometimes struggle to pay household bills33 over the last year.

Around 40% of our customers are concerned around future water bills. The greatest concern from customers
on future bills is for energy, food, council tax and travel / petrol. Concern peaked in June 2022 and has slowly
been decreasing since the height of the cost living crisis.

31 SRN14, Section 1: Index, 207a - FINAL Acceptability and Affordability Presentation - June '23
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33 SRN14, Section 1: Index, 170 - Cost of Living Research March '23
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Figure 88: Customer concerns with future affordability of bills3*:

We have heard from customers that whilst water bills might be relatively affordable today, middle income
families are feeling the ‘squeeze’ with income not keeping up with rising costs. Any increase in prices then
mean customers must trade-off in other areas of their lives. For those that are struggling today, any increase
to bills is a real concern. They need help and support through schemes (e.g. social tariff) and payment flexibility
to aid budgeting. Even customers who do not struggle with their bills and our future customers want to ensure
the most vulnerable are supported. Businesses reference their need for stability of bills to help them plan and
budget.

Concerns over bills can also impact a customers’ wellbeing. In Ofwat’s research3® we see bill payers struggling
with their water bill were twice as likely as the average bill payer to report feeling depressed (42%). People
who struggled to pay household bills over the past year were also more likely to report negative day-to-day
emotions. More than half (55%) of bill payers who struggled to pay bills ‘all of the time' reported feeling
stressed, up from 50% in wave two. This compares to 13% of those who 'never' struggled to pay bills.

Future Investment:

Our customers have told us the environment is central to everything we do and whilst bills need to be
affordable, this shouldn’t be at nature’s expense. They are prepared to invest now for future generations, and
we must support those that need it most. Our customers have consistently told us they want their bills to be as
‘smooth’ as possible, balancing keeping bills low for those struggling with cost of living today and improving
the environment.

Customers expect a blend of solutions that think about best value for the long term and show credible progress
in the short term. They want us to make decisions that are based on best value. They often refer to investing
properly now rather than an issue getting worse and having to pay more in the long run. They want us to use
our expertise to go over and above, with the greatest focus on environmental benefits.

34 SRN14, Section 1: Index, 201a - Water Futures Quant Wave 1 - June '22
35 SRN14, Section 1: Index, 170 - Cost of Living Research March '23
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When talking about long term investment, through many different research projects, customers have
consistently told us that they do not want to delay investment to place the cost on future generations.

Figure 89: Feedback on bill profiles from our Main Stage Acceptability Testing:

Bill (£) Bill (£) an‘(;‘_- .

4
"\

-
w—

» Time > Time _plme
Now 2050 Now 2050 Nowi" 2050%

Instead, customers prefer a smoother increase. Some customers (e.g. larger businesses) prefer a jump in
the short term they call a ‘reset’ while others (e.g. lower income) would rather keep bills as low for as long as
possible to help with the current crisis.

Reaction to Price Options:
When we look at specific pricing options, we see higher bill impacts begin to raise a number of challenging
guestions and feel at the very outer limit of what could be deemed affordable.

B Customers were shocked by a scenario that pre-inflation bills increased to £733 in 2030 and are
even more so with this taken into account, despite inflation being applied incrementally.

- Less so initially but when we reach year 2027-2028 onwards this feels unaffordable for many of
our customers, adding to the worry of what already feels like an uncertain future.
- Many claim they simply feel they could not afford an increase such as this.

B A different scenario with a predicted bill impact (rising to £677 pre-inflation) of the proposed plan is
seen as affordable for most customers

- Affordability perceptions are not just about having the financial means to afford the predicted bill
impact, but also often a belief that water is a relatively cheap commodity with the research
having opened customers’ eyes to how much goes on behind the scenes

- The wider context of all household outgoings increasing in recent years also makes the
predicted bill impact less of a shock, and for some can help justify it

- However, there are some who will find it harder to afford the predicted bill increase

- These customers are more likely to be lower income, vulnerable and larger (family) households
who are feeling squeezed in all directions by the current cost of living crisis

- But there is also a small amount of principled objection to the proposed plan from some
customers in this response

- For those with genuine affordability issues, it is essential that we work hard to identify them and
promote awareness of the support available e.g. Social Tariff, as well as help with how to adopt
measured behaviour change to keep bills manageable

In order to mitigate this level of increase, it is felt that Southern Water should:

1. Fund a larger proportion from profits rather than customer bills

2. Give additional support to customers over and above those on low incomes / PSR e.g. including
those on middle incomes

3. Bring in new tariffs that take into account property size and / or better reward water efficiency

Our research into future tariff options highlighted that those with health vulnerabilities often have a need to
use more water, they feel it is unfair to be penalized for this to stay healthy and clean.
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“Keeping bills low for all customers -this is important due to the current rise in utility bills consumers are
currently facing and will face for the next 12 months at least.” Household customer panel

“People are struggling, and things are not showing any signs of improvement so perhaps decreasing share
holder profits while Southern Water is failing to meet its targets would be preferable than charging customers
even more money without delivery a decent service that meets or succeeds its targets.” Future customer

“My concern at the moment is the fact that people are struggling today with the high inflation levels, the high
fuel costs efc. Is there any way of flattening it for now?” Vulnerable customer

4.5.1 Social Tariff Support

In 2023/24 we currently have an agreed cross subsidy of up to £13 per year for a dual service customer. In
research we ran July 202336 we followed CCW guidance and approval before launching a new Willingness to
Pay survey for increasing the cross subsidy of the social tariff. From the findings we see:

B 60% of customers 'support or don't mind' an additional £3. CCW support this proposed increase.

B 56% of customers 'support or don't mind' an additional £4. CCW stated their support might be
extended for this level.

B At £5 we see over 50% (52%) of customer support or don't mind

B At £7 we see customer objection increase to above 50% (52%) - which matches the level of support
we have agreed today, compared to the previous Social Tariff Research (in 2018).

In analysis we also see that the level of support is impacted by our reputation. For example,

B Dissatisfied customers - £2 increased support is the point where support and opposition intersect
B Satisfied customers - £7 increased support is the point where support and opposition intersect

On reflection and given our reputation is poorer than other companies®” and we have a higher number of
dissatisfied customers, we want to ensure our most vulnerable customers are not penalised as a result. Based
on this insight, the impact of the cost of living and potential bill increases3®, we are proposing a £7 annual
increase to cross subsidy support.

4.5.2 Tariffs

Following recommendations from customers in our acceptability testing and our Customer and Communities
Challenge Group, in June and July 2023 we ran some research with our customers®® exploring the role of
tariffs. This was to help designing pilots for 2024, to help us learn before the introduction of smart meters in
2025-2030.

The insight showed us that for all tariffs, there is a need to clearly communicate the conditions and exemptions.
Customers have very real concerns that the proposed tariffs could otherwise disadvantage or even penalise:

36 SRN14, Section 1: Index: 130 - Social Tariffs Combined report Jul 23
37 SRN14, Section 1: Index: 170 - Cost of Living Research March '23129 - Customer Service and Reputajiege=hiarch '23
38 SRN14, Section 1: Index: 170 - Cost of Living Research March '23 and 207a - FINAL Acceptability
and Affordability Presentation - June '23

39 SRN14, Section 1: Index: 155 - Tariff Sprint Research July '23
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B Those with medical conditions, whose usage may be higher than others due to health reasons, and
for whom water is very much essential

B Those in multiple occupancy housing

Customer preferred more reward based tariffs rather than those felt to penalise. There was an overall
preference for a tariff that rewarded efficiency but also penalises wasteful consumption. This combination was
felt to be most likely able to lead to a shift in mindsets. In robust quantitative testing 4‘we saw the same
preference emerge that was felt to be appealing to 67% of our customers. However, it is key to ensure any
tariff is simple as complexity is likely to create suspicion around the motivation for its introduction. For more

information on tariff plans, see SRN08: Affordability, Section 3.3.3.

4.6 The Environment

The environment has always been important.

However, with greater awareness and links to the water sector, and visible
signs of damage (e.g. storm overflows), the importance to customers has
never been higher. With future generations and the impacts of climate
change, it will continue to grow in importance. During the COVID
pandemic customers told us that their appreciation of their local
environment strengthened. In 2018 we hear customers talk about ‘protect
and improve’ the environment, and now we hear ‘protect, improve and
restore’.

Customers want us to treat the environment better. The importance
of the environment continues to shape the customer world. Future
customers especially frame everything under an environmental lens.
Customers expect us to protect, improve and restore our natural
environment — which can be seen as an exploitative relationship. Storm
overflows are a prime example where public opinion is focused — but if
this can be turned around and we can be proactive in improving (i.e. not
just repairing) this can have a very positive impact.

We need to put nature first. Awareness of natural capital and nature
based solutions can be low to less informed customers. However, once
understood it is seen as the right first choice option — with most agreeing
that a twin-track approach with engineering solutions is needed. Future
customers especially see nature as the primary lead and would not
support anything that hasn’'t explored the natural options first, whereas
larger businesses tend to favour certainty and stability.

Customers expect us to make decisions based on best value. They
appreciate that it is often a blend of solutions that is needed. First making
use of what we have now. When we then design new solutions, they want
to see greatest value on areas that have environmental benefits —
particularly habitats, wildlife and ecosystems. Then we need to consider
the local community and wider wellbeing benefits such as recreation or
job creation. They want designed solutions to be scalable and sustainable
for future generations, considering the long term impacts not just the
short-term of cheapest.

40 SRN14, Section 1: Index: 201d - Water Futures Quant Wave 4 - Aug 23
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Figure 90: Future Customers
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“I don’t see storm tanks as being particularly environmentally friendly, so it would be better to concentrate
on the more environmentally friendly solutions first.” Household Customer

Customers are prepared to invest in the environment. When more informed, they are prepared to fund
environmental infrastructure. More so, they almost feel morally obliged to do so for future generations.
However, Southern Water need to play our part first and fundamentally customers need to trust that it’s fair
and we are delivering what we say. This can be done by showing customers what we are doing now — where
and what we are delivering. This is especially relevant with a more proactive approach on environmental
concerns. (i.e. how are we minimising the negative impact we are seen to have on the environment now).

Our customers expect us to demonstrate environmental leadership. They see us and the sector as the
experts, therefore we must use that expertise to evaluate the right options. Customers recognise the role they
and others play but expect the water sector and government to take the lead — and then they will play their
part.

“It’s not just our planet. If we’re causing this damage, then we should do something about it. But it’s not
just water companies as it has to be a partnership with agriculture, industry and others responsible too.”
Household Customer

4.6.1 Net Zero

Net Zero is a familiar and positive term to customers. However, it is not fully understood. It's generally felt to
be something that companies and governments need to work towards. Given this perception of responsibility,
it's relative priority to other services by Southern Water is generally lower. Initiatives, such as electric vehicles
or reducing emissions, are felt to be part of the day the day and will be met by legislation and the natural
adoption of ways of working. As a result, we seen limited support for any increase in funding through bills to
support enhancement of net zero. Customers as they feel they already pay through taxes and behaviour
change programmes.

“On changing to electric vehicles, the customer perception is that this will happen anyway with vehicle
manufactures being forced to change by government, thus there is no benefit in accelerating the
programme.” Household customer

When exploring further (e.g. exploring the energy use of water companies), more informed customers
recognize and acknowledge the importance of reducing carbon, especially for future generations. They are
pleasantly surprised that the water sector has agreed to meet government targets early and support that
ambition. Customers do question why targets such as net zero can be done so quickly, when other higher
priority areas (e.g. leakage) will take longer and only reduce by 50% by 2050. When meeting net zero ambition,
customers want targets that are met through the right long-term solutions rather than quick fixes. Offsetting of
carbon is not supported by customers as it does not address the root cause and is seen as ‘green washing’.

“Southern Water should remain committed to Net Zero, but that commitment should be part of a
balancing act on future needs. They are acknowledging leakage and other issues so [ think the ‘date
stamp’ attached to Net Zero is very unrealistic. Household customer

from
Southern o
Water =

91




X \\\\\\\\\\\\\\\\\\\\\\\\\\W

SRN14 Customer Insight
Technical Annex

Our most informed customers and stakeholders recognise the role carbon plays out in all of a water companies’
activity and embedded carbon. They site improved performance in areas such as leakage, and the knock on
impact this then has in reducing carbon. Stakeholders talk about how finding the right solutions where carbon
intensity is an important factor of the decision process. In areas of infrastructure, our customers want thee to
be designed and built in a way that protects the environment by being sustainable and scalable for the future.

“I think the balance would
come together. If you’re
not polluting or wasting
your harmfulness to the
environment would come
down naturally.”

Household customer

Future customers are far more challenging on carbon targets. For them, the
environment is central to everything we do. They do not agree with the trade-
off bill payers make between the environment and the economy. They not
only agree that new infrastructure must be designed and built in a
sustainable way, will not support a programme that isn't making
environmental choices.

“I would love to live in a society that prioritises economic and social equality and a more sustainable
way of living that aligns with the environment.” Future customer

Section 5: Assurance and Challenge

Ofwat and CCW recommended flexibility for companies to have ‘Independent Challenge Group’ (ICG)
arrangements. We designed our Independent Challenge Group arrangements to have the greatest impact
for customers. The core elements enable each area to play to its own strengths and expertise to drive action.
Our ICG is made up of 4 key areas of challenge:

Figure 91: An overview to our ICG Arrangements:
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Figure 92: An overview to our ICG Arrangements:
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We reviewed our 4 elements of assurance to ensure they deliver against the guidance from an Ofwat
position paper*'.

Table 7: Overview of Assurance Compared to Ofwat Guidance
Ofwat

Expectations

All stakeholders recruited are independent of Southern Water. Our accredited
Independence research partners facilitate the discussions with customers to maintain
independence. External assurance is run by independent experts.

The board attends every Customer and Communities Challenge Group meeting, with
Board 5 different members joining key meetings. Our Environment and Customer groups
Accountability have also shared feedback directly to the board. Summary from our groups has also
been presented to our board.

All groups and assurance are ongoing as detailed in the summary of approaches in
the sections below.

A deliberative process was used to provide regulatory and wider industry information
Informed to members across all groups. This is to ensure an unbiased understanding of the
key pieces of information needed in their respective tasks.

All notes from meetings are recorded and shared with members. Main findings from
customer panels are reviewed by customers involved.

Our stakeholder groups have a range of members with different expertise to
Representative represent our key customer groups. Demographics and regional differences are used
in our customer panels.

Ongoing

Transparent

/ WATER \\ i

PR24 and beyond: Customer engagement policy — a position paper - Ofwat Southern
— (1Y) water ==
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The range of topics covered are for all the areas that matter most to our customers.
Comprehensive | The groups themselves have driven the content to ensure we cover the correct topics
of interest.

Each of the groups started early in the PR24 process with regular meetings / reviews
to ensure sufficient time to cover areas of challenge.

Timely

5.1 Customer and Communities Challenge Group+

Objectives
e To help us improve - in areas where they can provide meaningful help and assistance through their
expertise / networks (e.g. community engagement, supporting vulnerable customers, working with
customers on storm overflows)

e Challenging our plan - by reviewing customer feedback from testing the business plan and
challenging areas of concern and reviewing the Southern Water response.
o They also played a vital role in reviewing and agreeing plan materials that were being used
with customers to test the plan

Membership

Senior leaders from stakeholder organisations representing customer interests from across the Southern
Water region. This included CEOs of a Chambers of Commerce, local Citizens Advice, a director for positive
youth engagement, and a director who assists customers to increase their income, reduce bills and get the
debt advice they need. We had up to 9 members of the group, including a CCW representative.

Approach

We held our first meeting of the group in April 2022. Over a dozen meetings have been held so far. Meetings
were run online to allow for members to represent our communities from across the South East. Our Chief
Customers Officer, support by Head of Customer Insight led the meetings and agreed the agenda with
members in advance. Each session was joined by a member of the Southern Water Board. Our Chief Executive
also joined a crucial meeting in July 2023 as we reviewed the feedback from the Acceptability testing of our
business plan, and how Southern Water was responding. Feedback from our Acceptability testing was
presented directly to Challenge Group members from an external insight partner.

We recruited stakeholders without significant price review experience and could represent the variety of
difference audiences from across the Southern Water region. With regulatory review built into the Price Review
process and CCW as part of the group, we wanted to hear from those outside of the sector with unique
expertise. Each meeting in 2022 would focus on helping engage members on various elements of the price
review process to deliberatively build up their knowledge and understanding. CCW and the attendance of a
lead member at the Central Oversight Group (COG)*3 helped link to wider industry updates. We also engaged
on everyday plans relevant to the price review, and of high importance to customers. This was to ensure the
group helped us improve at each meeting. Topics were customer focused and discussions were led by the
relevant technical in-house teams. Example discussions from everyday projects included:

B Storm overflow reduction plans
B Smart metering strategy
B Community engagement

42 For more information please see our Customer Engagement Technical Annex
43 The Central Oversight Group is a group made of chairs from all
water companies ICGs to share best practice and help to align roles
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B Education strategy

B |eakage

B Drought communication

B Social tariff and supporting vulnerable customers.
Impact

We feel the Customer and Communities Group is a huge success. The inclusion of technical leads engaging
with experts who represent a range of communities with their own networks has enabled us to make
improvements for our everyday projects as well as in the proposed business plan for 2025-2030.

5.1.1 Some of the recommendations that drove immediate improvements include

B Additional communications launched with customers to remind them of the temporary usage ban in
the summer of 2022 and review of channels for better customer recall in future years

B Helping widen the reach of the of social tariff and support materials by recommending the translation
to other languages being sent to community leaders to share

B Helping in understanding the impact of overflows to oyster farmers in Kent

B Advising on the re-working of long term targets of Storm Overflows (especially for the engagement
with customers)

B Challenge and recommendations on education, community engagement, support for vulnerable
audiences and insight programmes

B The group advised to include volumes of rainwater as part of overflows built into our communication

In helping to drive the business plan 2025-2030 further, the challenge has helped to:

B Improve business plan materials for testing — ensuring they were fit for purpose and clear for
customers.

- We completed all recommendations updated to acceptability testing materials — e.g. targets,
language, performance (e.g. supply interruptions) and ‘must do’ plan choices

B Recommendation to integrate the community and education programmes

- Integration has happened from 2022, but now part of the core community engagement strategy
for 2025-2030

B Supported recommendation to increase our social tariff to 45% and that it needed to remain into
2025-2030

- Additionally challenged to look at widening the support we offer, which we are proposing to
increase the number of customers we can help

B Support the need for smart metering and challenges on elements of the roll out
- Recommending that we will need to introduce them to help improve understanding of bills

B Recommended different tariff incentives for lower or higher more affluent users

- We carried out research and are trialling a tariff structure in 2024 that rewards more efficient
users, with plans to scale up between 2025-2030

B Developed an entire section of the plan on trust and transparency

- Following feedback from the group we created an extensive approach to support our 2025-2030
plan
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B Challenge our thinking on key targets and areas of improvements for customers
- Including storm overflows, leakage, supply interruptions and support for vulnerable audiences

5.1.2 Overview to Meetings

Since the group was created, we have covered a range of different topics to support every day
improvements and our 2025-2030 business plan. An overview to the topics, areas of challenge and main
actions are captured below:

Table 6: Overview to Customer and Communities Challenge Group Meetings

Meeting

Topics Covered:

Main Areas of Challenge:

Actions

3

e South East is a key area for the UK
- Blipess i * To be considering cost of living
group aqd affordability and support for vulnerable .Future lopics ne_eded o
expectations customers include community, water
e |ntroductions « Importance of sea swimmina and efficiency, smart meters,
27 April e Overview to ovz B — g debt and support,
Ofwat and CCW . pollution plans.
2022 guidance » Concern of reputation and transparency
issues .
Long term . Community engagement
strategic » Community engagement needs to look plan for PR24 to be
direction at local issues ) developed.
- » Need for Southern to better engage with
Consultations .
schools and community
» Reflection of so many bodies / -
Regulatory regulatory pressures from different Requfe;‘stt for CECt)_ lojoina
basics situations for PR24 ure meeting.
In-house vs e Many customers don’t understand Education to be part of
23 June outsourcing of aspects / water is invisible — so need to the community strategy.
5022 customer service engage
Overview to e Split opinion on local m-house service T e v e s
PR24 customer between a South East circular economy S s
engagement and keeping bills affordable water efficiency
approach ° g:;;lgeQ%Z :\? be hyper local with challenges.
Demonstrated difference
o Agreement that Smart Meters is needed of Smart costs to CCW
as part of the upgrade of infrastructure. .
But to ensure we are considering Ran add!tlo?al dr?lljlght.
Environmental impact of installs and ?:er?irt;]::klcf?olr?'nntsheo ?mng
Smart metering disruption caused group.
14t strategy » Greater communication on leakage : :
September Drought progress for drought comms and more 5;32??;’?,: ;?:tgn\glth
2022 communication proactive at longer term forecasts updated leaflets to be
Storm overflows | e Impact of storm overflows on tourism used with lifeguards
and trust in Beachbuoy and to be clear ’
about the amount of sewage in releases. | ~pn,
ged overflows
2050 target feels a long way off T e T 1y
demonstrate the volumes
of rainwater
e Social tariff » Key to work with other parties as Increased social tariff
Oth e Education gatekeepers for social tariff support to 45%
November strategy e Support to increase assistance to 45%
2022 e Community e More could be done to promote Water Developed and shared
Engagement Sure Tariff social tariff and support
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* L eakage

» Education needs to be for adults too (on
water efficiency)

e Support for the community grant
scheme and it's usage

* Challenge to ensure community
engagement is impacting through the
supply chain

leaflets into other
languages and distributed
through key contacts in
the group

Developed an education
approach through
campaign for water
efficiency

e Overview to

» The need to reflect different diverse

Expanded our testing to
ensure all panels
(including diverse
community leaders) would

97

acceptability community leaders and local test the plan
14t and communities
P affo.rdability . Mer_nbers to see questions before Meml_)ers signed off on
2022 testing testing questions
e Therole of the | » Some minor challenges to guidance
group for « Importance to understand the key Boosted basic sample
testing drivers requirements and
supporting work to ensure
we’d understand the
drivers
Acqe ptability e Agreement with pre-read information .
festing fe.edba_ck and questions for acceptability testing To review ﬂnal
6t EUEEETISLIE e Positive feedback on the pathfinder ernif I
Februa Storm overflows . : information and materials
ry : projects and a desire to hear more on
2023 propcts upd 25 storm overflows plans
Capital projects To hear more on the
engagement * Agreement on channels used for storm overflows projects
approach capital projects
» Draft business » Detailed feedback on draft plan to
plan ensure it was clearer and more Completed all
o Acceptability accessible for customers (e.g. targets, recommendations
testing phasing, units, language, explanation) updated to acceptability
assurance and o Recommendation that the Your water, testing materials
29t March how we plan to your say invitation needs to be hard
2023 go above the hitting to encourage sign ups and Developed a tariff testing
requirements consider those not online programme (ran in June
» Your water, your | e Consideration of different incentives for | "23) on trial incentives.
say plan higher affluent water users Currently being developed
e Water efficiency | ¢ Recommended the targeting of garden | for 2024.
update centres and other touch points
e Showed l_deated_ to materi_als for
Business plan gcceptablllty testing (e.g. \_/ldeo,
« Water plan mcluspn of target trgnslatlons, latest .
« Waste plan supply interruption view, language N/A — purpose of session
261 April P changes, difference between ‘must do’ was to ensure the group
2023 * Examples of and plan choices) were informed on our draft
storm overflows | , uestions on leakage and the impact of | plan
and harbour pressure on the network
programmes e Challenge that overflows and pollutions
are absolutely key for reputation
‘ x]a;&mz:n =0t  |Insight providing confidence as shows Affordability — completed
8th June research the depth of work that has been done further work on social tariff
2023 « Acceptability e Understanding that businesses tended to increase support
testing feedback to be more pragmatic around plans
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from * Endorsement and agreement with Engagement — developed
independent feedback from customers an approach to trust and
research » Want to see more on: transparency
company e supporting customers that will need
help (and possible flexibility of Leadership — are working
investment) on several plans (such as
« Engaging to rebuild trust storm overflows)
e L eadership of investment and
focusing to bring customers around
by working on what matters most
e Customers need to see the cultural
e Joined by transformation that is being done, Action to bring the group
Lawrence (CEO) (especially with real people). in future meetings to see
6™ July * Affordability and | e Impresse;-d wjth support that is there — the cultural transformation
and 26 alternative but considering those that really need programme
T delivery help and maybe optimistic with what
meeting to * L eakage they can afford Support for approaches to
- e Rebuilding trust | e Pleased to see monitoring and rebuilding trust
topics) and engagement technology in leakage ‘ )
» Wastewater e Pleased with approach and range being | Investigated specific
plans done to rebuild trust location of surface water
« Storm overflows | ¢ Specific case studies on surface water | flooding in Eastbourne
flooding
* Re-cap to e Discussions from the Central Oversight | Agreement with approach
customer Group on the use of the collaborative to customer priorities and
engagement research led by Ofwat the findings
e Final ¢ Desire from CCW to see the assurance
presentation of documents (shared) Members to help with
30th customer e Agreement around the challenges of signposting of the social
August priorities and water efficiency with a recognition Smart | tariff and support through
2023 triangulation metering will help future meetings
e Social tariff * Members want to make sure our social
proposals tariff is able to help as many customers | Agreement that members
e Drafted of a as possible. This will need more than will draft the statement
statement from just sign posting, and members can help | Which can be used to
members here support the plan

5.1.3 Statement from our Customer and Communities Challenge Group

The Customer and Communities Challenge Group is part of Southern Water's independent challenge
arrangements recommended by Ofwat and CCW in the development of the company’s PR24 Business Plan.
The Group’s role is to provide challenge in its areas of expertise and to scrutinise the company’s research and
customer feedback to ensure the Business Plan reflects the outcome of this engagement and customers’
priorities.

Since April 2022, the Group has engaged with Southern Water on issues such as storm overflows, supporting
vulnerable customers, its 2023-25 turnaround plan and rebuilding trust, as well as the proposed Business Plan.
In its meetings, the Group has had access to the company’s most senior managers and Directors and
attendance by non-executive Board members. This reflects the company’s commitment to the Group and the
value it places on it.

Through discussion and challenge, we have helped Southern Water to improve its drought communications,
the reach of its social tariff and support mechanisms for customers in vulnerable circumstances, and in the
development of its education strategies for current and future customers and its engagement with communities.
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The Group acknowledges that Southern Water faces a challenging reputational position to overcome, led by
issues of past and present poor performance, reinforced by negative publicity, which has damaged customer
trust. We are pleased to recognise and commend the determination of the company’s new management to
meet and overcome this challenge, the delivery of its turnaround plan in helping doing so, and the commitment
of its owners, Macquarie Group, to its long-term strategy.

In the development of its Business Plan, Southern Water has undertaken considerable engagement, using a
variety of techniques across a comprehensive range of customer types and groups. The company has used
independent research companies to carry out much of this work, including the form of engagement and the
materials used. While it was not the Group’s role to assure this research, it did have the opportunity to scrutinise
and offer feedback in the development of the materials for the company’s Affordability and Acceptability (A&A)
research.

Overall, the Group considers the process adopted by Southern Water for the independent assurance of its
research and engagement was effective. The company has been open in sharing research findings and reports
of its independent assurers, which included a presentation from the company carrying out the A&A research.

We are satisfied that the company’s priorities reflect those identified through its engagement with customers
and communities. We agree the most important areas for Southern Water are improving environmental
performance, engaging customers, and supporting those that need it to help keep bills affordable. To rebuild
trust it is vital that the company meets its commitment to being open, honest, and transparent.

While the PR24 Business Plan is not yet finalised, the Group is happy that the draft plan reflects customers’
priorities and that the company has effectively listened to customers in its development.

The Group looks forward to continuing to work with Southern Water and to challenging the company in:

B Providing support to customers in vulnerable circumstances and to those who bill increases impact
the most.

B /mproving engagement to raise customers’ awareness of the value of water and the role they play in
improving the water environment.

B Showing real leadership in the areas that matter most to customers and demonstrating the positive
work and progress being made.

B /mproving customers’ trust in the company.

Customer & Communities Challenge Group
September 2023

5.2 Independent Climate and Environment Group (ICEG)«

Objectives

The IECG plays a significant role in interpreting future environmental challenges and changing customer
expectations. The group will help develop multi-sector approaches to address shared climate and environment
challenges, looking ahead to 2050 and beyond. The group will also provide robust independent challenge,
expertise and advice to Southern Water teams, Executive Leadership Team and Board on the development
of our future plans and delivery of the 2020-25 environmental commitments to customers.

from
Southern o
Water =

44 jceg-annual-report-2022-23.pdf (southernwater.co.uk)

99




b \\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\‘

SRN14 Customer Insight
Technical Annex

Membership

The membership of the group has expanded over the year 2022/23. It now comprises local and national NGOs,
government regulators, the consumer council for water, local authorities (including their delivery partnerships)
and national parks, a climate expert and an independent from Portsmouth University.

Approach

The IECG meet quarterly with a mix of virtual and face to face sessions. Ad hoc meetings may be arranged
with agreement of group members, such as was the case when working on research into environmental
ambition for PR244. The group is independent of Southern Water and engages directly with the Board and
Executive Management. The Chair has an annual meeting with Southern Water's CEO and Board Chairman
to present an annual report from the group.

Impact
Arclaoas where the ICEG have agreed ongoing discussion and work with Southern Water include:
B Further improving the management information we receive, and therefore our ability to actively hold
Southern Water to account on the environment. A particular focus here is on the glide path to
Southern Water’s targets for CSO reductions

B Helping move to a better place based/locational presentation of issues and data
B Helping Southern Water understand the NGO/local authority/SME business model so as to improve

joint delivery
B Building consistent messaging to and working with communities
B Nesting individual environment actions and communication within a coherent big picture

5.3 Customers

We are committed to ensure we act on the feedback we hear from customers. However, sometimes in reports
and summaries the voice of the customer can be lost. We know that it is often the direct conversations and
feedback we hear from customers that can make a lasting impression. So as part of our ICG we wanted to
bring the voice of the customer directly to the decision makers within Southern Water.

Example projects include:
B SRN14: Customer Insight, sectionl Index:208f - WF2030 Customer Panel Committee - CEO letter
Sep 23
B SRN14: Customer Insight, sectionl Index: 175 - WF2030 Diverse Cultures Engagement Summary -
Aug '23
B SRN14: Customer Insight, sectionl Index: 200v - WF2030 Committee Meeting 5 Summary - July '23

B SRN14: Customer Insight, sectionl Index: 160 - Your water, your say - questions and answers -
June '23

Following our trial of a deliberative customer panel at the centre of the Water for Life Hampshire programme,
we launched the range of panels to be at the heart of PR24. In March 2020 we tested an engagement session
which brought together informed customers directly with the technical leads and senior decisions makers from
Southern Water. Because customers understood some of the challenges and options, it meant customers
were able to have detailed discussions on options. The Southern Water team still remember many of the
individual feedback they heard from those customers. So we learnt from this approach and brought this way
of working into PR24.

from
Southern o
Water =

45 SRN14, Section 1: Index, 107- Environmental Ambition Results FINAL Report - June 2023

100




X \\\\\\\\\\\\\\\\\\\\\\\W

SRN14 Customer Insight
Technical Annex

‘Customer Engagement’ sessions were run throughout the PR24 process, helping customers from across the
region to challenge our thinking. These included:

B August 2021 — On environmental ambition and priorities. A 2-hour online workshop with 24 young
people. Introducing young people to Southern Water’s present and future environmental strategies
and gauging participants’ buy-in and views. We also did sense-check our understanding of their
responses in the online community

B October 2021 — around 200 of the Executive, senior management team and top managers from
across Southern Water (live group) — on priorities

B  March 2022 — around 60 customers from our household and futures panel came together to
challenge 3 executive members and senior managers creating the business plan from Southern
Water and each other on our Long Term strategy

B May 2022 — Chief Customer officer and senior manages from the customer team as well as
members of the Customer and Communities Challenge Group on customer service areas (e.g.
Smart metering, service, priorities)

B January 2023 — Early plan feedback from 32 members of the household panel engaging directly in
breakout sessions on the elements of the plan they supported and challenged.

B March 2023 — Entire Exec and over 50 of the senior management team hearing from 8 customers
who had spent time reviewing the wider customer feedback on the plan and presented their case to
our management.

B Your water, your say June 2023 — As part of the guidance we ran a public engagement event with
131 participants with an independent chair, selected by Ofwat, to with open questions to 4 of our
executive team. This included our Chief Executive Officer, Chief Financial Officer, Chief Customer
Officer and Chief Operations Officer. We promoted it to customers through our website, social
channels, a random sample of emails & letters, community events, invites to key stakeholders and
customer panels. The topics covered in the session and the pre-questions reflected the wider
feedback we’ve had through a range of engagement channels. These included water supply and
quality, future water supplies (especially Havant Thicket reservoir plans), storm overflows, pollutions
and bonuses / dividends linked to our current performance.

B Following the event we gathered feedback with those who attended, with 66% rating it as a good
session. Most felt it was positive we were holding this types of events, with good leadership
representation. They welcomed more for the future. However, some wanted to be able to spend
more time on local or specific issues relevant to them. So in October 2023 we are trialling an in-
person event called “Your Water Matters’ which will have 10 different stalls run from across our
different services. This event is designed to support a community on their local issues.

For our panels, our future, household and business had a number of individual tasks they would complete.
So for each panel we set up ‘committees’ made up of 6-8 members from the wider group. They were
recruited by our independent insight partners to represent the different views they had seen across the
research. This group would then review the final outputs and summaries to help calibrate and further refine
findings. This helped to bring out the voice of the customer and provide an extra layer of assurance that the
interpretation of results in reporting accurately reflected the customer views.

5.4 External Quality Assurance & Advice

Our guiding principle was to have continuous and early assurance in the development of the 2025-2030 plan.
This is so we could make improvements throughout our engagement process.

For copies of the external assurance reports, please see technical annex SRN14: Customer Insight, sectionl
Index:

B 208a -PR24 Engagement Programme Assurance - W1 Dec '22

B 208b - PR24 Engagement Programme Assurance - W2 Mar '23 from
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B 208c - PR24 Engagement Programme Assurance - W3 Aug '23
B 208d - PR24 Engagement Programme Assurance (FINAL REPORT) - W4 Sep '23

December 2021 — This first wave focused on our Insight Strategy for PR24. It was made up of 4 experts from
customer engagement. Some were experienced from regulated sectors (including water) and others on
consumers. All were senior directors with a total of over 60 years of experience and were independent of our
research partners we regularly engage with. Our approach was split over two phases. The first was a
walkthrough by the Head of Customer Insight at Southern water who talked through the main parts of our
engagement plan. A Q&A session followed. We then shared materials to allow the experts to take away
thoughts, review and reflect. We then reconvened two weeks later for our feedback. Overall response was
positive, and recommendations included a focus on regional challenges and greater cross collaborative
working in the sector. Both areas we then built into our main planning and acted upon.

December 2022 — This was our first round of external quality assurance on our engagement. We asked Sia
Partners to provide the assurance due to their expertise and working within the sector, and with CCW on areas
such as triangulation. The first round was used to identify gaps and provide early feedback on our approaches
to the Ofwat guidance for Acceptability and Affordability Testing. Recommendations included to ensure fuller
coverage of insight in areas such as water quality, flooding and community. All of which we did through the
use of our panels and wider engagement.

March 2023 — This completed our first round of assurance with Sia Partners. It showed that areas highlighted
for recommendations in our Acceptability and Affordability testing had been followed and we had improved
across our areas of high quality engagement. Further recommendations indeed assurance into our
triangulation process and line-of sight to ensure we are acting on the customer insight. Some priorities scored
a rating of moderate in our assurance. We asked our assurers to review the main parts of Southern Water
direct research. However, in our analysis we also used:

B Internal flooding — Key parts from our Acceptability testing and use of CCW customer preference
research

B Bathing waters & rivers — CCW customer research on River Awareness and perceptions of river
water quality, as well as social listening into bathing waters.

B Support vulnerable customers — Benchmarking of support for vulnerable audiences, profiles of
demographics, recommendations from stakeholder groups and CCW research.

B Carbon emissions — In-depth analysis through our environmental ambition research identified the
key responsibilities felt to lie cross multiple areas, especially government.

B Regulatory compliance — In testing, whilst our customers felt this an important priority, they felt it
was the responsibility of regulators to manage.

B Customer service — In addition to research we looked at contact, complaint, social media, C-Mex
reporting (from Ofwat), CCW research and expertise from the institute of customer service.

B Community Engagement — We engaged over directly with communities to understand their issues.

July 2023 — This second round of assurance demonstrated the depth and breadth of our insight was of high
quality. Our triangulation process was assured and showed it met recommended best practice.
Recommendations included to ensure it remains a continuous process and that we share our insight widely,
especially with others. Recommendations are part of our engagement plans.

September 2023 — Our final round of assurance focused on pulling together all elements of the assurance
together and in reviewing how well our customer engagement was driving the plan. The line of sight assurance
was helping to assess accurate representation of customer insight and it being appropriately used in decision
making. The independent assurance found:

B “Following our review of Southern Water's PR24 customer engagement programme approach and
evidence, it is Sia Partners’ view that the programme meets Ofwat’s standards for high quality
research and that there is demonstrable evidence that the business has usegse er research to
inform its PR24 business plan and Long-Term delivery strategy.”
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B For the full report see technical annex SRN14: Customer Insight, section 1 Index: 208d - PR24
Engagement Programme Assurance (FINAL REPORT) - W4 Sep '23

Figure 93: Assurance Outcome Statement Provided by External Assurers:

PR24 customer engagement assurance

Ofwat have set out guidance on the standards they expect from companies regarding high-quality research for PR24 in their
final methodology published in December 2022. The regulator expects companies to provide assurance that their customer
engagement programme is of high quality and that customers’ views have been appropriately taken into account when
developing the PR24 business plan and long-term delivery strategies.

To support Southern Water with this requirement and demonstrate that its approach meets Ofwat's standards, Sia Partners
carried out an independent assurance of the guality of its PR24 customer engagement programme across two areas:

Part 2

Part 1

Assurance of the
use of customer

Assurance of
overall

engagement engagement
programme quality evidence

Figure 94: Assurance Outcome Statement Provided by External Assurers:

Scope of assurance and approach

We have provided our assurance over a period of 10 moenths from December 2022 to September 2023. The assurance has been a
phased and iterative ensuring the business has been able to act upon our recommendations for improvement as the plan has developed.

Phase 1

Gap analysis

Assessment of Southern Water's PR24 engagement.
approach (incl. strategy, governance and processes)
against Ofwat's requirements and best practice

Assurance framework design

Confirmed design of engagement quality and
engagement use assurance framework, adopting an
iterative approach over three phases

Part 1: Assurance of engagement quality
Assessment of Southern Water's (3W) PR24 customer
engagement evidence using a three-tierad
approach:

a.  High-level review of insight across SWs key
PR24 engagement questions

b. Robustness of insights per topic area / strategic
priority

. Assessmentof key sources against Ofwat
standards for high quality research

Phase 2

For the second assurance review we have built upon
the work in Phase 1 to update the Part 1: Quality

assessment and incorporated a new element (Part 2),

assuring the Use of evidence.

Part 1: Assurance of engagement gquality

= Updated Phase 1 assessment, incorporating the
latest insight sources and data from SW.

= Camied ot a deep dive assurance review on
qualitative alfordability and acceptability testing
materials

Part 2: Assurance of engagementuse

= Idangulation: Review evidence that the business
has implemented a triangulation of customer
engagement, applying a framework aligned o
COW guidance and best practice

= Line of sight: Assess whether the engagement.
evidence provide in each key area of thejplan is
an accurate representation of the research and
wihether it has been appropriately used by SW

Phase 3

For the third assurance review, we updated our
Phase 3 assessment for both Part 1 and Part 2,
based on evidence included and submitted as part of
the final PR24 submission

This included a review of additional research, notably
the quantitative affordability and acceptability testing
and a review of line of sight documentation for the
final PR24 business plan.

The final report will combines the reviews / reporis
over each phase, including an assessment of how the
business has responded to recommendations and
how scores have evolved versus previous assurance
phases.

Cur final report and assurance statement will be
shared with Southern Water's Board and will be
submitted to Ofwat with the final PR24 business
plan.

Decto Feb 2023

May to Aug 2023

Sep 2023
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Figure 95: Assurance Outcome Statement Provided by External Assurers:

Assurance outcome

Following cur review of Southern Water's PR24 customer engagement programme approach and evidence, it is Sia Partners’ view that the programme meets
Ofwat's standards for high quality research and that there is demonstrable evidence that the business has used customer research to inform its PR24 business
plan and Long-Term delivery strateqgy.

Owr key findings are summarised below:

Part 1: Assurance of overall engagement programme quality

a. Engagement programme: Southern Water has designed and delivered a strong PR24 engagement programme. There is clear evidence of engagement on
customer priorities, affordability and long term needs of customers and communities.

b. Evidence robustness: QOur assessment of evidence robustness found that all 15 business plan topic areas reviewed have sufficient coverage to inform the PR24
business plan. No topics were found to have significant or material gaps.

c. Research quality: Of the 31 research sources assessed, we found that across the majority, all Ofwat's standards for high quality research have been met. For
sources where recommendations were made for improvement in early assurance phases, there was a noticeable improvement in the quality of research delivered
in later phases. For PR24 Affordability and Acceptability Testing, we have found the approach and materials reviewed, for both qualitative and quantitative
research, met Ofwat and COW's prescribed guidance.

Part 2: Assurance of the use of customer engagement evidence

a. Triangulation: Our review of Southern Water's approach to triangulation found that it aligns with the Consumer Council for Water's (CCW) recommended
guidance, with some areas for improvement or where further clarity could be provided. The approach uses a clear and logical framework for weighting each
source and draws upon a large and varied set of data sources.

b. Line of sight: Sia Partners' assessment is that Southern Water has developed a clear and considered approach to demonstrating Line of Sight, that has been
reflected in practice. There is demonstrable evidence that Southern Water has aimed to develop a meaningful understanding of its customer views and that these
have formed a key part of its decision-making process for the development of the PR24 business plan and Long-Term delivery strategy. Southern Water has
provided a clear reference to the various parts of the business plan where customer insights have been reflected, and our review of several key documents found
that the evidence used was an accurate representation of the customer research.
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