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1. AT A GLANCE 

Engaging with our Customers and Communities 

This document draws together the key engagement that has helped to inform and shape our business 

plan resulting in a plan that is acceptable and affordable to our customers. 

Following on from PR19 engagement we adapted and evolved to take account of the feedback we 

received to ensure that we not only improved but also met Ofwatôs PR24 methodology fully. 

It explains how we have used our embedded Engagement Strategy introduced in 2021 to ensure that 

we have a strong body of evidence to inform the business plan. 

Our new strategy is linked together with our BIG conversations which help us to focus on five key 

themes of: 

 

With this new approach to engagement collecting a broader and richer set of insight we show how we 

have implemented our new triangulation process that helps us to utilise insights and understand when 

they are conflicting whilst also ensuring that the correct weight is applied to the insight. 

These processes will continue and will help us to prepare for our future business plans whilst also 

informing our service delivery plans. 

We have also linked together an assurance programme that has helped us to ensure that we are 

delivering on our processes as well as ensuring a clear line of sight between our insight and decision 

making through to the final business plan including: 

· Our 25-Year Vision 

· Our Long-Term Delivery Strategy 

· Our AMP8 Business Plan 

This new approach addresses feedback from regulators and our Customer Scrutiny Panel and 

ensures alignment with the PR24 methodology. 

We have 3 key phases of engagement which feed into the business plan and there has been multiple 

inputs of insight into each phase to ensure that we make the right decisions for our customers and 

communities. 

· Phase 1 ï Focuses on ensuring that customers priorities and preferences are understood and 

develop our company vision alongside starting to develop our long-term delivery strategy.  It 

additionally tested our long-term ambitions as an organisation. 

· Phase 2 ï Establishes the potential plan activities and customer choices.  This phase didn't just 

focus on some high-level activities but always ensured that we presented customers with real 

activities, costs, and outcome impacts.  Customers where always presented with high, medium, 

and low options so that they could more easily compare options as choices. 

· Phase 3 ï Acceptability and Affordability of our plan.  We have long recognised the importance of 

affordability, and this remains at the heart of our vision maintaining the lowest cost bill for water 

supply services in England and Wales.  This is particularly critical in the context of the current 

environment, and we know it's a careful balance to meet our customer expectations alongside 

still being able to afford the bill. 
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Our plan has focused on four key areas in terms of areas which were based on our phase 1 outputs. 

The four areas are: 

· Improving the environment 

· Lead pipe replacement 

· Smart metering 

· Leakage 

Whilst we weighed up the bill impacts from our ómust doô activities, we used our phase 2 engagement 

to help us design a plan that would deliver our longer-term ambitions, would meet our customer 

expectations yet be affordable. As customers did not choose the must do activities, we challenged our 

own efficiency of what we will deliver in our base funding and balanced out additional investments 

ensuring that it was necessary to undertake that investment to meet our chosen pathway. 

We throughout this period also tested our bill impact and profile along with a specific research topic 

relating to Small Company Premiums. 

During phase 2 we had strong support from customers on our chosen plans which provided a stronger 

and robust business plan to move into our phase 3 engagement of acceptability and affordability. 

Despite the current external financial environment, we achieved an extremely positive result for both 

elements of the plan. 76% of customers found our proposed plan for water supply services 

acceptable. Only 29% of customers said our proposed plan would be difficult to afford. 

Our engagement approach is highly robust, and we have summarised how our approach has met the 

high quality standards set out by Ofwat in its methodology. 
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3. OUR ENGAGEMENT STRATEGY 

A. Our Approach to Engagement 

As an essential service provider, providing water as a regulated monopoly we recognise the need for 

good engagement of our customers, stakeholders, and communities to help us understand our 

regionôs needs but also gain insight from others to shape how we both plan and deliver our future 

ambitions. 

Engagement enables us to not only identify insight to support what we aim for and want to achieve but 

it also provides an opportunity to identify opportunities and co-create solutions with our partners and 

customers, which in turn provides an increased chance of successful delivery. 

In this document we will show how we have adapted and evolved from our PR19 approach and how 

the insight that we have obtained from our embedded strategy has shaped our business plans. 

Our approach has adapted throughout AMP7 to meet best practice approaches and to learn from the 

comments made by Ofwat in its review of our PR19 engagement. 

We wanted to ensure that we adapted in a meaningful way with a focus on more ongoing insight 

testing that allows us to see understand the most up-to-date views of customers in what is a very fast-

moving external environment for our customers. 

To develop our engagement strategy, we have integrated all our learning and sought expert input from 

specialist research companies which enabled us to draw on their experience of other water company 

programmes, cross sector research approaches and a wealth of expertise in developing strategies. 

Implementing our new strategy for AMP7 

In 2020 we implemented our new strategy which incorporated all of that learning and best practice 

whilst ensuring that it met the current and future needs for us and the changing relationships that we 

want to create with our customers and communities. 

This new strategy focused on expanding our insight gathering and providing an embedded approach 

to drive not just our business planning processes, strategies and processes but also our day-to-day 

service delivery putting customer and community views at the heart of our plans and approaches. 
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Figure 1: Our Engagement Strategy 

 

Key themes ï By undertaking a mapping exercise we start by grouping together the key themes for 

us as a company and for our customers.  We know from our work with customers and others that 

everything we do can fit into one of these key themes, whilst ensuring that we have ófit for futureô 

model and approach. 

Who ï We have a broad range of customers and stakeholders and not everything is relevant to all 

groups.  By mapping our activities to key groups, we can engage with the right groups on the right 

topics. 

How ï We gain our insight from five key workstreams, which are: 

· Ongoing BAU ï we undertake ongoing engagement through many of our day-to-day activities 

which covers a broad range of our business including complaints, debt analysis, our Customer 

Scrutiny Panel, cross sector work and direct ongoing surveys of our customer base relating to the 

services they have received.  
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· Centralised Engagement ï Working with regulators and across the water sector in England and 

Wales we have centralised some key research elements for consistency and efficiency. 

· Community Engagement ï We undertake work with many community groups on a day-to-day 

basis which provides a perfect opportunity to gather insight about current and future aspects of 

our work.  For example, working with the farming community with our catchment management 

programme or our vulnerability stakeholders.  In addition, we work with stakeholders such as 

Housing Associations and local councils. 

· Collaborative Research ï We have shared research findings across the South East water 

companies to enable us to synthesise this research in addition to working at national level to 

understand approaches to insight activity. 

· Bespoke Research ï Where specific insight inputs are required and not already known by the 

company (or the known data is no longer relevant then we have commissioned research with our 

partners. 

 

What we learnt from AMP6 and PR19 

We have taken the learnings from PR19 and adapted our approach to enhance and embed our 

engagement within the organisation. 

Our learnings came from three primary sources: 

· Ofwat 

· CCW 

· Our Customer Scrutiny Panel (as then it was called Customer Challenge Group) 

· External reviewers 

Ofwatôs feedback from PR19 

Following the PR19 assessment, Ofwat provided each company with a view on their customer 

engagement and key aspects were identified to enable companies to improve their approaches, which 

is set out in Table 1. 
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Table 1: Ofwat PR19 feedback 

Identified challenge from Ofwat How we have adapted our approach 

More evidence on customers being 
engaged on longer term issues and 
views being incorporated in Business 
Plan. 

Our engagement strategy has focused on the six key 
strategic areas for our customers, and this is the 
backbone to our engagement strategy, engaging over 
time and deeper than we ever have before through our 
ongoing Customer Advisory Panel (CAP) research. 

We have built into every part of our plan how decisions 
have been informed by insight. 

More evidence on comparative 
information used to inform customer 
choices during PC research. 

Materials have been adapted to meet the high quality 
standards defined by Ofwat for research. 

More evidence on use of tracker 
surveys and ongoing complaints 
analysis outside of PR process to 
understand customer priorities and 
relevance of outcomes. 

Our embedded Customer Advisory Panel has focused 
on both óbig conversationsô and also barometer analysis 
on topics such as wellbeing, affordability and cost of 
living. 

Small number of customers 
engaged with. 

Our approach remains proportionate for our customer 
base, has been adapted to take account of more on-
going engagement and has been independently assured 
to give us confidence we are meeting Ofwatôs 
expectations of high quality. 

Companyôs approach to triangulation 
ï lack of independent assurance and 
unclear how ODI rates reflect 
customer views. 

Independent assurance from Sia Partners has been 
designed across the workstream activities and outputs 
and ODI rates are driven from a clear process set by 
Ofwat from centralised research. 

Lack of segmented research 
techniques. 

We have implemented a customer segmentation 
strategy which is used across all relevant research. 

Lack of direct engagement with 
vulnerable customers. 

We have engaged directly with customers in vulnerable 
circumstances. 

Insufficient evidence that company 
understands how customer 
behaviour may and should influence 
its approaches to resilience. 

This is a key theme of our strategy. 
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Ofwat also fed back the following feedback to our research that was used in PR19: 

Table 2: Ofwat PR19 assessment on research and methods 

Ofwatôs assessment feedback specifically for PR19 research 

Small number of customers engage with. 

Lack of variety in engagement methods and how used. 

No segmentation applied to engage including vulnerable customers. 

Uncertainty whether full breadth of customer base is represented. 

Lack of evidence that company is adopting the theme of customer participation. 

Consumer Council for Water (óCCWô) feedback from PR19 

CCW published key recommendations from PR19, though these were industry wide comments. 

Table 3: CCW PR19 assessment on companies 

CCW Industry Recommendation Embedding into AMP7 

Be clear how engagement informs 
Business Plan and be transparent on 
extent of consumer influence ï if itôs 
not possible to act on the outputs be 
clear how company has learnt from 
it and share across industry. 

We have implemented embedded engagement through 
our strategy including the development of a 
triangulation process. 

More focus on BAU engagement  
ï a wider programme of meaningful 
engagement to improve services. 

Our strategy focuses on ongoing research and 
customer engagement as well as our capturing our own 
teamôs feedback into how we deliver our services. 

More collaborative research on 
shared challenges to support 
innovation, reduce research gap 
between small and large companies 
and introduce consistency into 
research outputs. 

We have collaborated on research, both actual 
research and sharing research methods and findings 
with both South East regional companies and through 
national sharing of information.  

Companies should publish research 
materials and findings to make 
accessible to all. 

The South East region shares research data on a 
SharePoint site making it accessible and available to 
all. 
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Approach (1) that CCW would like to 
see ï reduce non-response bias ï 
more consideration of how to involve 
seldom-heard customers who need 
more flexibility of approach.  

Our research includes specific deep dives with 
customers who are harder to reach (vulnerable 
circumstances and affordability). 

Approach (2) that CCW would like to 
see ï reduce recall bias ï more 
observational research on how 
people and household actually use 
water, disposal behaviours, how they 
engage with water environment and 
to use these to inform customer 
communications. 

Whilst we have not undertaken specific insight in this 
area but our horizon scanning identifies the 
observational research undertaken by others and 
shared (such as the CCW Blue Marble water use in the 
garden research). 

Approach (3) that CCW would like to 
see ï close gap between highly 
informed consumers and average bill 
payer to ensure they support 
direction of travel ï more sense 
checking of Business Plans with 
consumers not previously involved. 

Our Engagement Strategy has ensured a broader 
reach that includes those customers that were 
traditionally hard to reach. 

Approach (4) that CCW would like to 
see ï create highly engaged 
research participants ï more 
immersive exercises. 

Our Customer Advisory Panel (CAP) is an ongoing 
panel of 1,000 customers who are involved with 
ongoing engagement and research. 

Approach (5) that CCW would like to 
see ï co-creation used more 
creatively to think outside the box. 

Our BAU team works with stakeholders around key 
areas of the business including: 

· Farming and landowners 

· Vulnerability and Affordability Stakeholders 

· Educational institutions 

Reduce research complexity to get 
meaningful views which can be used 
with confidence. 

We have ensured that our research is aligned, utilising 
similar methods and approaches to support our 
approach to triangulation. 

 

Customer Scrutiny Panel (was Customer Challenge Group (óCCGô) feedback from PR19 

Feedback from our CSP was predominantly relating to PR19 activities in response to which 

adaptations to that bespoke engagement programme were made. 

We took the challenge that the group made relating to vulnerable customers through creating an 

annual Vulnerability Stakeholder survey. 

Triangulation challenges 

Several assessments were undertaken following PR19 which focused on triangulation.  These were 

undertaken by industry experts commissioned by regulators such as Ofwat and CCW. It identified the 

following key triangulation shortfalls across areas of research.  We have reviewed this and ensured 

that we have adapted our approach through our new engagement strategy design. 
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Table 4: Triangulation reviews 

Identified challenge How we have embedded into our AMP7 strategy 

Selection of PCs and initial target 
setting relied on multiple sources of 
information. 

Our new triangulation process ensures that there are 
multiple sources of insight but that these are 
synthesised and triangulated through a robust 
framework and process. 

Ongoing challenge about Portsmouth 
Waterôs choice of approach to 
metering ï even after PR19 
adaptations the findings on metering 
were conflicting and not sure the 
results where robust enough to 
provide clear conclusions. 

Metering is a particular issue that has been researched 
with customers and stakeholders robustly during AMP7 
and the findings triangulated. 

Following PCs and Targets research 
remainder of research relied on 
single sources of info. 

Our new engagement approach has focused on 
utilising a broader range of insight and triangulation of 
the evidence base. 

WRMP consultation was not 
statistically representative ï therefore 
questioned weightings given to that 
research. 

Our approach to triangulation ensures representative 
weighting on views. 

Customer Panel (CAP) was not 
demographically representative. 

In AMP7 we have recruited our new Customer Advisory 
Panel that reflects our customer base and weighting. 

No formal triangulation process 
(scoring / weighting) ï but felt 
transparency was sufficient to 
understand reasons for decisions. 

Robust triangulation methods are embedded in our 
process. 

 

In 2020 we developed our ongoing strategy for AMP7. This focused on embedding engagement into 

everything we do with the ambition of making our insight sources more wide ranging with a clear 

emphasis on: 

· Considering the importance of engagement objectives, a clear reason for engagement and how 

we intended to engage effectively. 

· Focusing on making our engagement embedded through both our day-to-day activities as well as 

our research approaches, enabling us to better understand a moving environment. 

· Dealing with Ofwatôs comments on where they believe that our research could be improved. 

Our approach to gathering insight is no longer purely for creating our Business Plan but now supports 

all our strategic planning as well as our day-to-day service delivery. 

We have embedded our engagement strategy for AMP7 into everything we do, capturing insight and 

customer views along the way and have implemented methods that enable us to continually test our 

customer and community views. 
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To support our engagement strategy, we have implemented our new research groups which include: 

 

Customer Advisory Panel (CAP) 

In 2021-22 we set up our CAP which is made up of business, household, and future customers. 

This is a qualitative research group made up of: 

· 10 household customers split equally between ABC1 and C2DE demographics. 

· 5 future customers, being a group of customers who live with parents or are at university. 

· 5 customers in vulnerable circumstances ï with either financial or health vulnerabilities, including 

mental health. 

· 5 non-household customers.  

We utilised this panel through our specific business plan themes using the method set out in Figure 2. 

Figure 2: Our method of CAP research 

 

 

 

Barometer Group 

A representative group of 1,000 customers that have signed up to take part in regular quarterly 

research surveys across AMP7. 

 

Stakeholder Groups 

Over the AMP we have continued to explore ways that we can better engage with our stakeholders 

particularly through our community partnerships. We have worked alongside stakeholder groups in 

areas such as: 

· Catchment management 

· Vulnerability and affordability 

· Community engagement sessions such as those for Havant Thicket Reservoir  






























































































































