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Executive summary

Customers and stakeholders are central to our community focused approach. This Appendix
sets out in some detail our approach to listening to customers and stakeholders to inform our
Business Plan.

Our approach to customer engagement at PR14 was built on our experience of working with
customers and the community. At PR19, we strengthened our targeted engagement to ensure
we heard from as many different types of customers and stakeholders as possible. We have
used a range of approaches, both qualitative and quantitative to gather, test and value
opinions and preferences. This focused activity complemented our wider two-way ongoing
dialogue with customers and stakeholders.

The six-phase programme provided a structured, flexible framework that included end of
phase reviews. This iterative approach, with clear feedback loops gave us confidence that
emerging issues could be shared with the Customer Challenge Group (CCG) and considered
during the business planning process. Some of the key features of our programme included:

¢ Enhanced customer segmentation and stakeholder mapping to ensure we gathered a
diversity of views and opinions

e A comprehensive market research programme, moving from customer-led qualitative
activities, such as ethnography and focus groups to robust and statistically reliable
guantitative research

e Wider and more rigorous analysis of operational data from all customer contact
including customer services teams and social media

e A clear approach to triangulation using evidence and research from different sources.

Through our programme, we have found out what is important to customers and stakeholders.
These themes are summarised under each of the outcomes, in figure 1 on the following page.
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Figure 1: Customer themes mapped to customer outcomes

Throughout our programme our engagement generated findings that were used to inform and
influence the business planning process. In particular:

1. We confirmed that customers and stakeholders still supported the outcomes
developed at PR14. We changed the order to reflect customer priorities.

2. We developed a simplified list of Performance Commitments (PCs), to help to
communicate our commitments to customers and stakeholders more clearly.

3. We used findings to confirm PC levels and Outcome Delivery Incentives (ODISs)
reflecting strong customer and stakeholder support for reducing leakage.

4. We found that 82% of customers consider the final plan to be acceptable.
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Purpose and structure of this Appendix

This Appendix describes in detail how we have developed our approach, undertaken activities,
triangulated evidence and used findings to inform the development of our Business Plan.
Supporting this Appendix is a comprehensive suite of Annexes which includes examples of
research and triangulation. This selection seeks to demonstrate the breadth of our
engagement and the completeness of our evaluation. The list of supporting documents is set
out below Refer to Annex 1, Over 3 for the full list of PR19 engagement outputs. All annexes
can be found from page 75 of this document.

Annex Annex ref. Document ref.
Annex 1 Over 1 Arup, August 2018, PR19 Engagement Strategy
Overarching Over 2 Arup, August 2018, Triangulation Tool
Over 3 Affinity Water, August 2018, List of PR19 Engagement Outputs
Annex 2 El Blue Marble, June 2016, Pre-SDS Consultation: Online survey
Enabling findings
phase E2 OPM, April 2017, Drought Management Plan: Customer Survey
Annex 3 Pho0.1 Arup, October 2017, Triangulation Report: Phase 0
Phase 0
Scoping and Pho0.2 Affinity Water, September 2017, PR19: Triangulation and
Immersion validation of our phase 0 customer engagement
Ph0.3 Arup, September 2017, Phase 0: Operational Data Report
Annex 4 Ph1.1 Arup, March 2018, Triangulation Report: Phase 1
Ph 1 — - . ——
Listerﬁig and Ph1.2 Affinity Water, January 2018, PR19: Triangulation and validation
Learning of our phase 1 customer engagement
Phl1.3 OPM, October 2017, Draft Drought Management Plan
Engagement Event
Ph1.4 Ipsos MORI, February 2018, Social Tariff Survey
Ph1.5 Affinity Water, August 2017, Drought Management Plan Non-
Technical Summary
Ph1.6 Arup, February 2018, Customer Engagement Programme,
Operational Data: Phase 1 report
Ph1.7 Ipsos MORI, March 18, Phase 1 Triangulation: Market Research
programme; Research report
Annex 5 Ph2.1 Arup, August 2018, Triangulation Report: Phase 2
Phase 2 Ph2.2 Arup, May 2018, PR19 Customer Engagement Programme,
Testing and Triangulation methodology: Phase 2
Valuing Ph2.3 Ipsos MORI, May 2018, Draft Business Plan research: Qualitative
research — report
Ph2.4 Ipsos MORI, June 2018, Affinity Water Business Plan
Acceptability Survey: Research report
Ph2.5 Ipsos MORI, May 2018, draft Water Resources Management
Plan: Research Report
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Annex Annex ref. Document ref.
Ph2.6 Traverse, June 2018, dWRMP 2020-2080 and PR19 draft
Business Plan 2020-2025 Stakeholder Engagement Summary
Report
Ph2.7 Affinity Water, June 2018, Future Customer Secondary School
Survey
Ph2.8 Affinity Water, June 2018, Future Customer Secondary School

Focus Groups
Ph2.9 Accent, June 2018, Exploration of Supply Outage Compensation

Levels
Ph2.10 Affinity Water, April 2018, Our future plans: Consultation
document
Ph2.11 Affinity Water, March 2018, Our Plan for Customers and

Communities, A summary of our Draft Water Resources
Management Plan 2020-2080: Consultation document

Annex 6 Ph3.1 Arup, August 2018, Triangulation Report: Phase 3
Phase 3 Ph3.2 Ipsos MORI, August 2018, Phase 3 Final Acceptability Survey:
Revisiting Research report
and Assuring
Annex 7 BaUl Blue Marble, May 2018, Value for Money 2017-2018:
Business as Presentation of research findings
Usual BaU2 Hubbub, April 2017, Research Report #TapChat: Water Saving
Campaign
BaU3 Hubbub, November 2017, Impact Report #TapChat Water Saving
Campaign
Annex 8 CCal Terms of Reference
CCG CCG2 Minutes
CCG3a Proposals for working groups — resilience environment
CCG3b Proposal for working groups — affordability vulnerability
CCG4 Working protocol
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1 Setting the scene

1.1 An evolution in customer engagement

Introduction

Customers and stakeholders are at heart of our vision to become a truly community-focused
water company. We want to continue to meet customers’ and stakeholders’ needs and
expectations, both now and in the long-term. To do this, we need to continually engage them
in two-way and ongoing conversations and this approach must be built into the way that we
work.

Regulatory context

Ofwat’'s vision is for customers and stakeholders and wider society to have trust and
confidence in water and wastewater services. Whilst acknowledging the significant
improvements achieved in PR14, regarding the quality and level of rigour in customer
engagement, we recognise Ofwat is expecting a step change in PR19 as outlined in their final
methodology®. There are well-defined expectations and a strong emphasis for companies to
demonstrate a clear commitment and understanding of customers’ and stakeholders’ different
behaviours, needs, priorities and requirements. This means engaging customers and
stakeholders on an ongoing basis, ensuring two-way and transparent dialogue using a wider
range of techniques and evidence sources.

Building on PR14

Our approach to engagement at PR14 was built on our experience of working with customers
and the community. For PR19, we have strengthened and extended our targeted engagement
to ensure we heard from as diverse a range of customers and stakeholders as possible. We
have used a range of approaches, both qualitative and quantitative to gather, test and value
diverse opinions and preferences. Regardless of the approach we took, customers and
stakeholders told us they were concerned about the same things. We therefore felt confident
that with more than 15000 responses we had enough evidence to show that we had listened
to customers and stakeholders.

Customers rightly expect that we place their interests at the centre of our operations and their
needs shape the way we deliver our services. With easy access to information everyone
expects to be able to find answers at their fingertips. So, we had to respond and adapt to meet
customers’ expectations, whether this is in the way we provide and share information, provide
services or explain when we do not meet the standards they expect. Checking that we
understand customers’ expectations and identifying potential gaps in ‘what we think’ vs ‘what
they want’ was at the heart of our engagement programme. This was further strengthened by
engaging with stakeholders who represent or interact with customers in different ways.

Extending the successful engagement work performed at PR14 into PR19 allowed us to look
at long-term trends and changes in the results, across Price Review cycles. This has informed
long-term strategic decision making and investment planning, grounded in customers’ views
and opinions.

! Ofwat, Delivering Water 2020: Our Final Methodology for the 2019 Price Review, (December 2017)
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We reviewed our engagement work at PR14 and identified opportunities for improvement for
PR19, including:

1) Work in partnership with a customer and market research delivery organisation.
2) Take a structured project management approach to demonstrate:

a) Strong governance — with defined plans, accountabilities and reporting requirements.

b) Common understanding — by building and using a glossary of terms for consistency
across the programme.

c) Consistent and clear referencing — of documents and reports.

d) Unified approach — including the presentation of reports, use of a style guide, and
referencing

3) Adopt the most efficient and effective methods of engagement, understanding the
limitations and strengths of different approaches.

4) Deliver an iterative process, with clear feedback loops to the Business Planning process
and the CCG.

5) Apply a unified approach to triangulation.

The PR14 experience identified the importance of learning throughout the programme of
customer engagement and we adopted a similar approach to PR19.

At PR14 we undertook a full programme of willingness to pay research. For PR19 we have
considered the wider concerns in the market and from Ofwat’s Trust in Water document? on
the value of willingness to pay analysis and concluded that we will build on, but not repeat, the
economic testing performed at PR14. Instead we:

e used a combination of new innovative market research and customer engagement
methods

e reviewed the economic research carried out across the water industry

e used our own evidence from the quarterly Value for Money surveys

e carried out specific wilingness to pay surveys for particular Outcome Delivery
Incentives (ODIs) such as compensation for levels of interruptions

e triangulated the above with other evidence gathered across our engagement
programme.

1.2 Aspiring to even better engagement with customers
and stakeholders

Our approach

At PR14 we successfully achieved Ofwat’s ‘enhanced’ status reflecting the extensive level of
engagement we undertook. In PR19 we sought to build on this strong platform of engagement
by incorporating the learning from PR14, evolving and innovating the approach to meet
Ofwat’'s anticipated step change in customer engagement and participation. We followed the
good customer engagement principles from Ofwat and CCWater and we incorporated best
practice engagement approaches from other sectors.

We recognised that the methods and principles of good customer engagement within the water
industry are changing and customers and stakeholders expect more. This means we need to

2 Towards Water 2020 — policy issues: customer engagement and outcomes, (July 2015)
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explore more issues and take opportunities to use different tools and techniques to facilitate
research and hold conversations with customers and stakeholders.

Purpose of engagement

Our strategy for engagement? outlines the purpose of our engagement which is to:

e provide evidence that ensures our PR19 Business Plan and investment decisions
reflect customers’ and stakeholders’ priorities; offer the right solutions; at the right
price; supported by everyone with a vested interest in our water supply service

¢ maximise the use of data from our day-to-day operations alongside bespoke
engagement activities for Business Planning.

Aims and Objectives for the engagement

To achieve better engagement and ensure we ‘raised the bar’ we aimed to:

¢ build on past experiences and comprehensive work completed for previous business
plans

e achieve broader and better engagement and participation in the PR19 process

e draw from global best practice and adopt innovative engagement techniques that
enabled us to have more informed and collaborative engagement

e ensure engagement was an ongoing process

¢ develop a programme that fully met increased expectations from stakeholders and
reflected guidance from the CCG, CCWater and Ofwat.

From these aims we defined six engagement objectives for the engagement programme.

e We will understand customers as well as their worlds and priorities; moving towards
greater granularity and personalisation on the insights we collect.

e We will engage with more customers than before, and with more types of customers.

e We will use a wide range of methods and techniques; picking the right tools for the job,
to allow us to demonstrate a two-way and ongoing dialogue with customers.

¢ We will innovate through evolution and iteration; learning from previous engagement
activities and embedding a continual learning loop into our work.

e Our engagement will be honest and realistic; we will ensure we present customers with
real choices, and we will provide customers with feedback on how their views have
influenced our plans and the way we do business.

e We will start our engagement with an outline programme designed from the start, and
deliver all activities in a structured but flexible way.

Appointment of customer engagement delivery partner

We recognised that although our customer delivery contract strategy worked well in PR14, we
needed to take a different approach to enable us to deliver a step change in PR19. We
engaged a delivery partnership made up from Arup and Ipsos MORI to help us deliver our
ambitious customer and stakeholder engagement programme after a competitive procurement
process. Ipsos MORI is a global market research agency and Arup is a global engineering and
consulting organisation with extensive experience in stakeholder engagement. Together they
provided us with the required expertise, capability, capacity, insights and collaborative support
required to successfully deliver our customer engagement programme.

3 Arup, August 2018, Affinity Water PR19 Engagement strategy
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1.3 Engagement programme and activities

Activities within our engagement programme

Our engagement programme was designed to ensure that we could:
e set ambitious targets against a range of levels of service defined in Performance
Commitments (PCs)
o Develop and test a range of options to gauge acceptability and affordability for all
customers
e understand customer views on the level of long-term risks and challenges, including
resilience
e demonstrate and understand the different behaviours, needs, priorities and
requirements of customers
test how creative, innovative and stretching our proposed plans are
o ensure the CCG are able to confirm that our Business Plan is:
0 based on robust evidence gained from customer research and engagement;
and
o0 adequately reflects customer’ priorities and preferences
e ensure we comply with all statutory requirements of engagement and consultations for
specific process, including requirements for the draft Water Resources Management
Plan (dAWRMP), Drought Management Plan and Business Plan.

The engagement programme included the following aspects to ensure we met our objectives:
e a phased and iterative approach to engagement, building our understanding and a

common narrative

enhanced customer segmentation

bespoke and comprehensive market research

wider and more rigorous analysis of operational data

enhanced triangulation and validation processes

ongoing engagement and review by the CCG throughout the process.

These key activities are explored in turn below.

A phased approach to engagement

We designed and delivered our customer engagement programme through a multi-phased
approach that aligned to the Ofwat Business Plan submission timetable. We defined six
phases that corresponded with the phased development of our Business Plan and dWRMP.

Our phased approach allowed us to maximise our learning within the phases. The triangulation
process, at the end of each phase, enabled us to evaluate what we had found out, confirm we
were still ‘on track’ and define our objectives for the following phase. This outline process is
illustrated in Figure 2 and Table 1 below.
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Figure 2: Our phased engagement approach
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For each phase, we defined the objectives which ensured that we remained focused and on track to meet our wider objectives Afflnltywater
defined in the section above. Table 1 illustrates the outlined the phases, objectives and timings.

Table 1: Engagement programme

what does
Community mean,
what's going on in the
industry.

» Refresh the CCG’s Terms of Reference, their membership and
appointing a new chair to lead our CCG, Teresa Perchard

» Understand whether the outcomes were relevant and reflected
customers priorities and to provide quantitative evidence of
customers’ agreement for the inclusion of each of the four
outcomes requirements.

Phase Purpose Objectives Activities undertaken
Enabling To understand how « Understand and reviewing experiences from PR14 * We tested customer views on the existing four outcomes developed
phase things have changed, | ° Understand regulatory requirements for PR14 via an online survey with 503 customers

« We completed an online survey with 300 customers, representative
of the customer base to gain customer feedback about attitudes
toward drought and options for drought management

* We commenced the procurement process for engagement
programme delivery partner

» We developed our engagement strategy.

0: Scoping and
Immersion

Formal kick-off of the
engagement
programme including
finalising plans,
strategy for
engagement, and
kick-start
conversations with
customers.

« Review our vision, objectives and ambition for engagement

« Review our approach to customer engagement at PR14 and
lessons learnt

« Build on existing work in preparation of PR19 programme

« Establish internal governance structures to deliver engagement
services

» Review of Ofwat requirements for PR19

« Understand sources of operational customer contact and data

« Identify themes for initial engagement

« Explore customers’ issues and concerns; starting a conversation
with customers

 Carry out triangulation and learning to inform phase 1.

« Appointed professional delivery partners to provide engagement and
market research support

« Designed and developed our multi-phase programme of customer
engagement building on the approach from PR14

« Confirmed our objectives for the programme and gained Board
support

» Tested new approaches to gather unprompted views and feelings
form customers including:

« Completed ethnographic interviews with 15 household customers

« Co-created events with an environmental charity, Hubbub

* Held 16 focus group sessions using the ‘signpost post’ (see figure
5.6) to start the conversation with customers draw out their opinions
and views. The sign post focus groups presented comparative
leakage, PCC and bill data but not in order to 'lead' the conversation
with customers

* Interrogated our operational data to look for trends, similarities and
differences

« Evaluated other research and reporting (including those not
specifically commissioned for PR19) and reviewed recent
publications, such as Ofwat's draft PR19 methodology and
CCWater’s report on triangulation.

Triangulation (Sept 2017)

Triangulation and learning to inform subsequent phases

Our Business Plan for 2020 — 2025

Appendix 3
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1: Listening
and learning

Identify themes,
issues and priorities
across customer
base, including
vulnerable and
seldom heard groups.

« Identify issues, attitudes and opinions from customers

» Gather further information about customers’ expectations of their
water service provider

 Consult with specific customer segments, including those who
have been disrupted by interruptions to their supply and
customers in vulnerable circumstances

« Engage with relevant stakeholder groups and seek their views
and contributions on issues related to vulnerability and
affordability, and environment and resilience

« Continue to explore operational customer contact data, drawing
on other sources of operational data to help us understand
drivers of customer contact

« Triangulate findings from the different engagement activities and
operational data findings to confirm priorities, and ultimately help
define our PR19 PCs.

* Recruited an on-line community of 2000 customers and gathered
their views and opinions over a five-month period, we:

« Tested their views and opinions on their water service in five surveys

« Asked ‘quick poll' questions on seven different issues

« Built discussions using ‘step boards on three different issues

« Shared blogs and stories to explore issues in more detalil

« Held stakeholder workshops to gather views of groups, individuals
and community informers to corroborate customer engagement
findings

« Held stakeholder and customer forums on the Drought Management
Plan

» Held face to face interviews with customers who identified
themselves as vulnerable or had experienced an interruption to their
supply

« Surveyed a representative cross section of customers about their
views on our social tariff

« Explored operational customer contact data to understand why
customers make contact

* Analysed industry research with observations feeding into
triangulation.

Triangulation (January 2018)

Triangulation and learning to inform subsequent phases

Consult and engage
with a broad range
of customers,
stakeholders
regarding the
proposals set out in
our Business Plan
and Water
Resources.

« To consult and engage with a broad range of customers,
stakeholders and retailers regarding the proposals set out in our
Business Plan and Water Resources Management Plan to:

¢ Undertake further customer engagement relating to PCs or
where we do not have enough evidence

¢ Understand the extent to which customers find different
packages of service and hill levels acceptable

« Undertake further exploratory operational data research as
identified as part of the phase 1 triangulation

» Seek views on our dAWRMP preferred plan and alternative plans
to inform development of our approach

« Triangulate findings from the different engagement activities and
operational data findings to confirm priorities, and ultimately help
to finalise our PR19 PCs.

« Used mixed modes to explore and test customer priorities in the
dWRMP, 8 focus groups and an on-line survey of 1000
representative customers

« Explored the views of future customers using a range of discussion
groups and on-line surveys

« Explored stakeholders’ views on our dAWRMP and Business Plan
proposals

« Tested customer support for three different Business Plan packages,
as well as further consultation on the social tariff and review of
outcomes. We used eight focus groups (two for future customers)
and 825 face to face interviews with a representative cross section of
customers.

» Analysed industry research with observations feeding into
triangulation

« Carried out research to explore compensation levels for supply
outage.

Our Business Plan for 2020 — 2025

Appendix 3
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Triangulation (June 2018)

Triangulation and learning to inform subsequent phases

Revisiting,
assurance and
reporting for the
customer
engagement
activities
undertaken.

« Test acceptability of the final package including the bill which
takes account of inflation and wastewater

« Test the principle and package of proposed penalty and reward
levels of ODlIs

« Test and confirm acceptability of the social tariff proposals

« Test the concept of the Sundon Treatment works project which
was an original cost adjustment claim

« Gauge acceptability for long term investment and additional
resilience

« Triangulate findings from the different engagement activities and
operational data findings to confirming the final package and
assure the final PCs.

« Completed a series of ‘customer insight’ meetings that explored long
term challenges

» Tested acceptability of the final bill with 1000 representative
customers and confirmed acceptability of proposal for our Social
tariff, ODI and reward and penalty levels

« Completed a representative survey with 500 customers and found
out customers support long term investment

« Consolidated our findings form all phases and provided detailed
customer evidence to support our customer outcomes and PCs

« Identified opportunities for ongoing and future engagement.

Triangulation (August 2018)

Evidence the Final Business Plan submission

4. Transition to
business as
usual

Ongoing customer
engagement.

» Review our learning and experience from PR19 and compare to
experiences across the industry

« Promote and support our community strategy by aligning
stakeholder and community engagement activity

« Maximise opportunities to integrate customer feedback — from all
sources to keep abreast of customer concerns and priorities

» Develop our engagement strategy for the long term

 Develop plans for integrating learning from the customer
engagement into BaU activities which will be undertaken
throughout AMP?7.

Activities to be completed:

« Lessons learnt workshop

« Development of engagement strategy for the long term

« Implementation of relevant learnings from the engagement
programme ahead of AMP7.

Figure -3 below illustrates how customer engagement was used to inform and refine the customer outcomes, PCs and ODIs in the Business
Plan. In this report, more detail and findings are provided for each element of the programme.

Our Business Plan for 2020 — 2025
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Figure 1: Our six-phase iterative customer engagement process
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Enhanced Customer Segmentation

Customer segmentation allows us to understand, and respond to, the needs and requirements of different
customers and stakeholders.

Segmentation was carefully considered at two different stages of our market research firstly, during the
design stage and secondly as part of the analysis of findings. In the design phase, we used purposive
sampling, to target specific groups (such as those identified below), or representative sampling to mirror
the profile of all customers.

In the data analysis phase, we could disaggregate datasets to draw out any significant similarities or
differences. This allowed us to determine whether customers with different or common attributes had
different needs or priorities which could be researched further in the following phase, if needed.

We wanted to hear from customers in four specific categories:
¢ Vulnerable Customers
e Low pressure/ No Water for more than 12 hours
o Relatively more engaged customers
e Future Customers.
Bespoke and Comprehensive Market Research

The engagement programme outlined in our strategy was designed to achieve a well-rounded, insightful
picture of the viewpoints, concerns and priorities of customers. We deployed an extensive programme
of bespoke market research drawing on best practice techniques and approaches such as ethnography
and creating an online community of customers. The methodologies chosen for each engagement activity
were selected to meet the objectives and expectations set out in our engagement strategy and the phase
objectives.

We know that no one single market research method can be used to provide exploratory, deliberative,
conversational-based engagement as well as provide statistically reliable, quantitative results that could
be used to reflect all customers. We therefore chose to use a range of techniques and used the
triangulation workshops to evaluate and compare the relative findings and assess how well we had met
our objectives.

Wider and more rigorous analysis of operational data

The diagram below, Figure -4, illustrates the approach we took to sharing and using findings generated
from specific customer engagement activity or from ongoing and regular customer contact.

PR19 Business Planning

PR19 Specific customer engagement _

Ongoing customer engagement

Ongoing business delivery (e.g. wholesale, customer

Figure -2: Ongoing customer engagement through business operations



We compared operational data with the findings generated from other customer engagement activity.
This gave us confidence that we had identified, tested and quantified, what was important to customers,
regardless of the source. When testing our hypotheses, we wanted to make sure we made full use of
what we already knew so that we could be very clear about ‘what’ questions we wanted to ask in follow
up research.

An enhanced triangulation and validation process

Our approach was informed by the Consumer Council for Water's* guidance which describes
triangulation as the process of “using multiple and independent measures to examine a hypothesis or
conclusion being investigated, with the intent of using multiple perspectives to minimise bias and
maximise validity”. We followed four key principles from this CCWater guidance these were:

¢ The approach should be transparent and apply clear rationale
e It must be flexible for different needs and situations
e It must learn from contradictory evidence

e It must take deliberate steps to avoid confirmation bias.

We adopted the CCWater’'s seven-step process in the triangulation tool we used. These steps can be
seen in Figure 5 below.

Step 1. Key feedback findings by Performance Commitment

2
Step 2. Develop list of needs for further research

A4
Step 3. Assess robustness and qualities of feedback

A4
Step 4. Area of corroboration

2
Step 5. Areas of contradiction

A4
Step 6. Analysis of findings

\Z
Step 7. Create output

Figure 3: Our Triangulation process

Details of our triangulation process are included in our Triangulation Methodology [Annex 5, Ph2.2].

Triangulation was applied at the end of phases 0, 1, 2 and 3 to objectively evaluate and review findings
generated from different forms of engagement, communication and contact with customers and
stakeholders. We recorded all evidence in a triangulation tool Annex Over 2.

We held of number of end of phase triangulation workshops involving internal colleagues, members of
the CCG and external advisers.

The objectives were to:

e ensure evidence was robust and clearly presented

4 ICF for CC Water, Defining and applying ‘triangulation’ in the water sector, July 2017
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e discuss and challenge findings from different sources, considering the methodology, size,
segmentation etc

e gain consensus on the conclusions

¢ share findings across the business so that they could appreciate how they could / would impact
their area of the plan

e ensure the CCG were assured of, and confident in, the accuracy of the data/evidence that would
be used to inform of the business decisions

¢ identify areas of consistency and conflict
e decide what further research or investigation were needed.

Review and Working with the CCG

Involving the CCG allowed them to have a direct input and challenge at each stage of the engagement
programme. For more information about how we worked with the CCG, refer to section 5 of this report.
Further CCG information can be found in Annex 8.

1.4 Research methodology / the nature of engagement

We used a range of market research methodologies throughout the engagement programme which are
described below. Each activity was designed to meet a specific purpose and address research questions
within a defined timescale. These were finalised with our suppliers who designed the delivery to meet
relevant quality and security standards, including ISO 20252 (market research) and 1SO 27001 (data
security) standards.

Research methodologies, applications and limitations

A summary of customer interactions and research methods used for all phases used is shown in Figure -6
below. Details of research activities and findings per phase are provided in Section 4.
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Surveys:
face to face Online
-825 other

Focus groups Community
-464 Events
Stakeholder & consultations

Online- 10,979 1,922 forums - 80 849

Phone - 132

Surveys — Enabling— surveys (803n),phase 1- surveys(4,379), phase 2 —surveys (4297), phase 3 - surveys (1500). phase 2 - face-2-
face survey (825), D-Mex - pilot telephone survey (132)

Interviews — phase 0 - Ethnographicinterviews (55), phase 1 - In-depth interviews (17),

Online other — Phase 1 - online interaction (1922)

Focus groups (FG) & Stakeholder forums — Phase 0 —focus groups (127), Phase 1 —focus groups (33), phase 2 — focus
groups (260), phase 3 —focus groups (44). Stakeholder forums— phase 1 — (15), phase 2 — (65).

Community events and consultations — phase 1 — community events (752), phase 2 - consultations for AWRMP &
Business Plan (97).

- Quantitative research— 11,936 _ Qualitative research — 3,387
Figure -4: Bespoke market research activities — customer interactions
In Figure -6 we show two main approaches to market research — Qualitative and Quantitative.

Quialitative research includes discussion groups and in-depth open-question interviews. Participants are
purposively recruited; that is, the sample of the types of people to be involved is specified and a recruiter
identifies individuals of that type.

This approach aims to explore and discuss topics to gather opinions, feelings and priorities. For focus
groups, participants discuss issues between themselves and a facilitator will guide the group rather than
engage in the discussion.

This approach provides the space and time for people to reflect, deepen their insight and share
information. They are useful early on in a process to help understand how people discuss a particular
issue and can help refine options and test language that is used in quantitative research.

The results are not quantifiable or statistically representative, they are illustrative and exploratory, offering
insight into the perceptions, feelings, and behaviours of people rather than quantifiable conclusions from
a statistically representative sample. Discussions involving multiple customers and stakeholders will
inevitably respond to a group dynamic where some individuals may influence others.

Individuals recruited into these types of events are generally provided with some small refreshment and
given a ‘thank-you’ payment in recognition of their contribution.

Quantitative research uses technigues to generate statistics. This includes large scale surveys where
views and attitudes can be gathered using on-line questionnaires, paper based self-completion
guestionnaires, telephone or face to face interviews. Each method has different advantages and
disadvantages and these have to be weighed up against the costs.

Surveys can provide robust, statistically significant data on the views of a wide and representative sample
of customers. Surveys can provide a baseline, against which change can be monitored, such as the
Value for Money tracking survey or can test insights gathered from other approaches, such as testing
the draft Water Resources Management Plan, Business Plan and Resilience.
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Questions tend to be closed, with respondents choosing from a set of pre-set answers. This allowed us
to answer questions relating to “how many”, or “how often”.

The size of the sample selected will have an influence on the confidence of the result. A sample size of
1000, matched to the population will provide high quality data, when the results are viewed as a whole
set. If the data is further analysed, for example by community, the statistical confidence in of the response
reduces. See the table below. This shows that where a response rate of 90% or 10% is recorded to a
guestion, we can be confident that if different people were asked the same question 95 out of 100 times
their answers would be within +/- 1.9% of the original group.

This table illustrates that were responses are less consensual, the ‘confidence’ reduces, and the +/-
factor changes. It reduces further when the sample size is smaller. This means that the smaller the
sample size and the less consensual the result, the less statistically robust the evidence.

The smallest sample size for any quantitative research we completed was 500 participants. This gave us
confidence that responses, especially above 70% could be given a high level of confidence.

Table 2: Survey sampling tolerances: overall level

Approximate sampling tolerances applicable to percentages at

or near these levels

Size of sample on 10% or 90% 30% or 70% 50%
which survey result
is based
100 5.9 9.0 9.8
500 2.6 4.0 4.4
1,000 1.9 2.8 3.1
2,000 1.3 2.0 2.2

Surveys are also subject to “Total survey error” which include coverage error, sampling error and non-
response error: that is, quotas for specific characteristics may not have been met and the methodology
may have affected the results. For example, reaching out to a representative sample of customers to
participate in a face to face survey in their home will be different to on-line surveying.

We recruited our own panel for phase 1 research. The purposively recruited samples for the on-line
guantitative survey were drawn from existing panels, managed by others. Responders were incentivised
through the payment of a small reward when surveys were completed.

Some harder-to-reach groups of customers were under-represented in our samples — younger age

groups in particular. To overcome this, our suppliers used weighting strategies, which is standard practice
in market research.
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Challenges to take account of when exploring and using evidence

In some cases, designing engagement has meant trading-off different considerations — for example, the
need to provide customers with information around the context, background and the detailed proposition
and seeking to minimize the information overload for participants.

The ‘device agnosticism’ increasingly required for online survey (allowing completion on mobile devices)
isn't possible with the types of questionnaires we used. Survey questionnaires and discussions were
designed to be accessible as possible to customers while meeting research objectives.

Much of the evidence we collected was based on participants’ perceptions. It is important to remember
while these may not be factually correct, they represent ‘the truth’ to customers and stakeholders and,
as a result, are vital in understanding what customers and stakeholders want.

We recognise that there will be outside influences and biases potentially influencing customer views.
These include social desirability bias, status quo bias, and ‘liquid expectations’ where views are shaped
by experiences, such as with other utilities or other sectors.

The views given will also reflect the type of questions asked, the order in which they are asked (‘order
effects’) and the supporting information. Ipsos MORI have included references in their reports when some
information was difficult for customers to understand.

We also recognise that understanding the issues under discussion and the perceived ability to influence
decisions will affect motivation and willingness to engage.

Detailed reports

The reports on each piece of research describe the methodologies used in more detail. They include
information relating to the quotas and any customer segmentation that was applied, the detailed profiles
of survey responders, the questions asked, and the stimulus used to inform and aid discussion.

The reports also set out the way research can be used and its limitations. Ensuring that survey results

are statistically reliable is important when comparing the data for example, between different years or
different profiles, to ensure that any differences are real (i.e. statistically significant).

1.5 Compliance and assurance

Engagement outputs

A list of all engagement reports and findings, generated from our engagement programme, are included
in Annex 1, Over 3.

Achieving our objectives

As outlined in our engagement strategy, the overall success of our engagement programme will be
assessed independently by the CCG. Their assessment framework is derived from the expectations
outlined in the Aide Memoire for CCG>. We believe that our comprehensive programme, and the rigour
with which it was followed, will ensure we meet the CCG’s assessment criteria.

5> Aide Memoire for Customer Challenge Groups, (March 18)
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Throughout the engagement programme we checked our progress against the CCG assessment
framework in the Aide Memoire for CCG*? but did not present our self-assessment to avoid prejudicing
the CCG’s own independent assessment. To ensure delivery of our objectives we followed the approach
outlined in our engagement strategy and measured our success as noted below in Table 3.

Table 3: How we achieved our objectives

We will understand

Using ethnographic interviews

Quialitative and

Enabling

customers as well as  to start in customers’ worlds guantitative phase, phase
their worlds and with unprompted conversations = evidence to 0 and phase 1
priorities; Using day-to-day customer triangulate

contact data to understand why

customers are contacting us

unprompted.
moving towards Exploring through prompted Qualitative All phases
greater granularity guestions on specific areas to evidence to
and personalisation give greater granularity to key triangulate
on the insights we themes
collect. Targeted segmentation of key

customer groups to derive more

specific insight (e.g. vulnerable

customers)
We will engage with 22% more All phases
more customers than customers
before, compared to

PR14

and with more types Segmentation to ensure All phases
of customers reaching target groups
We will use a wide Some of the range of methods  Qualitative All phases
range of methods and includes: Community of
techniques; picking customers, online surveys,
the right tools for the  focus groups, quick polls, in-
job, to allow us to depth interviews, large scale
demonstrate a two- survey interviews, stakeholder
way and ongoing forums
dialogue with
customers.
We will innovate Our overall engagement Qualitative Phase 0 —
through evolution and = strategy was informed by our Phase 3

iteration; learning
from previous
engagement activities
and embedding a
continual learning
loop into our work.

Our Business Plan for 2020 — 2025

work at PR14, as well as
examples from elsewhere. We
had specific periods for
reflection and triangulation at
the end of each phase, and
learnt and iterated as we went,
for example the polls for the
community of customers
emerged through the process.
We had iterations of some key
reports, such as phase 1
operational data and
triangulation, building and
learning over these iterations.
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Our engagement will = Propositions were only put to Qualitative Phases 2 & 3

be honest and customers once we had a
realistic; we will reasonable understanding of
ensure we present regulatory requirements, costs,
customers with real deliverability and technical

5 choices, feasibility. This meant that we

went back to customers with
additional, realistic propositions

in phase 3.
and we will provide The Community of Customers Quantitative Phase 1
customers with provided a way for us to and qualitative = Phase 4
feedback on how feedback to customers
their views have throughout the process.
influenced our plans We have also committed to
and the way we do producing communications for
business; customers following the

submission of our Business

Plan.
We will start our We developed an Engagement = Qualitative Enabling
engagement with an Strategy between January and phase &

6 outline programme July 2017 [Annex 1, Over 1]. phase 0

designed from the
start,
and deliver all Ongoing application and flexing | Qualitative All phases
activities in a of the strategy as designed.
structured but flexible = The remainder of this document
way. sets out what we did, and how

this built on the original strategy
and programme design.
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2 Customer and stakeholder context

2.1 Overview

Responses to surveys, questionnaires and interviews will be influenced by a range of factors that have
been discussed in section 1.4. We need to consider how other issues can influence responses at
different times. These bigger contextual issues are discussed below.

By taking account of these wider issues, it helped us understand ‘why’ and ‘how’ views, comments or
opinions have been expressed, not just ‘what’ has been recorded.

2.2 Macro-trends and customer and stakeholder sentiment

The world is constantly changing and we are being increasingly influenced by what is happening in the
broader political, economic, societal, technological environment in the UK and beyond. Many of these
trends are shaping the way we work with and talk to customers. We know that external issues can and
will affect responses to market research and customer sentiment and have taken these into account
during our interpretation and triangulation. For a more extensive list of global trends and shocks and
stresses, see Ensuring our Long Term Resilience, Chapter 9.

Increasing customer expectations

o Customer expectations are moving away from the basics of fair pricing and a quality service to
more demanding ‘wants’ including proactive, personalised interactions with an increasingly
connected, digital experience, 24 hours a day.

e Increased expectation for tailored, personalised communications. Customers want to know that
their situation, income, geography, demographic, type of customer etc. is being taken into
consideration when being communicated with and billed.

¢ The water industry is responding to this increased expectation to satisfy customer’s needs with
the introduction of new customer satisfaction measures C-Mex and D-Mex. The existing SIM
score tracks customer service throughout the year and performance of all water companies is
ranked.

e Brand trust and awareness is increasingly important.
e Dealing with new data protection regulations.

e Expectation that services go ‘above and beyond’ the call of duty including responding 24/7/365.
Supply interruptions

¢ Interruptions to water supply prompts customers to make contact to complain, to seek information
and advice.

e Extreme weather can cause widespread water supply interruptions. In March 2018 the ‘Beast
from the East’ is as an example of an extreme weather event that had an impact beyond those
directly affected. We saw that customer satisfaction dipped around January to March 2018. This
dissatisfaction may relate to customers’ feelings about the level and type of communication they
received. This was highlighted in Ofwat's Summary paper ‘Out in the Cold® when they stated that

6 Ofwat, ‘Out in the Cold’: Water companies’ response to the ‘Beast from the East’, (June 2018)
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a number of water companies failed to prepare their customers for the impact that the cold
weather might have on their supply.

¢ Interruptions caused by flooding may have an impact on customers views and opinions especially
around drought and hosepipe bans. Customers told us that they think the UK is a wet country
and we get heavy rainfall [phase 2 dWRMP focus groups, Annex 5, Ph2.5 and phase 0
ethnographic interviews, Annex 3, Ph0.1] making it a challenge to engage them on the issue.

Socio-economic trends

e Increasing economic anxiety and prominent news coverage of the water industry can modify
customers outlook e.g. around executive pay (see section 2.2) and general uncertainty
surrounding Brexit.

e We understand that looking after the most vulnerable members of our community is an emotive
issue and is one to which we attach great importance. We are committed to providing an inclusive
service covering both affordability and vulnerability and recognise that customers struggle with
both these aspects, see Great Customer Service Chapter 7 for our proposal on vulnerability.

e Customer expect a 'one-stop shop’ and we are working in collaboration with other utilities to
provide joined up services. We are part of a major new initiative with the water and energy sectors
to increase the number of customers signing up to the Priority Services Register (PSR). For more
details see Great Customer Service Chapter 7 for our proposal on vulnerability.

e Population growth and new housing developments in the south east will lead to an increase in
demand for water and potentially impact long term water supply. This is addressed in detail in
the dAWRMP.

Political forces

e Current uncertainty around Brexit has impacts on affordability and vulnerability as economic
uncertainty and anxiety rises.

e Consumer confidence nationally “continues to show an underlying downward trend since Brexit;
while it has shown signs of a slight rebound in early 2018, this coincided with difficult times for
the water industry.” (VfM survey, Figure -7).

0 Thames Water major fines — March/June 2017

Labour manifesto includes nationalizing utilities — May 2017

Fatberg hits the headlines — September 2017

Labour conference water nationalization plans back in the headlines — September 2017

Labour promises cost-free nationalization of water industry — February 2018

Cold weather causes widespread water supply interruptions — March 2018

O 0O0O0O0

June ‘16
— Brexit
vote

UK
Consumer
Confidence

Index
(Source GfK
NOP)

May Jun July Aug' Sep Oct Nov Dec Jan Feb Mar Apr May Jun July Aug' Sep Oct Nov Dec Jan Feb Mar
16 16 '16 16 'i16 '16 '16 ‘16 ‘17 ‘'17 'i7 '17 ‘'17 '17 ‘17 17 ‘'17 '17 '17 '17 '18 '18 '18
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Figure -5: UK Consumer Confidence Index, Value for Money Survey

2.3 The customer context

Understanding customer context: phases 0 and 1

Several themes emerged from phase 0 and phase 1 research that helped us understand customers’
point of view.

A common set of themes emerged from the different strands of research. Customers told us:

1. Water supply is essential:

The water supply is a constant feature of everyone’s lives. Water is valuable to everyone and
it's essential to run a household. It is dependable — and often taken for granted.

2. There is little sense that water will “run out”. Customers don't feel a connection with their water
and are not really interested in being more engaged:

People consider themselves as users of water, rather than “customers” or “consumers”. They
do not engage in the service in the same way as they do with other utilities, like electricity or
gas. They cannot shop around for better deals from alternative suppliers

They pay little attention to the bills they receive or the prices they pay. There is no perceived
benefit (or incentive) to them of being more engaged.

3. There is scope to improve information and choice:

There is low awareness of ‘Affinity Water’ and what we do. People typically needed prompting
to know that we were their supplier, though there was a vague sense that the name had
changed from something else

More could be done to promote ‘Affinity Water and the services we provide — for example,
free water saving devices, though it is unclear just how much this would benefit the business
or customers

Be more proactive and less reactive — customers tell us they want to know what we have done
as a result of their feedback

A half-open door — there’s a vague sense that water could / should be better conserved, and
customers are willing to listen.

4. They respond in different ways

We saw that customers responded differently to the stimulus material used by the facilitators.
Some individuals started making trade-offs, once they had grasped some of the key
challenges while others withdrew.

We were challenged by responses that stated ‘I don’t know or | don’t mind’ or | don't care
much — just get on with it". There was a consensus that most people are happy to let us get
on with our job so long as they are kept informed.

Understanding customer context: phase 2

e The themes emerging at phase 2 were very similar to phases 0 and 1. Customers awareness of
‘Affinity Water’ (and our services) remained low; 70% don’t know very much (54%) or nothing at
all (16%).
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The most commonly held position is contentment to “let Affinity Water get on with their job” as long as
customers were kept informed about what we are doing. Customers don't tend to think about where their
water comes from and terms like supply and demand were confusing. Customers held the view that
there is enough water for everyone in the UK which is a 'wet country'.

Quialitative research revealed that customers welcomed the opportunity to talk to us and give us
their feedback. They liked that we have produced a future plan that addresses challenges
sustainably. However, many questioned the value of their feedback as they felt the content of the
plan had already been decided and customers felt they lacked the expertise to make these
decisions.

Customers are broadly positive about their water supply, the quality and reliability.

They are especially positive about reliability (91%) [phase 2 dWRMP survey, Annex 5, Ph2.5]; water is
assumed to be “always there”. Consequently, water is not something that is given much thought,
particularly in comparison to other utilities where customers have more choices to make.

Water bills are considered better value for money (57%) when compared to other utilities (29%).

And 87% report no problems with affordability and paying their bill on time [phase 2 Business Plan
acceptability survey, Annex 5, Ph2.4].

Understanding customer context: phase 3

In phase 3 we revisited some issues and completed the research during a very hot and dry period. We
saw little difference in the issues that customer felt were important.

There was some concern about drought and its impact on the ability for us to supply high quality
water in the next 5 years and the next 20 years. A number of water companies around the UK
had asked customers to reduce their consumption over the hot summer months and the media
broadcasted impending hosepipe ban threats. This may have influenced customers opinions
around long-term investment and planning, drought, water security and the ability for us to cope
with demand during adverse weather conditions.

Over the last 12 months, there has been media coverage around corporate trust, and executive
pay across all industries’. This has led to Ofwat producing further guidance on “putting the sector
back in balance®. This backdrop may have influenced customers views, and meant that we saw
increased levels of cynicism from some customers.

Stakeholder context

Stakeholders, by contrast with customers, were very articulate about the macro challenges we faced as
a supplier in the water industry; specifically demand growth and climate change. Collaboration across
industry was strongly advocated by stakeholders, particularly when thinking about climate change
mitigation. Outside of that, stakeholders tended to comment on their specific area of interest.

7 For example, https://www.bbc.co.uk/news/business-45183881
8 Ofwat, Putting the sector back in balance — summary of Ofwat’s decision on issues for PR19 business plans, July 2018,
https://www.ofwat.gov.uk/publication/putting-sector-back-balance-summary-ofwats-decision-issues-pr19-business-plans/
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3 Customers and stakeholders
3.1 Context

As set out in section 2 above, we know that customers are largely content with the service and the quality
of water that we provide. However, they feel a lack of connection and have no choice over their supplier,
which appears to lead to a lack of engagement. In this chapter, we set out the profile of customers and
stakeholders in more detail. This builds on the introductions given in earlier chapters.

Customer segmentation is a valuable step to ensure that we know, understand, and can respond to, the
needs and requirements of different customers.

We have approached segmentation in two, related, ways throughout the programme:

e as partof design i.e. using purposive sampling to target specific groups of customers (qualitative
research projects) or representative sampling to build a sample containing a cross-section of
customers which mirrors the profile of customers; and

e aspartof analysis i.e. disaggregating datasets to draw out where there are similarities and points
of difference

3.2 Customer profile

Customers are not a single entity; they are made up of 3.6 million individuals. It is not possible to
continually communicate with each customer, so we use representative samples to gather opinions and
test options.

Customers in our supply area

The customer community profile in our supply area is similar to the national average, when compared to
the 2011 census see table 4. Across the demographic characteristics of age, gender, employment status
and race there is a variance of <2.5% compared to the national average. This is detailed in Table 4 and
Table 5. The exceptions to this are the categories of 'White' customers who make up 11.48% less of the
customer community and '‘Black’ customers who make up 8.69% more of the customer community when
compared to the national average.

Table 4: Customer profile in our supply area compared to the GB average

paf_res | pop2011 |% pop|adults adults Age Age Age Age Work_full Work_notfull White Mixed Black Asian Other
adults| men women 16- 25- 35- 55+ % % % % % % %
% % 24%34% 54 %

%

Affinity | 1,464,320 3,510,140 79.97| 49.21] 50.79|13.96/17.39| 35.533.15|  43.66 5634/ 745 289 162 471 173
Water

GB 28519425 61350732 8127| 49.11| 50.89|14.6216.41| 3423477 4134 5866/ 8598 218 751 332 101
. | 13 o1l -01]-066] 098 13[-1.6 232 -232[-1148) 071 869 139 077
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Table 5: Customer profile in our supply area compared to the GB average

paf_res pop2011 |% pop| AB % C1% C2 % DE% ABC1% O/O SRS % PRS % % rent
adults
Affinity Water 1,464,320 3,510,140 79.97] 2743] 3223] 1942 2092| 59.66 66.54 1555 167 32.25
GB 28,519,425 61,350,732 8127 2231 3091 2087 2591 5322 6413 18.23 1629 34.52
+/- | -13] | 132 145 -4.99) | 241 -2.68 041 -227]

Customers in our supply communities

There is some difference between our communities, detailed in Table 5: Customer profile in our supply
area by community and Table 6.

The populations of the communities are very different, in size with 147,592 people in Brett rising to
948,585 for the largest community, Pinn. This meant that when we set representative quotas the
‘numbers’ for Brett and Dour could have been too small to provide statistically representative data.
Therefore, for some quota’ d surveys we increased the representation or weighted the findings in these
communities to make them large enough to analyse.

There are variances in the racial demographic make-up. Brett has the highest proportion of ‘White’
customers at 97.34% and Pinn the lowest at 50.81%. The communities of Brett and Pinn have an
opposite age profile. 21.48% of Pinn's customers are aged 25-34, this is only 11.42% in Brett.
Conversely, 49.14% of Brett’'s customers are aged 55+, this falls to 28.18% for Pinn. Pinn also has the
highest proportion of ‘Asian’ customers of our communities with 9.24%.

For information on how we used the customer profile data to influence segmentation and sample size,
please see section 3.4 of this document.

Table 6: Customer profile in our supply area by community

WRZ paf_res pop Age Age25- Age Age Work full Work notfull White Mixed Black Asian Other
2011 16-24 34% 35-54 55+ % % % % % % % %
% %

1 - Misbourne 137,679] 320,040 11.75 13.59 37.05 37.61 44.57 5543  89.71 222 624 143 0.4
2 - Colne 182,231 433,811 12.61 1749 36.88 33.02 45.89 5411 7738 3.12 14 4.2 1.31
3 - Lee 295,032 689,680 15.33 17.73 3529 31.65 43.78 56.22 7892 291 125 483 0.85
4 - Pinn 361,048 948,585 15.62 2148 34.72 28.18 43.55 56.45 50.81 417 31.8 9.24 3.97
5 - Stort 125,800] 283,055 1239 14.06 37.31 36.24 45.22 54.78  93.95 1.65 253 1.55 0.32
6 - Wey 214,748 520,265 13.55 17.15 36.75 32.55 45.69 5431 7633 252 165 3.04 1.64
7 - Dour 74987 167,112 1295 1331 32.89 40.85 38.07 6193 9528 1.09 29 043 0.3
8 - Brett 72,795 147,592 11.42 9.87 29.57 49.14 32.09 6791 97.34 1.09 1 033 0.24
Table 7: Customer profile in our supply area by community

WRZ paf_res pop class AB class C1 class C2 class DE class 0/0 SRS % PRS % % Rent

2011 % % % % ABC1 %

1 - Misbourne 137,679 320,040 35.23 32.39 17.35 15.03 67.62 71.86 16.28 10.84 27.12
2 - Colne 182,231 433,811 35.53 31.71 16.1 16.66 67.24  68.52 15.1 1528 3038
3 - Lee 295,032 689,680 23.93 32.03 20.51 23.53 5596  64.08 19.54 153 3484
4 - Pinn 361,048 948,585 26.25 32.21 18.93 22.61 5846  61.75 14.63 2229 36.92
5 - Stort 125,800 283,055 26.21 33.31 21.49 18.99 59.52  69.16 17.82 11.76  29.58
6 - Wey 214,748 520,265 30.08 33.21 18.65 18.06 63.29 69.43 13.56 15.69  29.25
7 - Dour 74,987, 167,112 16.75 31.95 23.44 27.86 48.7  64.89 131 20.71 33.81
8 - Brett 72,795 147,592 15.57 29.07 25.94 29.42 4464 7425 8.27 16.21 24.48
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The overall demographic make-up of the customer base in our supply area is very similar to the national
average. Our communities vary in size and there are a few demographic differences between them.

3.3 Stakeholder profile

For PR19, we introduced a stakeholder mapping application, Mapolitical, to identify and maintain contact
with our political stakeholders. We have imported details of other key stakeholders into the same system
to create a comprehensive list of who our stakeholders are, allowing us to stay up to date, swiftly deliver
information and for planning purposes.

The summary stakeholder map, Figure 8, identifies and groups our priority stakeholders. The relative
levels of power and interest have been used to define how we choose to manage the relationship.
Stakeholders interest and influence may change with subject and so positions, and how we manage
them, will change over time.

Keep Satisfied Keep Engaged
+ MPs + EMT, Board
+  Employees. « Emvironment Agency, Ofwat, CCG,
* Shareholders. CCW, DWI, Defra.
«  Water UK. « Natural England, Conservation
Groups, Local Environments
Groups.
+ Local Authorities — Planning,
Ervironment & Highways.
+ Neighbouring Water Companies.
WRSE and WRE.

Keep Informed Keep Interested
* Parish Councils. + Local Interest Groups.
«  Community Groups. + Farmers.
» Charities. « Water Retailers.
» Ramblers Association. « National Trust.
+ Local Media. + RSPB.
«  VWWF.
L]

Wildfow! & Wetlands Trust.

Influence / Power

Interest -

Figure 6: Our stakeholder map

We use the following classification to manage relationships:

o Keep satisfied We | actively communicate and engage with them so they feel satisfied their
voices are being heard on key issues.
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o Keep engaged’ We pro-actively engage and quickly respond to requests to with this group ensure
we satisfy their concerns and requirements for information.

o Keep informed’ We monitor and respond to these stakeholders to keep them informed. We won't
overload them with excessive communications.

o Keep interested We will keep these stakeholders regularly informed to make sure we hold their
interest and monitor any issues or concerns that may arise.

Method of engagement include:
o Events, personal meetings, for stakeholders who need to be kept engaged

¢ Consultation documents and email briefings directing to website etc for stakeholders who need
to be kept interested

In addition, we have well established long running relationships with a range of interest groups who work
collaboratively on water quality matters for health and environmental benefits.

We work closely with the seven Health Authorities and 41 Local Authorities that support our communities
to protect public health. We meet regularly with these authorities throughout the year to discuss matters
of mutual interest. We advise them about changes in the quality of water supplies and discuss the
possible implications to public health and we also respond to requests for assistance from Local Authority
and Health Authority when they are investigating matters of public health.

Catchment Based Approaches (CaBA) are used to engage with landowners and environmental groups.
This often involves working with a host organisation, often the local Wildlife Trust. These partnerships
bring together groups who have common areas of interest including water quality, ecology, biodiversity,
flood risk and land management. We sit on 11 different catchment partnerships across our supply area,
and surrounding regions.

We targeted a broad range of stakeholder groups to join specific forums in order to explore different
opinions in depth and obtain a breadth of views. While these sessions were not intended to be
guantifiable or statistically representative, we found the stakeholders to be very confident and willing to
articulate the macro challenges we face. The findings offer insight into the perceptions, feelings, and
behaviours rather than quantifiable conclusions from a statistically representative sample. These views
were added into the triangulation exercise.

Representatives from all stakeholder groups, identified above were invited to participate in a range of

forums. Our Customer Relations team maintain their own extensive stakeholder lists and increasing work
collaboratively with specialist interest groups.

3.4 Targeted, representative and purposeful engagement

We have shared our overall approach to segmentation above. Here we go into more detail to address
the specific Ofwat guidance. For PR19, Ofwat ° expects customer engagement goes beyond vulnerable
customers to seek out hard-to-reach and not fully digitally enabled customers.

Having identified these groups, we recognised that it would not be possible to reach every combination
of characteristics. We took a proportionate approach, aiming to reach out to the widest number of groups,
taking account of any requirements when designing engagement activities.

9 Ofwat, Delivering Water 2020: Our Final Methodology for the 2019 Price Review, December 2017
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Our targeted customer segments

We identified the following four segments as key targeted groups for our customer engagement
programme:

1. Vulnerable Customers

2. Supply Interruptions

3. Relatively More Engaged

4. Younger and older ‘Future Customers

We made additional effort to engage customers to reflect other segments, including:
¢ Rural and urban customers;
o Non-residential bill-payers (i.e. landlords);
¢ Non-billpayers (i.e. lodgers, family members, tenants);
¢ those whose service has been disrupted and who have/have not contacted us; and

¢ those who receive a joint bill from us for clean and waste water services (with raised potential for
confusion as to which service we are providing).

Key findings are summarised below:

Vulnerable Customers

Ofwat defines vulnerable customers?® as: a customer who due to personal characteristics, their overall
life situation or due to broader market and economic factors, is not having reasonable opportunity to
access and receive an inclusive service which may have a detrimental impact on their health, wellbeing
or finances.

We identified customers who were vulnerable due to mental or emotional issues, life events (such as a
bereavement or job loss), financial issues, and physical health.

Using the descriptions and classifications from Ofwat and the Water Act, roughly 15% of customers in
our supply area could be considered vulnerable (see Great Customer Relations Appendix 7). Our
vulnerable customers are most likely to be 65+ years old and living in a single person household. Of the
16% of customers who worry about being able to pay their water bill, 10% are not considered vulnerable.
In addition, 17% of customers could be considered vulnerable and are not worried about being able to
pay the bill.

Supply Interruptions
These are customers who have experienced low pressure or who have been cut off for more than 12
hours. Half of customers say they have experienced an interruption to their water supply over the past
five years [Phase 2 Business Plan acceptability survey, Annex 5, Ph2.4]. These interruptions were mostly
experienced in their homes, with 58% of them reporting no impact on their household. 90% of customers
that took part in our ‘Value for Money’ survey stated that they had not experienced any kind of supply
interruption problem in the last 12 months.

Relatively More Engaged
This group makes up a small portion of bill payers and account holders who formed the 2020 Community
of Customers. They had an older and more affluent profile compared to the demographic make-up of the

10 Ofwat, Vulnerability focus report, (February 2016)
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whole customer base. Although not a statistically representative group, community members who took
part in research were more likely (than customers, as a whole) to say they wanted to have more of a say
and felt they were more careful about their water use. They didn't feel they ‘knew’ more about us any
more than other customers however, survey results show that they were more aware and knowledgeable.

Younger and Older ‘Future Customers’
Our future customers are between the ages of 18-34 who will become account holders and bill payers in
the future. To capture the views of this group we consulted with young people, including students at
university and school age children.

These groups were targeted for engagement as their feedback was critical in ensuring that our Business
Plan would provide a level service that was appropriate for the expectations of customers and was
affordable for all customers, in the long run.

See section 4.3 for results.
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4 What customers and stakeholders told us

4.1 Delving deep through our engagement phases

As illustrated in Figure -3 in Section 1, our engagement activity took place in six defined phases including
an initial enabling phase. The phases were distinct, and the process was iterative. The phases
overlapped and we continually learnt from customers and stakeholders, we validated findings and then
refined our focus for the subsequent phases.

The programme of bespoke market research moved from qualitative, open ended approaches to delve
deeper through the phases to build up a quantitative evidence base. Periods of review were undertaken
with our CCG and lessons learnt from PR14 incorporated and integrated into the approach.

Enabling phase

The enabling phase was about mobilisation and focused on preparing the ground for the PR19 Business
Plan. One of the key activities was to test the PR14 outcomes with customers. The four customer
outcomes supported in PR14 were tested for PR19 to see if they were still relevant to customers and
sufficiently represented their expectations of a water company.

Summary of activities

Other activities undertaken during the enabling phase can be seen in Table 8.

Table 8: Summary of engagement activities undertaken in the enabling phase

Other activities Market research
e Design of pre-SDS Type of research Number of participants
e Initial development of Drought Management 300
engagement strategy Plan (DMP) online
e Procurement to appoint survey
market research suppliers L
Pre-Strategic Direction 503
Statement (SDS): Online
survey

Findings
From the Pre-SDS online survey undertaken to test outcomes, we found that:

e customers continue to believe the four outcomes (identified as part of PR14) are important - all
four outcomes were given high mean importance scores of 8 or above (out of 10).
o the four outcomes ranked by customer priority are:
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o ‘supplying high quality water that customers can trust’ was clearly considered to be the
most important outcome (ranked first by 54% of customers)

o followed by ‘making sure customers have enough water (ranked first by 27% of
customers).

o Providing value for money services (ranked first by 12% of customers)

0 Minimising disruption to local communities is given lowest priority with 59% ranking it
4th.

The DMP online survey explored customers’ willingness to trade off upfront investment for more frequent
temporary use bans, hosepipe bans, or temporary drought orders.

e Over three quarters of respondents did not think that we should spend more to reduce the
likelihood of temporary use bans, and would rather experience these restrictions than see their
water bill increase

« Almost two thirds of respondents thought that imposing drought orders no more than 1 in every
40 years is acceptable or perfectly acceptable.

Phase O

Phase 0 ‘scoping and immersion’ was conducted between June 2016- August 2017. Qualitative research
was undertaken to understand the issues and concerns of customers from their context and perspective.
One of the main objectives of this phase was to identify themes for engagement, by starting conversation
with customers and understanding operational data before undertaking triangulation to inform the next
stage of engagement. A review of PR14 and lessons learnt was undertaken in preparation for the PR19
programme and to inform phase 1. More information on this research can be found in our phase 0
triangulation report [Annex 3, Pho.1].

Summary of activities

Engagement activities undertaken during phase 0 can be seen in Table 9.

Table 9: Summary of engagement activities undertaken in Phase 0

Operational data Market research
Held meetings with staff and reviewed Type of Number of
information and data from the following research participants
teams: 15
. Ethnographic
e Customer Relations (Weekly intervi
Universe) interviews
e Digital and Social (Digital and 16
Social Report) ‘signpost’ Focus groups,
e Education Centre Groups 127 participants

e Water Saving Squad (Reactive
conversations in the community)

Recent publications reviewed
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e Ofwat customer engagement policy statement and P19 expectations

e Ofwat draft PR19 methodology

e CCWater advice on triangulation

e Tapped in — Ofwat commissioned report on participation
e Performance Dashboard, South Staffs, UK

e Discover Water, Water UK

/ Ethnographic interviews \

We sought customers’ unprompted views and insights on their
attitude to water and usage behaviours. This customer-centric
approach has been used in other industries but no previous
examples were found of its used in water companies for PR14.
We used ethnographic interviews to ground the engagement
programme in customers’ worlds to understand their issues and
concerns, and to start a conversation with them. Conclusions

k were drawn from the point of view of the customer. j

Phase 0 research was undertaken
shortly after a number of supply
interruptions. This included Barnet
in February 2017 and May 2017 and
Baldock and Letchworth in August
2017. These events affected a small
minority of customers and did not
show up in the findings. There were
no particularly extreme or unusual
weather events.

Education Centre

the area.

area

Our education services team provides support to teachers
in and out of the classroom and offers practical learning to
support the school curriculum and engage future
generations to help raise awareness of water, energy and
environmental issues. So far in AMP6, we have:

e Engaged with more than 62,000 people

e Developed partnerships with National Citizen
Service and the Engineering Development Trust
helping young people develop employability skills.

e Invested in our Dour community by employing a
staff member to run an education programme in

e Made outreach free to all schools in our supply

e Developed an online platform for educators to
download free educational resources about water
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Emerging themes
There were a number of themes that began to emerge from phase 0:

o Water supply is essential; a constant feature in everyone’s lives;
o Water is generally considered affordable, particularly when compared to other utilities;

e A connection between personal water use and the environment is acknowledged but it takes time
for individuals to make the link; and

o Lots of disengagement and lack of interest around water quality and resilience which are not ‘top-
of-mind’, and generally taken for granted.

Going forward into phase 1

There were a number of topic areas where the evidence from phase 0 alone was not conclusive enough
to inform the PCs and priorities for the Business Plan.

The following topics needed to be revisited to gain more evidence of customer priorities in the next phase
of the programmes:

e Leakage; in particular, gaining understanding of customers’ views on how we should respond to
leaks of different scales, and whether there was support for proactive leak reduction.

e Affordability and vulnerability; in particular capturing the views of vulnerable customers, and
what services they value.

¢ Resilience; Customers found this topic difficult to understand, therefore we identified resilience
‘themes’ that could be explored with customers.

e Water quality; Appeared to be less of an issue than at PR14, though there were extreme
(individual) examples from our phase 0 research.

e Communication with customers; understanding the how customers might want and or use
additional information.

e Particular customer segments; including vulnerable and future customer and those
experiencing disruptions to supply.

e Operational data; we believed there was more that we could understand from operational data
on the key themes of leakage, affordability and vulnerability and communication with customers.

Phase 1

Phase 1, ‘listening and learning,” covered the period between October and December 2017. The primary
objective of phase 1 was to identify themes, issues and priorities across the customer base, including
vulnerable and seldom heard groups to gather further information about customers’ expectations.
Specific customer segments were consulted, including those in vulnerable circumstances and those who
have experienced supply interruptions. We continued to explore operational data and engaged with
stakeholder groups. We triangulated our findings from all these activities to confirm priorities and help
define our PR19 PCs.

We tried some new approaches in this phase. This included recruiting our own on-line panel and working

with others to co-create programmes with customers. Full details are included in the triangulation report
and triangulation presentation for phase 1 Annex Ph 1.1 and Ph1.2.
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Summary of activities

Engagement activities for phase 1 are summarised in Table 10. More information can be found in our
phase 1 Triangulation report [Annex 4, Ph1.1].

Table 10: Summary of engagement activities undertaken in phase 1

Operational data Market research
Analysis of operational data over o
an eight-month period from two Type of research Number of participants
key sources:
_ In-depth interviews
e Weekly Universe (focused on vulnerability | 12
The Weekly Universe records and affordability)
contain the number of wanted and
unwanted contacts from In-depth interviews 5
customers through telephone (focused on low water
calls, and emails and written pressure/disrupted
letters that are determined to be service)
complaints).
 Digital & Social Report Online social tariff survey | 900
The Digital & Social report
contains information on our Affordability and 8
website and social media activity. | vulnerability stakeholder
The usage of our website is workshop
captured as:
- Transactions Hubbub water saving 40
il . programme household
- Social media ethnographic interviews
- Search Terms
- Viewed webpages Hubbub water saving 752
ional d programme
* Operational data case 3xcommunity events
studies (and associated
update to phase 1 33
operational data report) DMP customer
engagement event
DMP stakeholder 7
engagement event
The Affinity Water 2020 Customer Community
‘More about you’ survey | 602
Your water service 334
Water use/quality 581
surveys
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Leakage survey 387

Leakage stepboard 300

Hubbub stepboard 247

Drought and hosepipe 200
ban stepboard

Customer services 56
stepboard

9 Quick polls 1,596
Omnibus survey 379
5 blogs 1,119

Recent publications reviewed

e Planning for the future: a review of our understanding of household
consumption, Artesia Consulting, 2017

e CCWater, Cyngor Defnyddwyr. Water Saving: Helping customers to see the
bigger picture

e Water, water everywhere? CCWater, Cyngor Defnyddwyr

e Ofwat Resilience in the Round

/ Community of Customers \

We created an online ‘Community of Customers,’ a group of willing research participants with whom we
can engage with regularly. This approach differs from PR14 which involved multiple online surveys drawn
from a pre-existing panel managed by a panel provider. Instead, the Community of customers was a
panel specifically for us and we built relationships with this group of 2,000 customers, engaging with
them and undertaking research on an ongoing, two-way basis for a period of 6 months.

We published 5 blogs:

e Welcome from Affinity Water
e Video: Welcome from Chris Offer
e Fixing Leaks: Thanks for sharing your views!

e A big thank you from Affinity Water!
\ e Your Water Service: A message from Affinity Water /
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Hubbub

We teamed up with Hubbub, an award winning environmental charity,
to take action in raising awareness of the importance of saving water
and engaging with customers to help them reduce their water
consumption. We worked in 2 communities completing polls on water
use to gather insights into different patterns of behaviour. Work
completed included:

e 40 in-depth home visits with households in Watford and
Harlow
e Supplying a range of water saving devices and information in
a ‘Water Saving Kit’
e Access to a closed Facebook group (for the 40 household)
where supporting conversations were used to prompt and
encourage individuals to share their experiences
¢ An online questionnaire at the end of the two-month period.

This co-creative, interactive approach highlighted the value of
personalising information and encouraging individuals to share
experiences with others as we recorded that 50% of those involved
say they reduced their daily water use and 89% say the project has
made them more conscious about the way they use water. Examples
like Hubbub show the power and value of co-creation and we have
continued our involvement with this innovative charity to continue the
‘#Tap Chat’ campaign.

/ Social Media \

We have ongoing engagement with, and insight from, customers
across multiple social media platforms. Our approach is to 2. SOCIAL MEDIA REACH
collaborate with community stakeholders and influencers to help us
engage our shared online audiences. Alongside organic reach we
also use paid campaigns targeted to reach new audiences across
our supply area. Facebook Groups have allowed us to reach
customers in the event of loss of supply to provide quick
information and support. We are working towards proactively 1.02m 31.4k 86k 6.5k
sending information to these groups about potential interruptions
before they would have noticed anything is wrong. We aim to
empower our communities to update each other with our

K information and plan ahead to minimise impacts. /

Emerging themes consistent with other phases:

Twitter Youtube Facebook Instagram

o Water is considered essential by customers and their supply is safe and clean; and they pay less
attention to water relative to energy and communication utilities.

o Water supply is reliable in customers’ eyes and resilience is taken for granted
e There is scope to improve communication during interruptions
o We continued to observe disengagement about water

e Customers are generally positive about the service they received from us.
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Key themes emerging from phase 1 engagement:

Leakage needs to be minimised and customers would consider additional investment to reduce
leakage further. Minimising leakage is seen as a key part of the ‘contract’ between company and
customers

Customers we considered to be vulnerable do not generally perceive themselves as such, and
are often not aware of services available that could support them

Customers consider their personal water consumption to be ‘average’ and ‘efficient’ with little
means to draw these comparisons

Customers do not perceive risks to water supply through drought, however, they do value the
environment and think that we have a role to protect it, but also recognise their role in saving
water

Whilst water is generally perceived as affordable, this is not true for all

Customers are generally in favour of us providing support to customers with financial difficulty
paying for their water

A slim majority of customers support an annual increase of £2.5-£3.0 in their annual bill to support
Social Tariff.

Research confirmed that there was no strong evidence to show consistent, customer support for any of
the following issues, which had been considered as possible PCs:

Operational carbon emissions
Value for Money survey
Customer contacts regarding discolouration

WTW where turbidity 95 percentile greater than, or equal 0.5 NTU (number of treatment works)

Educating future generations — This was considered relevant and the company is committed to
continuing with the extensive education programme. The challenge was to find a suitable PC and
measure that could reflect influence and change.

This doesn’t mean that these issues are not important to customers, but they were not front of mind. We
followed the recommendation that reducing the number of PCs will help to simplify messages.

An output of phase 1 was a finalised, narrowed down list of PR19 PCs. Customer priorities, confirmed
during this phase, informed the revised list of PCs and no additional commitments were added. The
revised list can be seen in Table 11 and the PCs that were considered, but not taken forward can be
seen in Table 12.

Table 11: List of current PR19 PCs

Water Quality Compliance, The DWI's Compliance Common
Supplying high quality Compliance Risk Index (CRI) | Risk Index (CRI).
water you can trust Water Quality — Mean Zonal Bespoke
Compliance (PR14)

Our Business Plan for 2020 — 2025 Appendix 3 Page 41 of 74



Leakage ML/d Common
Per Capita Consumption
(PCC) I/person/d Common
Making sure vou have Abstraction Incentive Bespoke
9 youn .| Mechanism (AIM) (PR14)
enough water, while leaving
more water in the Sustainable Abstraction, (MId) Bespoke
environment average annual reduction (PR14)
Completing 8No.
Environmental Innovation innovative pilot projects | Bespoke
in our community
River Restoration To complete Hver Bespoke
restoration schemes
Customer measure of Ofwat is consulting on Common
experience (C-MeX) the definition of C-MeX.
Developer measure of Ofwat is consulting on Common
experience (D-MeX) the definition of D-MeX.
Undertake a survey of
. customers who are on
Customers in vulnerable T
. i . PSR, receiving finance
circumstances satisfied with . Bespoke
) assistance and
our service .
recorded as being on
inflexible payment plans
Providing a great service
that you value Undertake a survey of
customers who are on
Customers in vulnerable PSR, receiving finance
circumstances who found us | assistance and Bespoke
easy to deal with recorded as being on
inflexible payment
plans.
Number of properties wrongly
classified as unoccupied Bespoke
(False voids)
Number of occupied
properties not billed (Gap Bespoke
sites)
Mains Bursts No of watS Per 1,000 Common
km of pipe
Unplanned Outage Lost capacity (flow rate) | Common
S _ . Water Supply Interruptions average minutes lost
Minimising d|srupt|_0n toyou | S3ps per property per year Common
and your community
5 . .
Risk of Severe Restrictions in ” of p.opulat|0n atrisk
inalin 200-year Common
a Drought
drought
Properties experiencing Water pressure less
longer/repeated instances of Bespoke

low pressure

than 15m head
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Table 12: PCs that were considered, but not taken forward

N N L

Resilience and
Environment

Water Available for Use

Mi/d

e

Existing reportable
measure

Percentage of population
supplied by single supply
system > 25,000

% population

Existing measure,
not highlighted as a
priority from
customers.

Not highlighted as a

Operational carbon emissions | ktCO2e priority from
customers
Number of water bodies Not taken forward.
improved or protected by Not prioritised by
catchment management customers
WTW where turbidity 95 Existing operational
. . Number of measure not
Water Quality percentile greater than, or treatment works fioritised b
equal 0.5 NTU P y

customers.

Unplanned interruptions to

Over 12 hours,

Educating future generations

children, hours

subol number of
PRy properties
Interruptions Affected customers not Replaced by other
o Number of PCs on supply
notified of planned supply roperties interruptions
interruptions >4 hours prop P
Planned works taking longer Number of
to complete than notified properties
Universally
Service Incentive Mechanism | SIM score replaced by C-Mex
across the industry.
Customers Customer Contacts C:rn;agésbrecelved V\:ilf)r;ic:irsagzinlla !
Regarding discolouration per Z,U- P y
population customers.
Customer perception of the I
‘Affinity Water’ brand Qualitative Not taken forward.
Not prioritised by
Number of customers

Vulnerability and
Affordability

Value for Money Survey

Score out of 100

Data not used
widely and cannot
easily be compared
with others.
Simplified approach
to be taken forward.
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Phase 2

Phase 2, ‘testing and valuing,’ took place from March to July 2018. We refined the PCs, with the intention
of testing the acceptability of different levels of performance, with associated costs proposals set out in

our draft Business Plan and dWRMP.

Summary of activities

Phase 2 engagement activities are detailed in Table 13.

Table 13: Summary of engagement activities undertaken in phase 2

Operational data

Market research

Survey:

Type of research

Number of participants

e Our customer facing

Focus groups

staff — online survey
(70 participants)

dWRMP focus groups

8 groups, 66 participants

Business Plan focus groups

8 groups, 70 participants

Analysis of operational data
including:

e Case studies
e BaUto PR19 (CCG

Future customer focus groups
part of Business Plan market
research

17

slides)
e Social Media statistics
e Customer contact data

Future customers — secondary
schools focus groups

5 groups, 107 participants

e Value for Money
survey

WRMP and Business Plan 65
stakeholder groups

Surveys
dWRMP Online Survey 1,000
Business Plan acceptability 825
survey
Future customers — secondary 895
schools online survey
Exploration of supply outage 502
compensation levels survey
Value for Money surveys 1900

Consultation

dWRMP Consultation document

82

Business Plan Consultation
document

15
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Recent publications reviewed

Britain Thinks for Water UK, ‘Attitudes to the Water Industry Report’, (2018).

National Infrastructure Commission, phase 2: Public research, May 2018

Ipsos Mori Issues Index (April 2018)

National Infrastructure Commission - ‘Preparing for a drier future’ (April 2018)

CCWater, ‘Customers’ experiences of water supply interruptions following the

freeze-thaw events of March 2018’ (2018).

e Ofwat, ‘Out in the Cold’: Water companies’ response to the ‘Beast from the East’
June 2018 (2018).

¢ ComRes, ‘Anglian Water, Severn Trent, South West Water and United Utilities-
Nationalisation and Water Survey (2018).

e Willingness to Pay survey - National Comparative Review of PR19 WTP, June
2018

e Water industry: corporate behaviour of water companies, letter from the
Secretary of State for Environment, Food and Rural Affairs, Jan 2018

¢ National Infrastructure Commission, ‘Data for the public good’, (2017).

Emerging themes and findings

Overall, the findings from phase 2 were consistent with and corroborated our understanding
of customer priorities identified in previous phases. We collected more quantifiable data, to
test and value support for specific propositions. Our phase 2 findings can be seen below.

Deeper understanding of PCs

Phase 2 research helped us develop a deeper understanding of customer support for a number of PCs
and the levels of performance they expected.

We found that the majority of customers (89%) support us to continue to reduce leakage, with 71% doing
so strongly. This is the highest level of support for any aspect of the Business Plan covered in the dWRMP
survey.

When offered two options for leakage reduction; 38% of customers preferred the option to reduce leakage
by a further 11% and 31% chose a further 15% reduction in leakage. This suggested that while a majority
agreed that leakage needed to be reduced, a higher proportion of customers chose the cheaper option,
with a lower reduction level. Subsequent direction for Ofwat expect a minimum of 15% reduction.

Customer outcomes are still relevant

Our customer outcomes were tested and validated during the enabling phase. The Business Plan
acceptability survey (phase 2) validated that our four customer outcomes still strongly resonate with
customers (Figure -9), who rate all four as ‘extremely important.” At least 8 in 10 customers rate all
outcomes as having a high importance, with scores of between 8 and 10 out of 10.
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r . "~ Scale 1-10 where 10 is extremely important,
DO'“ 2 eSt What matters mOSt 0 is not at all important for future plans
“Making sure customers,
communities and the environment Mean 9.19
have enough water” 88%
“Supplying high quality water Mean 9.58
you can trust” 95%
81%
86%

Mean 8.81
“Minimising disruption to you
and your community”

Mean 9.08
“Providing a great service that
you value”

m High (8-10) Medium (1-7) u Low (0)

Source: Ipsos MORI/Arup Affinity Water, Phase 2 Business Plan survey

i MORI
5‘::; Research Institute Base: 825 adults aged 16+ from across the Affinity Water customer areas, April-May 2018

Figure -7: Outcome scores from Business Plan acceptability survey (phase 2)

Levels of Business Plan acceptability gauged

Research was conducted to gauge and test customers and stakeholder’s acceptability of our proposed
Business Plan package of options — labelled J, K and L.:

A series of 10 focus groups were completed, 8 of these with our current customers and 2 with our
future customers. Using quota sampling, we reached customers who were unlikely to respond to
the consultation. This included individuals across a range of ages, social grades and digital
experience. Participants were sent an extract from the dWRMP to read before the group
discussion. See section 2.3 of this report for further information about this source.

An acceptability survey with 825 customers sampled from across the whole supply area.
Customers were selected using a ‘random locale’ selection methodology where sample points
from across all eight areas were randomly selected, in proportion to the population in each
community. Participants were interviewed face-to-face, in- home in April and May 2018. Refer to
section 2.3 (Market Research) for more information about this source.

All three versions of the Business Plan were considered acceptable scoring between 74% and 78% (for
‘very acceptable’ or ‘fairly acceptable’) and no major concerns were raised, however, there was some
underlying scepticism around the idea of being able to improve outcomes and reduce the cost to
customers.

Overall responses to the plans are summarised here and the different service level are shown in table

14:

Plan J was most practically achievable and realistic; however, it was less ambitious than the
others and the features presented did not create a plan that stretched targets enough.

Plan L was considered the most aspirational plan, presenting stretching, ambitious targets. This
provoked questions around achievability and whether it is something that can be delivered. Some
customers felt it was ‘too good to be true.’
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e Plan K was the most popular plan with customers as it was recognised as having strong
environmental credentials. Comments received suggested that it could ‘do better’ in terms of cost
savings.

Plan K proposal costs £170 per year 2019/2020 and £161 per year in 2024/2025. The package included
the lower leakage reduction rate at 11%, 129 litres per person per day consumption and the highest level
of investment in environmental projects at £6 million.

Table 14: Three different Business Plans presented to customers as packages of options

Forecast Fixing Sourcing Reducing  Risk of Severe Environ- Reliability
bills CEUS water more  personal interruption  drought mental of water
sustainably  wateruse ns restrictions  pilot pressure
projects
Plan J:

11% 10 million 129 litres | 1.5% 1.7% (1 in £2 million 8.7 hours
£170 per year | reduction | litres less per chance (1 60) chance | to fund low
2019/20 person in 65) per per year new pressure

per day year schemes per year
£158 per
year in
2024/25
Plan K:

11% 10 million 129 litres | 0.8% 1.7% (1 in £6 million 6.5 hours
£170 per year | reduction | litres less per chance (1 60) to fund low
2019/20 person in 130) per | chance per | new pressure

per day year year schemes per year
£161 per
year in
2024/25
Plan L:

15% 39 million 124 litres | 1.5% 0.5% (1in £2 million 8.7 hours
£170 per year | reduction | litres less per chance (1 200) to fund low
2019/20 person in 65) per chance per | new pressure

per day year year schemes per year
£168 per
year in
2024/25
Currently:

- - 160 litres | 5% (1 in 25% (1in - 13 hours
£167 per year per 20) per 40) chance low
in April 2018 person year per year pressure

per day per year
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Understanding views on dWRMP

A preferred and alternative dAWRMP were presented to customers and stakeholders who were asked to
comment on individual elements in more detail than the Business Plan.

Customers were broadly positive about the different dAWRMP proposals offered. They related more
strongly to themes they could understand such as leakage. They tended to support rather than oppose
all measures, with the level of support varying from nine in ten (89%) in favour of the most popular
proposal (leakage reduction) down to 57% for the least popular one (extension of compulsory metering).
Customers say they want a strong, but affordable, commitment to reducing leakage within our WRMP
and the wider Business Plan.

Stakeholders, who understood some of the of the macro challenges, were more able to discern the
differences between plans, but tended to comment on individual options and targets rather than the plan
as a whole. We found that stakeholders have an appetite to stretch plan targets and be more ambitious.

Many stakeholders supported the partnership approach (across industry and with customers) to reduce
PCC to 110 litres per person per day. They believed a reducing personal consumption has a positive
knock on impact for other options presented.

Going forward into phase 3

Some gaps were identified during the triangulation of phase 2 that were addressed in phase 3 of the
customer Engagement Programme. The areas for further testing included:

e confirming customer acceptability of the Social Tariff Proposal.

e understand customer views about long term investment through discussion groups and a
guantitative survey

e acceptability testing of the final bill reflecting changes to support long-term resilience.

e customer support for the principle of reward and penalty as related to PC performance and range
of ODls.
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Phase 3

Phase 3, ‘revisiting and reassuring’ took place between June 2018 and July 2018. This included testing
acceptability of the final plan following stakeholder and customer feedback. We tested other propositions
in the same survey including Social Tariff and ODI levels. In addition, we tested resilience with customers
via an online survey and a number of workshops.

Summary of activities

Phase 3 engagement activities are detailed in Table 15.

Table 15: Summary of engagement activities undertaken in phase 3

Market research

Type of research Number of participants
Workshop
Additional Resilience Investment: 3 groups, 44 participants
Qualitative Customer Research
Surveys
Phase 3 Final Acceptability Survey 1,000

Additional Resilience Investment: Online | 500
Customer Survey

D-Mex Update and Wave 1 Results 132

Recent publications reviewed

CCWater, ‘Water Matters: Household customer views on their water and
sewerage services 2017, July 2018.

General themes and findings

Overall

, the findings from phase 3 were generally consistent with and corroborated our

understanding of customer priorities from work at previous phases.

Our

82% of customers consider the final plan to be acceptable, however, this drops when inflation
and wastewater costs are added

65% say it would be acceptable, or they don't mind adding an extra £1.50 a year to assist a
further 25,000 households via the Social tariff. In phase 2, only 47% of customers were in favour
of increasing overall bills to support more people through the Social Tariff.

47% support and 42% say they have no views either way about expanding water treatment in
Sundon

Over 70% support the ODI proposal when presented with the possible bill impacts. Opinions
became more positive when concrete amounts were proposed; 71% would accept a £0.50 annual
bill increase if we beat our set performance targets and 73% would accept a £4 annual reduction
should we fail to beat our set targets.
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o Three quarters of customers support investing now to ensure sufficient water in the future

¢ More than three quarters find it acceptable to increase bills by an extra £3-5 a year and 84%
acceptable to increase by £1-£2 a year to make sure that there was enough water in the future

e Most customers can comfortably, fairly comfortably or ‘yes, it is a stretch’ afford their current
bills (96%) and future options (92% and 89%)

e Customers, including developers are looking for fast responses, clear programmes and accurate
delivery. Currently, developer customers have rated our performance poorly and would like to see
improvements in ‘getting it right first time, ease of obtaining information, keeping you informed on
progress and quality of information available on website.’

e 89% customer satisfaction with water pressure [Water Matters: Household customer views on
their water and sewerage services 2017]. This is in line with earlier market research but
operational data tells us that this is a key point of customer contact which was the rationale for
the water pressure PC. A high number of contacts suggests that customers are concerned about
some aspects of their water pressure was not highlighted as being a significant problem through
market research, suggesting that it may be an issue of duration.

Final Business Plan acceptability

The research to test acceptability of the Final Plan was an online acceptability survey with 1,000
customers across the water resource zones. Respondents were sourced from Ipsos MORI's online panel
and recruitment quotas targeted a representative sample of adult residents aged 16-75. Refer to our
phase 3 Triangulation Report [Annex 6, Ph3.1] for more information on this source.

Plan outline CLEAN water only

8.7 hours
low
pressure
per year

15% TiF 124 litres 0.8% chance 0.5% Investing in
33 million

reduction . per person  (1in 130) per (1 in 200) eight new
. litres less .
in leaks per day year chance per year projects

Impact on bills

The average bill for each household
is currently £173.53 per year for 2019/20 £168.77
2018-2019 2020/21 £172.40

2021/22 £172.40
2022/23 £172.40
2023/24 £172.40
2024/25 £172.40

2018/19 £173.53

Figure 10: Phase 3 Final Plan
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The survey found just over eight in ten (82%) customers considering the plan acceptable. While this is a
statistically significant improvement on acceptability compared to the most acceptable plans tested in the
Spring (J and K), these findings are not directly comparable given different approaches to sampling and
guestioning used in the two surveys. Still, again, we have found high levels of acceptability for the clean
water bill for the period 2020-2025.

There was a significant swing away from acceptability when the bill impact including inflation was
presented. A clear majority of customers - just over six in ten (62%) - were positive about the bill impacts
of this plan but the proportion rating it as very acceptable halved compared with the pre-inflation plan,
and a third (33%) rated it unacceptable.

We cannot be certain about the reason for this change in sentiment but the qualitative research suggests
that some customers react negatively to the mention of inflation. This is probably because it introduces
uncertainty about forecasts, but also some scepticism about how it can be used by companies across
many sectors to justify price rises.

Acceptability figures drop further when the cost of sewerage is added: Thames Water - 51% very/fairly
acceptable, Anglian Water - 48% very/fairly acceptable, Southern Water - 41% very/fairly acceptable.
Thames Water is by far the biggest provider across our supply area with the result that the overall level
of acceptability across all areas is 50%.

Customers are relatively cool on the concept of performance incentives and penalties (‘ODIs’). 39%
support them, just over one in five (22%) are opposed, and the remainder don’t have a view. Opinions
become more positive when concrete amounts are proposed — seven in ten customers would accept a
£0.50 annual increase to their bills if we beat our performance targets (71%). 22% would not accept this
system and 7% holding no views either way.

Similarly, 73% of customers would find it acceptable for up to £4 to be removed from their water bills
should we fail to beat set targets. 19% find this unacceptable and 7% do not know.

Phase 4

Phase 4 ‘Transition to Business as usual’ will begin post-Business Plan submission. The aim of this
phase is to reviews our learning and experience from PR19 and compare this to experiences across the
industry. We will develop our engagement strategy for the long term and seek to keep abreast of
customer concerns and priorities by maximising opportunities to integrate customer feedback and
embedding lessons learnt into BaU.
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4.2 What customers and stakeholders told us

Findings in detail

In this section we summarise our overall, cross-phase, findings of what customers and stakeholders have
told us. Our findings were grouped against our four customer outcomes and split in two ways. We
grouped and categorised the findings under a number of themes based on what customers and
stakeholders told us that they want and expect from our service. The aligned customer outcomes and
themes can be seen in the figure below.

Outcomes Customers and stakeholders....

Supplying high
qguality water you
can trust

want high quality expect us to supply
water high quality water

Making sure you
have enough
water, while

leaving more water
in the environment

want us to play
our part in saving

water and the
environment now
and in the future

want to play their
part in saving
water and the

environment

want leakage
minimised

want to be
X want to support
T say they want to communicated want water to be
Prow_dmg agreat know more about with in a affordable; and thl(;:: :’:&23‘/’9
service that you the service we personalised, bill pricing

greatest need for

rovide transparent
value p relevant and p water

timely way

Minimising want to continue want proactive,
disruption to you expect good to experlenceée\n accsur:é% and
and your water pressure uninterrupte peedy
. supply now and responses to
community in the future interruptions

Figure 11 Customer Outcomes and themes

This section presents our summarised findings categorised by customer outcome and customer
themes.
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Supplying high quality water you can trust

General Findings:

Clean/safe water is recognised as a crucial resource. (Phase 2 Future Customers School Survey)

Water is understood to be essential to life; to the

running of a home and to health: “We all

need water to survive. We can survive without electricity but we need water” (Phase 0 ethnographic

interviews)

The vast majority of customers trust the supply (91%) and quality (80%) of the water they
receive. (Phase 2 dWRMP Survey; Phase 1 Community- Omnibus Survey)
The majority of customers identified water as the most important utility amongst all

household utilities expenditure. (Phase 2 BP Acceptability Survey; Phase 0 Ethnographic Interviews; Phase 0 -
Signpost Focus Group; VfM 2018/2018 Summary; Phase 1 Customer Community- Omnibus Survey)

92% of customers in England and Wales were satisfied with their overall water supply;
satisfaction has been consistently high over the last seven years. (Phase 3 Water Matters: Household

Customer views on their water and sewerage services 2017)

Customers and stakeholders want high quality water

Corroboration

Contradiction

Across phases, the majority of customer °
commented positively on the taste and
quality of Affinity Water. In ethnographic
interviews, some remarked that the quality

was “as good as bottled water”. (Phase 0
Ethnographic Interviews; Phase 1 Community of

Customers- Usage and Water Quality Survey, VM i
2017/2018 Summary)

Customers support and view the meeting of

water quality standards as important. (Phase | ®
1 Community of Customers- Quick Poll)

Clean and safe water was mentioned
specifically by future customers, as “the
most important thing” related to water .
Supply. (Phase 2 Future Customers Schools Focus
Groups)

Customers are satisfied with their water
and sewerage service. Satisfaction with
reliability, colour/appearance, taste and

smell are particularly high. [pPhase 3 water *
Matters: Household customer views on their water and
sewerage services 2017]

A quarter of customers have expressed
concern about the taste, smell, colour or
hardness over the past 5 years. (Phase 1
Operational Data; Phase 0 Operational Data; Phase 1

Community- Usage and Water Quality Survey; Phase 0
Ethnographic Interviews; Phase 2 BP Acceptability Survey)

Some customers choose to drink bottled
water over tap water for a “better taste”.
(Phase 0 Ethnographic Interviews)

Customers expressed concerns about the
chemicals added to water, particularly from
those who don't drink water from the tap.
(Phase 2 dWRMP Survey)

Water hardness is one of the most common
search terms on the website and “Why is
the water so hard?” is also a frequently
asked question by customers to the Water

Saving Squad volunteers. (Phase 1 Operational
Data; Phase 0 Operational Data)

66% satisfaction with 'hardness and
softness' of water in 2017. [ Phase 3 Water
Matters: Household customer views on their
water and sewerage services 2017]

Customers and stakeholders expect us to supply high quality water

Corroboration

Contradiction

The customer outcome ‘Supplying high .
quality water you can trust’ was tested for
relevance with customers and received a
mean score of 8.5 for importance and was
clearly considered the most important

Some of the most common reasons for
customer contact by telephone, social
media and website are reports of ‘no water’
Or ‘poor pressure’. (Phase 0 Operational Data)
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outcome (ranked 1st by 54% of customers)
[Phase Enabling: Pre-SDS Consultation: Online Survey]

When re-tested for phase 2, this outcome

received a mean score of 9.58. [Phase 2
Business Plan acceptability survey]

Affinity Water supply was widely regarded
as reliable and dependable — people
recalled few problems with the water they

receive and consistency of supply. (Phase 0
Ethnographic Interviews; Phase 1 Community of
Customers- Usage and Water Quality Survey; Phase 1
Community- Omnibus Survey)

Based on their reliability of water supply, a
large proportion of customers are happy to

let Affinity Water get on with their job. (Phase
1 Community of Customers- Omnibus Survey)

Customers were generally surprised and

pleased with water quality performance.
(Phase 1 Community- Usage and Water Quality Survey;
Phase 0 Ethnographic Interviews)

92% of customers in England and Wales
were satisfied with their overall water
supply; satisfaction has been consistently

high over the last seven years. (Phase 3 Water
Matters: Household Customer views on their water and
sewerage services 2017)

Customers expect Affinity Water to be
investing for the future NOW
o0 All responsible companies have to
plan for the future
o The risks and challenges for Affinity
Water are not new or unique —many
believe they are having an impact
currently (but will become

increasingly important) [Phase 3
Additional Resilience Investment: Qualitative
Customer Research]

Customers don't have a choice of supplier

and don’t know the difference. (Phase 0
Ethnographic Interviews; Phase 1 Customer Community)

Customers incorrectly perceive that current
and ongoing water availability is a given;
noting that we live in a 'wet’, ‘grey and

green’ country. (Phase 1 Community Hubbub
Stepboard)

Making sure you have enough water, while leaving more

water in the environment

General Findings:

« Over half of participants would be interested in having a smart meter installed. (Phase 1

Community- Quick Polls)

. Ensuring all customers have a water meter was perceived as the least important area for
Affinity Water to consider in their future plans [phase 3 Additional Resilience Investment: Online Customer

Research]

« The data trend (63% 2014 — 66% 2018) from VFM survey appear to suggest attitudes to
water meters may be improving slightly. (viM 2017/2018 summary)
« There have been complaints with regards to the roll out of water meters. (Phase 1 Operational

Data Report)

« Only 27% of customers are aware that a meter can be fitted on a trial basis (phase 3 water
Matters: Household customer views on their water and sewerage services 2017).
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survey)

. Climate change seen by stakeholders as important challenge that needs collaboration
with others. (Stakeholder BP/dWRMP focus groups)

o Customers liked the idea of company collaboration and sharing expertise and suggested
a water network similar to that of the national oil pipe network, but found third-party
collaboration proposals were presented at “too high level” and lacked detail. (Phase 2 dWRMP

Customers and stakeholders want to play their part in saving water and the

environment

Corroboration

Contradiction

« Most customers acknowledge the need to
protect the environment and feel it is
important for individuals to save water to
protect the environment now and for future

generations. (Phase 2 dWRMP and BP Focus Groups;
Phase 2 Future Customers Schools Survey; Phase 2
Customer Schools Focus Groups; Phase 2 dWRMP Survey;
Phase 1 Community- Water Usage Survey; Stakeholder
BP/dWRMP Focus Groups)

« Customer generally make the connection
between saving the water and protecting
the environment and are perceptive to
demand management options like
metering, water saving devices, education,
water butts; stakeholders agree with the

use of this water saving infrastructure. (Phase
2 dWRMP Survey; Phase 0 Signpost focus Groups; Phase
1 Community- Water Usage Survey; Phase 2 Stakeholder
WRMP/ BP Focus Groups; Ipsos Mori research for NIC,
May 2018; PR19 DMP Online Survey; Stakeholder
BP/dWRMP focus Groups; PR14 customer and CCG
feedback)

« Customers were surprised by the higher
than average personal consumption in
Affinity Water region and not able to explain
it intuitively - is it hotter? more wasteful?

young age profile? want to understand why.
[Phase 3 Additional Resilience Investment: Qualitative
Customer Research]

Customers feel that they generally are
efficient users of water and would struggle
to use less water, or feel less inclined to
use less water, as water companies should
take on the responsibility of saving water

and reducing Ieakage. (Phase 1 Community- Water
Usage Survey; Phase 2 dWRMP Survey; Phase 2 BP
Focus Groups; Phase 0 Signpost Focus Group; Phase 1
Community- Leakage Survey; Phase 2 Future Customers
Schools Survey)

There is a lack of trust in or engagement
with Affinity Water, with some customers
wondering why the company would want

them to use less water. (Phase 0 Ethnographic
Interviews)

Most customers feel that awareness needs
to be raised so everyone knows how to
protect the water environment and water

companies need to equip them to do so.
(Phase 2 dWRMP Survey; Phase 2 BP Focus Groups;
PR19 DMP online survey)

Customers have low awareness of their
water supply and where it comes from.
Little awareness of chalk streams and their

senistivity (Phase 3 Additional Resilience Investment:
Qualitative Customer Research)

Customers and stakeholders want us to continue to play our part in

protecting the environment now and in the future

Corroboration

Contradiction

« When asked about the relevance of the
customer outcomes, ‘Making sure you have
enough water, while leaving more water in
the environment’ received a mean score of
8.6 (Phase Enabling — Pre-SDS Consultation: Online

There was misunderstanding and confusion
from customers around the concepts of
drought and abstraction and stakeholders
requested more information on drought
measures and environmental projects to be
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survey). When re-testing this outcome for

Phase 2, it received a mean score of 9.19.
(Phase 2 Business Plan Acceptability Survey).

« Customers value the environment and feel
that Affinity Water should play their part in
protecting it with some stating that they
should have the most responsibility for

reducing consumption. (Phase 2 dWRMP and
Business Plan Focus Groups; PR19 DMP Online Survey;
Phase 2 Future Customers Schools Survey; Phase 2 Future
Customers Schools Focus Group; Phase 1 Community-
Water Usage Survey; PR14 Customer and CCG Feedback;
Phase 1 Community- Leakage Survey)

. Customers generally support Affinity Water
in investing in environmental projects and

taking less water from the environment.
(PR14 and CCG feedback; Phase 2 Stakeholder
BP/dWRMP Focus Groups; Phase 2 dWRMP Survey)

e The higher figure proposed (£6 million) was
favoured by most stakeholders as they saw
spending money on environmental pilot

project important. (Phase 2 Stakeholder dWRMP
Focus Group)

e A number of issues were mentioned when
thinking about what might be potential risk
for Affinity Water in the future. These
included climate change and extreme

weather. (phase 3 Additional Resilience Investment:
Qualitative Customer Research and online survey)

e Older age groups (55+) are more
supportive of future investments generally.
They put greater importance than their
younger counterparts on the need to
ensure there is sufficient water available for
the next generation. For younger
customers, keeping the bill low and
providing help with paying bills are a
greater priority. (Phase 3 Additional Resilience
Investment: Online Customer Survey)

able to effectively prioritise and determine

value for money. (Phase 2 BP/dWRMP Stakeholder
Forums; Phase 2 dWRMP Focus Groups; Phase 0
Ethnographic Interviews; Phase 2 dWRMP Survey; Phase 2
Stakeholder BP/WRMP Focus Groups)

Stakeholders note that the target seems
low in comparison to past abstraction
reductions. Good to reduce abstraction as
much as possible (39 Ml/d preferred) but
could lead to supply shortages if other

targets aren’t met. (Phase 2 Stakeholder BP/dWRMP
Focus Groups)

Stakeholders cautioned support in
abstraction reduction with concern around
the effect on the environment and supply
levels. (Phase 2 Stakeholder BP/dWRMP Focus Groups)

Customers and stakeholders want leakage minimised

Corroboration

Contradiction

« Customers support Affinity Water in
reducing leakage as the level of leakage is
perceived as “high and shocking” and feel
that it is their responsibility to avoid
wastage and improve performance.
Customer also make the connection
between reducing leakage and protecting

the environment. (Phase 2 dWRMP Survey; Phase 0
Signpost Focus Group; Phase 1 Community- Leakage

When given associated costs, customers
still chose a lower level of leakage
reduction. The higher level of reduction was
more popular with stakeholders, however,
there were varying views and uncertainty
around whether customers would prioritise

leakage. (Phase 2 BP focus Groups; Phase 2 BP
Acceptability Survey)

Customers wanted more context and
comparative information around leakage as
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Survey, Phase 2 Future Customers Schools Survey; Phase the information was unfamiliar and trade-

2 dWRMP/BP Focus Groups) offs were difficult as leakage was presented
Leakage the reason customers would most S 9 P
in “% (Phase 2 BP Acceptability Survey)

likely support an increase in water bills. L
(Phasi 1 C'?,n'?mumty_ Omnibus Survey) e Many participants felt that both 11% and

Leakage is a relatively high cause for 15% leakage reductions were too modest.
customer contact and many would support (Phase 2 BP Focus Groups)
compulsory metering if it helped with

addressing leaks. (Ipsos Mori research for NIC;
Phase 1 Operational Data; VfM 2017/2018 Summary)

Customers recognise different severity of
leaks and some necessitating faster

response than others. (Phase 1 Community-
Leakage Survey and Stepboard)

Providing a great Service that you value

General Findings:

86% say that great customer service is very important and should be reflected in future Affinity
plans. (Phase 2 BP Acceptability Survey)

The majority of customers are very/satisfied (74%) with the service they receive from Affinity.
(Phase 2 BP Acceptability Survey)

Utilities rank in the lowest 3 sectors in the “UK Customer Satisfaction Index and have a lot to
learn from other sectors”. (Phase 1 UK Satisfaction Index)
The Value for Money survey data states customers often tell Affinity Water they are satisfied

with the service on the basis that they are not experiencing problems or interruptions. (value for
Money 2017/2018 Summary)

Customer service expectations are higher among younger, future customers. (Phase 2 Future
Customers Schools Focus Groups; Phase 1 Community of Customers- omnibus survey)

18% of customers in England and Wales contacted their supplier in 2017 and satisfaction with

all aspects of contact was high [Phase 3 Water Matters: Household Customer views on their water and sewerage
service 2017]

69% of customers agree their water company cares about the service they provide. This level

of care is ahead of energy companies. (phase 3 Water Matters: Household customer views of their water sewerage
2017)

Satisfaction with VM
o0 Water at 72% in 2017.
0 Telephone line - 77% in 2017
o Electricity - 76% in 2017
o Broadband - 70% in 2017
o

Council - 63% in 2017 (Phase 3: Water Matters: Household customer views on their water and sewerage
services 2017)

Customers and stakeholders say they want to know more about the services Affinity Water

provides
Corroboration Contradiction
e Customers have a limited awareness « Operational data shows that of the
and understanding of Affinity Water and majority of customers who have contact
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the service it provides; with limited

interaction (beyond billing). (Phase 0
Ethnographic Interviews; Phase 2 Future Customers
Schools Survey)

They say they want to know more about
services available to them — specifically
around water saving, bill payment

options, leakage reduction, comparative

data and social tariff information. (Phase 0
Ethnographic Interviews; Phase 0 Signpost Focus
Groups, Phase 1 Community of Customers- water
service survey; Phase 2 dWRMP survey and focus

groups)

When presented with the range of
Affinity Water services, household
customers’ already positive perception

of a ‘value for money service’ improved.
(Phase 0 Signpost Focus Groups)

Affinity Water in the last year, 9 out of
10, found it easy to access their
Services. (VM 2017/2018 Summary)

A large proportion said they would like
to know what Affinity Water is doing but
they are equally happy / trust them to

get on with the job. (Phase 1 Community of
Customers)

WEW,

Corroboration

Customers and stakeholders want to be communicated with in a personalised, relevant and timely

Contradiction

Household customers generally feel
positive about the service they receive
from Affinity Water staff and the manner
in which they engage with them.
Generally, customers have had positive
experiences when contacting Affinity
Water but those who haven't have
suggested improvements around
resolving complaints quicker, more call
operators, improved online service

provision and methods of contact (phase
1 community — customer service stepboard; phase 2
operational facing staff survey, phase 1 operational
data, phase 2 Business Plan focus groups)

18% of customers in England and
Wales contacted their supplier in 2017
and satisfaction with all aspects of

contact was high (pPhase 3 water Matters:
Household Customer views on their water and
sewerage service 2017)

Customers would like improved
communication and saw a positive
correlation with improved personal
water management. (phase 2 BP focus groups)
69% of customers agree their water
company cares about the service they
provide. This level of care is ahead of

energy companies. (phase 3 Water Matters:
Household customer views on their water and
sewerage 2017)

Utilities rank in the lowest 3 sectors in
the “"UK Customer Satisfaction Index
and have a lot to learn from other
sectors (phase 1, UK Satisfaction Index)

Just 4% of household customers
reported issues with poor customer

service over the last 5 years (phase 2 - BP
acceptability survey)
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Operational data suggests customers
need to be communicated with
effectively and positively to persuade
them to have a meter installed as those
who have chosen to have a meter are
more positive about them than those

who don’t have one. (vim 2017/2018
summary)

Developer Services customers are
looking for fast responses, clear
programmes and accurate delivery from
developer services. Currently,
customers have rated our performance
poorly regarding ‘getting it right first
time, ease of obtaining information,
keeping you informed on progress and
quality of information available on

website.’
(Phase 3 D-Mex Update and Wave 1 Results)

Corroboration

Customers and stakeholders want water to be affordable; and bill pricing to be transparent

Contradiction

When testing the customer outcomes
for relevance, ‘Providing a great service
that you value,’ received a mean score
of 9.08 for importance. (Phase Enabling — Pre-
sDs: online Survey) When re-testing this
outcome for Phase 2, it received a

score of 9.08. (Phase 2 Business Plan
acceptability survey)

Household customers generally see
water as affordable (87%) "a good
deal”; and when compared to other
utilities (29% better value; 57% same
value) (phase 2 BP acceptability survey). This is

corroborated from other sources (phase 0
ethnographic interviews, phase 0 - signpost focus
groups; value for money survey, phase 1 customer

community — omnibus survey). The majority of
future customers agreed that the cost of
water is important to them (phase 2 future
customers schools focus groups)

61% believe charges are fair (Phase 3:
Water Matters: Household customer views on their
water and sewerage services 2017)

Household customers generally
perceive water to be "a good deal”;

when compared to other utilities. (Phase 2
BP Acceptability Survey; Phase 0 Ethnographic

The lack of choice of provider means
customers are unable to search for “a
better deal”. Many believe that plan and
costs are already set and / or that they
are not expert enough to make a
judgement about cost and value for

MONeY. (Phase 0 Ethnographic Interviews; Phase 1
Customer Community; Phase 2 dWRMP focus
Groups)

Stakeholders commented that the price
of water was “too cheap” and that a
price increase would encourage
behaviour change and greater water
saving. (Phase 2 Stakeholder Focus Groups)
Positive perceptions of affordability are
not shared by all; specifically, unstable
income earners and large families /

households. (Phase 0 Operational Data; Phase 2
Operational facing staff survey; Phase 2 dAWRMP
Survey; VM 2017/2018 Summary)

49% of surveyed customers agree that
their household water bills are too
expensive these days but when
presented alongside other utilities,
perception changes. (Phase 2 dWRMP Survey)
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interviews; Phase 0 signpost focus groups; VM
survey; Phase 1 customer community-omnibus survey;
Phase 2 Stakeholder Focus Groups)

There are very few complaints about
price perception and the majority of
customers are satisfied with the value
for money of their sewerage and water

SErvices (Phase 0 Operational Data; Phase 1
Operational Data; Phase 2 Operational Data, Phase 3
Water Matters: Household customers views on their
water and sewerage services 2017)

Many have little awareness of their
relative usage and impact on their bill.
Some suggested installation of smart
meters and better explanation of water
usage on their bills to create

transparency. (Phase 2 dWRMP Focus Groups;
PR14 Customer and CCG Feedback)

There is some lack of trust and
transparency with regards price setting
at Affinity Water due to its monopoly

status. (PR14 Customer Feedback and CCG
Feedback; Phase 0 Ethnographic Interviews; Phase 0
Signpost Focus Group)

General corporate cynicism and lack of
corporate trust may have influenced a
small minority of customers being
unwilling to pay for additional
investment. Others mentioned money
not being spent as promised

(tax/charity) (Phase 3 Additional Resilience
Investment: Qualitative Customer Research)

Customers want bills to be affordable
for future generations as well as current
generations. They would rather pay
more now, for investment in
infrastructure development to prevent
large bill increases for future

generations. (PR14 Research; Phase 0 Signpost
focus groups)

Amongst non-household customers, the
evidence suggests that willingness to

pay has increased since PR14. (Phase 2
WTP Review)

Two thirds oppose compulsory metering

if it means higher bills. (ipsos Mori research
for NIC May 18)

External factors are influencing
customers outlook on value for money
and indicates ambivalence towards
water. (viM 2017/2018 Summary)

Customers have mixed views on the
principle of a system of rewards and
penalties that could allow Affinity Water

A third of customers believe Affinity
should not add anything to water bills
but still continue to support 50,000

customers through social tariff. (Phase 2
BP Acceptability Survey)

Some customers find water bills too
expensive; for example - when bills
received following water meter

installation (which are perceived as

driving efficiency and saving). (Phaseo,
Phase 1 Community of Customers, VM 2017/2018
Summary)
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to increase bills (if they beat certain
performance goals and make them
lower bills if they do not). 39% support
this approach, 39% have no views

either way and 22% oppose it. [phase
3Final Acceptability Survey]

Corroboration

Customers and stakeholders want to support those who have less access/greatest need for water

Contradiction

Approximately three quarters support Affinity Water
in providing support through bill reductions, flexible
payment and bill management; and spending more
on the Social Tariff. Levels of support and
opposition were consistent across age groups,
geographies and metered/non-metered households

with minimal exceptions. (Phase 1 Social Tariff Survey; Phase
2 BP Acceptability Survey)

Support is higher still among those in households
that receive Benefits and among customers who

feel water bills are better value for money. (Phase 2 BP
Acceptability Survey)

Nearly half of customers are in favour of increasing
overall bills to support more people but support for
different levels of increase is varied. Views on this
issue are complex and can be influenced by the
stimulus provided and in the order of questioning.
Also, views on bill increase varied across different
groups for example between ABCL1 (refer to phase
2 Business Plan Acceptability Survey [Annex 5, Ph2.4]
for social grade definitions) and Black and Minority
Ethnic (BME) groupings who are slightly in favour of
the current model. (Phase 2 BP Acceptability Survey)
Customers did not directly describe themselves as
‘vulnerable’, instead using similar vulnerable
stereotypes when prompted. (Phase 1 In-depth Interviews)
Calls and website visits show that low income tariffs
and payments plans are key causes for contact
suggesting people want to find out more about the
support they can receive. (Phase 0 Operational Data)
Seven - year trend in awareness of priority services
register is increasing but awareness remains low at

43% in England and Wales. (water Matter: Household
customer views on their water and sewerage services 2017)

Six in ten (60%) Affinity Water customers say it
would be acceptable to add an extra £1.50 each
year to household water bills if it means assisting an
additional 25,000 households via the Social Tariff
[phase 3 Final Acceptability Survey]. This echoes previous

Many are unaware of what
Affinity Water can and does
do to help with bills, and the
other support services
available. The method of
communication of these
services needs to be

improved. (Phase 1 Community of
Customers- Omnibus Survey)

35% of participants
opposed a bill increase to
support higher spending on
the Social Tariff to reduce
bad debt; suggesting this
support is dependent on

framing. (Phase 2 Business Plan
Acceptability Survey, Phase 3Final
Acceptability Survey]

Nearly 15% of Affinity
Water customers could be
considered vulnerable.
They are more likely to be
over 65 years old and living
in single person
households. (vim 2017/2018
Summary)

When asked about Affinity
Water’s future plans, the
areas which customers are
less likely to think are
important are ensuring all
customers have a water
meter and helping
customers who struggle to
pay their bills. ‘Supporting
vulnerable customer’

ranked fairly low also. (Phase
3Additional Resilience Investment:
Online Customer Research)
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research during PR19. While customers support the
principle of the Social Tariff, this is contingent on
factors such as the number of customers supported
and the cost impact to other households. When
presented with a choice of propositions, a large
minority opt for the status quo. Across all of the
guestions we have asked on the topic during PR19,
a clear majority back an extension of the Social

Tariff through an extra amount on bills. (phase 3Final
Acceptability Survey)

« The age group that are most likely to find the
expansion to the Social Tariff acceptable are 16-34
year olds and the income group that are most likely
to find the expansion acceptable are those with the

highest incomes; over £40,000. (phase 3Final Acceptability
Survey)

Minimising disruption to you and your community

General Findings:

. Written complaints relating to water pressure during the last year represent less than 5% of
all complaints and rank outside of 10 customer iSSUes. (Phase 2 Customer Feedback supporting insight)

« Reliability and quality of the UK’s water supply is taken for granted by the public. (psos Mori
research for NIC, May 2018)

. 59% of customers feel that hosepipe bans are an acceptable method for managing

resources, despite perceiving that they happen more frequently than reality. (Phase 2 WRMP
Survey)

e In January — March 2018, there was a strong dip in strong positive satisfaction, potentially a
result of cold weather interruptions and associated publicity. (vim 2017/2018 Summary)

Customers and stakeholders expect good water pressure

Corroboration Contradiction
« Rolling seven year average of 89% customer « Generally, those who experience
satisfaction with water pressure in England and consistent low pressure are resigned
Wales (phase 3 Water Matters: Household customer views on to it. (Phase 1- in depth interviews)
their water and sewerage services 2017) « There is confusion around the causes
o Customers found proposals to improve water and solutions for poor pressure. (Phase
pressure acceptable, in the round. (Phase 2 BP 1- In-depth interviews)
Acceptability Survey) « Low pressure is one of the main
« Since privatisation, customers are 5 times less reasons for contact from customers.
likely to suffer from supply interruptions and 100 (Phase 1 Operational Data)
times less likely to have low water pressure. (Britain
Thinks)
o Customers recognise different severity of leaks
and some need a faster response time than
others. (Phase 1 Community- Leakage Survey and Stepboard)
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Customers and stakeholders want to continue to experience an

uninterrupted supply now and in the future

Corroboration

Contradiction

When testing the relevance of each of the
customer outcomes, ‘minimising disruption to you
and your community’ scored an average of 8.2
(Phase Enabling: Pre-SDS Consultation: Online Survey). When
re-testing this customer outcome for Phase 2, it

scored an average of 8.81. (Phase 2 Business Plan
acceptability survey)

The majority of customers find their water supply
reliable and few have experienced interruptions
but most support prevention of interruptions to

supply. (Phase 2 dWRMP Survey; Phase 1 Community Omnibus
Survey; Phase 2 BP Focus Groups; VM 2017/2018 Summary;
Phase 2 WTP supply outage compensation levels survey)

Acceptance of an interruption depended on a
number of factors including whether or not the
customer had previous experience of an
interruption, how much compensation was being
offered and whether it was planned or an

unplanned interruption. (Phase 2 WTP supply outage
compensation levels survey)

50% of customers found current compensation for
unplanned interruptions as ‘about right’ and the

other 50% felt it was ‘far/too little’. (Phase 2 wTP
supply outage compensation levels survey)

Future customers particularly valued an
uninterrupted supply as an important part of the
service provided to customers. (Phase 2 BP Focus
Groups)

Interruptions to supply is the highest cause of

complaint and unwanted customer contact. (Phase
1 Operational Data)

There was higher acceptance of supply
interruption, as the level of compensation offered
increased, however, the duration of the
interruption had little impact on this. Older
customers required substantially more
compensation than any other age group. (Phase 2
WTP supply outage compensation levels survey)

The duration of an interruption and perceived
severity of impact have a modest correlation.
(Phase 2 WTP supply outage compensation levels survey)

Most customers find Affinity Water’'s drought
order frequency acceptable and some believe
that Affinity must be able to restrict water use

during a drought. (Phase 2 WRMP survey; Phase 1

Community- drought quick poll; Phase 2 Future Customers Schools
Focus Groups)

Stakeholders commented that the
risk of interruption is of relatively low
importance to them and other
customers commented on the low

probability of interruptions. (Phase 2
BP/dWRMP Stakeholder Forums)

In Phase 3, Droughts, less rainfall
and less water are of increasing
concern to customers (dry weather
during research period) and
potentially more top-of-mind due to
current weather. Customers perceive
an impact on Affinity Water’s ability to
provide high-quality water in the next

5 years due to these concerns. (phase
3 Additional Resilience Investment: Online

customer Research). This doesn’t echo
opinion on drought from earlier
phases, however, the phase 3
research was carried during hot, dry
weather.
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« The majority of future customers think Affinity
Water should do more to save water and reduce

wastage through leakage and bursts. (Phase 2 Future
Customers Schools Focus Groups; Phase 2 Future Customers
Schools Survey)

« Customers expect all issues to have a bigger
impact in 20 years’ time than in 5 years, although
the order of things affecting Affinity Water is very
similar, with infrastructure, growing population

and droughts remaining the top three concerns.
[Phase 3 Additional Resilience Investment: Online Customer
Research]

e Customers trust Affinity Water to provide
sufficient high-quality water in both short term and
Iong term [phase 3 Online Resilience Survey, phase 3: Water

Matters: Household customer views on their water and sewerage
services 2017]

e Half of customers (47%) support AW expanding
its water plant in Sundon to ensure there is
enough water supply across areas served by its
business. lots of uncertainty however, with 42%

saying they have no views and 11% opposing.
[phase 3 Final Acceptability Survey].

Customers and stakeholders want accurate, proactive and speedy responses

during interruptions

Corroboration Contradiction

e Customers report experiencing a lack of
communication during interruption; evidence from
past experience found minimal contact/advance
warning was given during the ‘Beast from the

East’ incident. (Phase 1 in depth interviews; Phase 2 Ofwat
‘Out in the Cold’ review)

« Much unwanted contact around interruptions is
repeat contact, suggesting customers may not

have got the answer they wanted initially. (Phase 1
Operational Data)

e Stakeholders commented that good use of social
media and other means of communication is

essential for mitigating the impact of interruptions.
(Phase 2 BP/dWRMP Stakeholder Forums)

o Affinity Water customers are looking for a fast
speed of responses - from general customer
service, and to applications and completion. It is
felt that Affinity Water need to be quicker, with
responses; and Developers would like to be able

to complete everything online. (Phase 3 D-Mex Update
and Wave 1 Results)

e Affinity Water scored poorly on the Transaction
Survey (DS) and received the lowest scores out
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of all the water companies involved in the
following areas:
0 getting it right first time
0 ease of obtaining information needed
o0 keeping you informed on progress

0 quality of information available on website
(Phase 3 D-Mex Update and Wave 1 Results)

PR19 PCs were aligned with the four outcomes shown below in Figure 12.. The findings were grouped
to the PCs and used to support each commitment. The fully mapped list can be seen in our
Triangulation Tool [Annex 1, Over 2]. See Our Outcomes and Performance Commitments, Chapter 4.

Water Quality Mean Zonal
Compliance Compliance

Per Capita
Consumption

r

Supplying high quality water
you can trust

\_
-

Environmental
Innovation

Making sure you have enough Leakage

water, while leaving more
water in the environment

Sustainable
Abstraction

River Restoration

7
o . PSR - Satisfaction
Providing a great service that
you value
False Voids and
PSR - Ease Gap Sites
Suppl_y Risk OT severe Unplanned Outage
Minimising disruption to you Interruptions restrictions
and your community
\ Mains Bursts Low pressure

Figure 12: Customer outcomes against our PCs

PR14 PR19 Comparison

Drawing comparisons to PR14, we feel that we have seen three main areas of evolution
of customer views:

1) There has been a greater acceptance of metering than at PR14. Though, still over
half (57% of customers are in favour of the extension of compulsory metering [phase
2 dWRMP survey, Annex 5, Ph2.5].

2) Customers are asking for a greater personalisation of communications from us.
This was patrticularly evident in the future customer’s survey and focus groups.

3) There is a greater acceptance of reducing water use by customers, although overall
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the lowest level of reduction was chosen (with 34% supporting a reduction to 126 litres
a day from 160).

4.3 Segmented findings

This section will outline the results of the customer engagement work carried out with the four targeted
segments of customers. We saw that there were no significant differences in their needs, when
compared to the overall population. Their views were important so that we could develop a plan that met
the expectations and is affordable for all customers.

Where we did find differences in experience of these individuals, compared to the population as a whole,
this is covered in the detailed reports. The headlines below are some common findings.

Vulnerable customers

Source: 12 in-depth interviews

e Customers are actively trying to manage household bills with sense of pride in paying. No
customers were actively avoiding bill payments. Debt created long term difficulties. Lower tariffs
are preferred over payment plans.

o Customers expressed difficulty tracking water cost and usage. Water use was a private matter
and especially hard to control if consumption needed to increase due to medical condition or a
larger family. Infrequent bills and a lack of visual measures make water usage and cost hard to
understand.

o \Water was felt to be affordable in smaller households with fixed income or pension. However,
fluctuating usage, larger family households and unstable income caused concerns.

e Most customers do not think about water usage but felt they used as much as they needed and
no more. Customers made little connection between water usage and the environment, and
attempts to reduce usage were linked to reducing the bill.

e Customers did not directly describe themselves as ‘vulnerable’; instead using similar vulnerable
stereotypes when prompted.

o There was a general lack of trust in or engagement with us. Some customers wondered why we
would want them to use less water.

Customers with experience of interruption/disruption

Source: 5 in-depth interviews

There is a perceived lack of communication during interruption. Customers said they only found out
through Facebook or by making direct contact to find out about outages and get updates about supplies.

Low water pressure is something customers “have to put up with”. Customers are confused about causes
of low pressure and are unaware how, or if, pressure can be improved.

Water is essential. Consequently, customers felt that we should be proactively fixing pipes and carrying
out work either at night or during the daytime in the week to reduce impact on their lives.

The relatively more engaged

Source: Affinity Water 2020 Community of Customers

N.B. — The Affinity Water 2020 Community of Customers included a sample of bill payers and named
account holders. The Community had an older and more affluent profile than the general population in
our regions. (The Community was designed to provide a flexible forum for ongoing conversations with a
large group of customers, allowing for quantitative measurement plus qualitative and deliberative inquiry.
It is not representative in a statistical way.)
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N.B. 2 — comparing the final Community survey with the dWRMP survey — Community members who
took part were more likely than customers as a whole to say they wanted to have more say and that
they are careful about their water use. They were only a little more likely to feel knowledgeable about
our company (longitudinal analysis shows that the 69 most engaged members (who completed all
five surveys) were more knowledgeable to start with, but also became more knowledgeable across
the life of the Community).

e Water is considered essential by customers. This is reflected in a concept that water is less
‘product’, more ‘service’, and in the emotional attitudes towards leakage and waste.

¢ Community customers say they pay less attention to water relative to energy and communication
utilities. Most customers say they know a little or nothing about our company. Water is an
‘invisible’ service.

e This makes it difficult to engage. This showed up in our attempts to recruit the Affinity Water 2020
Community.

o Water supply is reliable in customers’ eyes. Supply is not perceived to be under threat and
resilience is taken for granted. There is a prevailing belief that Britain is a ‘wet’ country with
plentiful supplies of water; many customers viewing the Hubbub film were surprised that most, or
at least some, of our drinkable water is sourced from rivers, lakes or reservoirs.

e Tap water is trusted, and perceived as safe and clean. A survey among the Community points to
some relative issues with taste and smell. But the overwhelming sentiment is one of satisfaction
with few top-of-mind suggestions for improvement.

e The mainly affordable nature of water bills and the weak link between use and cost, mean that
there is little incentive to reduce consumption. Community customers consider themselves
‘average’ and ‘efficient’ in terms of water consumption, with few ways to make comparisons.
Attempts to help customers reduce consumptions are pushing at an open door. Over half think
they might be able to do something to make small reductions to consumption, which is seen as
more the responsibility of customers than water companies.

¢ Minimising leakage is thought to be a key part of the ‘contract’ between company and customers.
Self-reported concern among customers is driven by a distaste for waste, followed by the cost of
controlling leakage and how this affects their bill and the potential risk to the environment if we
have to take more water from rivers.

e Customers recognise that there are different severities of leaks, and that some necessitate a
faster response than others. Over half think that the time we take to repair leaks is about right.
However, four in ten think that we should repair leaks faster.

e There is an appetite for us to invest more to reduce leakage further, in principle. Seven in ten
think that we should meet, or exceed, Ofwat’s leakage reduction expectations.

e Customers are most inclined to agree with an increase in their water bill if it was to fund new ways
of reducing leakage at a faster rate.

Future customers

Source: 2 groups with future customers (primarily students at university; primarily those aged 18-34 and
living with their parents)

N.B. The phase 0 ‘Signpost’ programme of groups included groups with future customers. Participants
exhibited a very low level of knowledge, both about our company and about their water supply in general.
This was the case across the groups, but particularly pronounced within the younger and future customer
groups. All had heard of ‘Affinity Water’ but there was little awareness about what we do beyond supplying
water.
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¢ Within our future customer groups there was very little knowledge about the distinction between
clean water supply and sewerage services. Again, this was not something that people had thought
about before. When sewerage was mentioned, they assumed it would probably be the same
company dealing with both.

o Those in the future customers group who had not been involved in bill paying before, really had
no idea about how much water costs, or other bills for that matter so it was very difficult for them
to consider the figures in any kind of context.

Across the groups, customers referred to the importance of considering the environment as part of the
Business Plan priorities. Within the younger, and future customers groups, the ideas about considering
the environment tended towards being quite vague and theoretical. These participants were quick to
make reference to the environment being important, but it was not clear that they had much
understanding about why using too much water was damaging to the environment, or how they could be
more environmentally friendly. Though views were mixed, younger participants were also more likely to
consider it primarily the responsibility of the company, rather than the consumer, to be environmentally
friendly.

Where participants didn’t understand how particular environmental priority areas would work — for
instance what the environmental pilot projects would be, or how we could change their personal water
use —they tended to shy away from prioritising these areas. When faced with making trade-offs between
environmental activities that they did not fully understand and cost savings or customer service, they
tended to default to the cost savings or customer service as these were concepts that they were familiar
with and understood.

4.4 Disaggregated Findings

The main findings have shown that customers are generally satisfied with the service we provide, and
that it is relatively good value for money compared to other household bills. However, by segmenting
customers we have explored the diverse experiences of the service we provide.

We recognise that, throughout our market research programme, different groups and geographies have
much more in common than points of difference and much of our reporting has presented relative
differences. However, we found that demographic differences across all customers is greater than across
geographies. The following section details the where there were differences.

Issues with supply/ customer satisfaction with our service

o 26% of women and 30% of people from BME backgrounds were more likely to have experienced
issues with taste, smell, colour and hardness compared with 24% of the whole customer
community. [phase 2 Business Plan acceptability survey, Annex 5, 2.4]

e Only 34% of those dissatisfied with the service we provide reported no recent water supply issues.

This rises to 54% of those who were satisfied with the service we provide. [phase 2 Business Plan
acceptability survey, Annex 5, 2.4]

o 17% of customers with experience of water supply issues in the past five years are dissatisfied

with our service compared to 11% of customers with no recent issues. [phase 2 Business Plan
acceptability survey, Annex 5, 2.4]

o 19% of people from BME backgrounds reported being dissatisfied with the service we provide
compared to 12% of people from white backgrounds. 82% of 18-34 year olds were satisfied and
so were 81% of people with no responsibility for the water bill, compared to 74% overall stating
they were satisfied with the service we provide. [phase 2 Business Plan acceptability survey, Annex 5, 2.4]

e 17% of men wanted to have a say in what we do. This rises to 18% of 16-34 year olds and 19%
of people from BME backgrounds, compared to 14% of customer overall would like to have more
of a say in what we do. [phase 2 dWRMP survey, Annex B, Ph2.5]
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Value for money/affordability

11% of social renters and 9% of private renters were unable to pay their water bill on time at least

some of the time. This is compared to 3% for owners. [phase 2 Business Plan acceptability survey, Annex
5, 2.4]

21% of 35-54 strongly agree that their water bills are too expensive. This rises to 23% for renters
and benefits recipients, and rises even further to 27% for BME customers. This is compared to
19% for the whole customer base. [phase 2 dWRMP survey, Annex B, Ph2.5]

Only 26% of people who think their water bill is worse value for money than other household bills
claim to have no recent water supply issues. [phase 2 Business Plan acceptability survey, Annex 5, 2.4]

Metering does not seem to have any effect on perceptions of value for money. Similar proportions

of those with (33%) and without (29%) meters are unaware of their bill amount. [phase 2 Business
Plan acceptability survey, Annex 5, 2.4]

Those customers who are more likely to benefit from support place greater importance on helping
those struggling to pay their bill. [phase 3 Additional Resilience Investment Research: Online Customer Survey]

Household that include someone with a disability or those in the lower income bracket are less

likely to find a £1-£2 or £3-£5 per annum bill increase affordable. [phase 3 Additional Resilience
Investment Research: Online Customer Survey]

Acceptability of bill increases (E1-£2 and £3-£5) is consistently higher amongst older customers
(aged 55+). [phase 3 Additional Resilience Investment Research: Online Customer Survey]

Per Capita Consumption

Only 6% of the customer base think that they can make a big cutback in the amount of water they
use, increasing to 11% of 16-34 year olds. 50% of 55-75 year olds feel as though they are not
able to make any reduction to their usage. [phase 2 dWRMP survey, Annex B, Ph2.5]

84% of metered customers strongly agree that they are careful about the amount of water they
personally use. Only 78% of all customers strongly agree. [phase 2 dWRMP survey, Annex B, Ph2.5]

Resilience

Older customers (over 55 years) place greater importance on a range of resilience related issues:
0 Making sure there is enough water in the future (79% ‘very important’ vs. 53% for <35s)
0 Reducing the amount of leakage (76% ‘very important’ vs. 37% for <35s)
0 Maintaining and updating the infrastructure (66% ‘very important’ vs. 36% for <35s)

0 Building new water storage (43% ‘very important’ vs. 25% for <35s)
[phase 3 Additional Resilience Investment Research: Online Customer Survey]

We understand that the customer base in our supply area is very diverse demographically and that this
eqguates to a diverse range of experiences of the service we provide.

Our Business Plan for 2020 — 2025 Appendix 3 Page 69 of 74



4.5 Stakeholder findings/views

Our key stakeholders have given their views on our plans through the formal DMP, dWRMP and Business
Plan consultations, qualitative research through discussion groups, workshops, forums and informal one-
to-one conversations and presentations.

Overall, we found that stakeholder views did not differ significantly from those of customers. Where slight
areas of contradiction were found, these have been highlighted in section 4.2. Stakeholders generally
expected us to be more ambitious, and were more likely to provide detailed commentary on specific
areas based on their expertise. Some of these views from our strategic influencers on our plans are
covered in the dWRMP Chapter 3, section 3.4.2.

5 Working with our Customer Challenge Group

5.1 Introduction

Our CCG was established in 2012 to challenge and support us during the development of our Business
Plan that was submitted to Ofwat in December 2013.

In May 2016, Ofwat published its expectations for companies’ customer engagement for the for ‘PR19’
stating that each company should have a CCG in place for PR19 and set out a number of expectations
for CCGs in terms of their purpose, scope and membership.

The current chair of the CCG, Teresa Perchard, was appointed by the non-executive directors in April
2016. In order to achieve a diversity of membership, members of the CCG (14) have been drawn from
representative bodies or interest groups that are active in the communities and areas we serve. There is
member representation of our regulators, the Environment Agency and CCWater. See Annex 8, CCG1
for details of assurance of the role played.

Detailed Terms of Reference (ToR) was established and updated to provide a set of working guidelines
for the CCG. Following the conclusion of PR14, the role of the CCG changed to support the operational
and delivery focus of the business, particularly in the light of Ofwat granting our Business Plan enhance
status. The Revised ToR established the CCG as having the primary role to ‘comment on how well Affinity
Water considers customers’ views and their priorities and how well customer risks are managed in
relation to the achievement of the AMP6 PCs.’ For further information on the ToR, please see Annex 8,
CCG1. See CCG Report and supporting Appendices.

5.2 Ways of working

We welcomed the opportunity to work with the Customer Challenge Group. The Independent Chair set
a clear agenda and scope of work for the CCG. We found the discipline of preparing material for a lay
audience helped us sharpen our messages; improved our objective setting; and helped us view things
from the customers’ perspective.

The constructive challenge from the CCG improved publications, questionnaires and presentation of

material. Their feedback, from attendance at events and workshops, was valuable and reflected the
constructive, challenging, working arrangements fostered by the Chair.
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The CCG used a number of guidance notes from Ofwat in order to provide structure and clarity to their
challenge.

Through meetings and ongoing dialogue, we log each of the challenges that the CCG raises. A separate
report has been prepared by the CCG, reflecting their view of our approach. More information on these
challenges can be seen in the CCG Report.

After triangulation of phases 0 and 1, we had validation sessions with the CCG. We then incorporated
their views and challenges into our final triangulation reports. For a summary of CCG comments and
reflections, please see Triangulation Report 0 and 1 [Annex 3, Ph0.1 and Annex 4, Ph1.1].

Following CCG engagement at the end of phase 1 on PCs, CCG working groups were set up to focus
on key customer issues; ‘Affordability and Vulnerability’ and ‘Resilience and the Environment.” Ofwat
expects companies to engage with customers and their CCG’s on these issues.

¢ The affordability and vulnerability Working Group was briefed to challenge us on our proposals
for affordability of bills for all customers and delivering services to customer who are vulnerable,
including the Performance Commitment proposed. The Working Group were tasked with
challenging our current approach, the customer and stakeholder views on our current approach
and the engagement we set out for our PR19 business plan. For information on this Working
Group, please see Proposals for working group — affordability vulnerability [Annex 8, CCG3b].

o It was clear from engagement during PR14 that customers valued an improvement to the
environment so Ofwat expects companies to set bespoke PCs to reflect customers’ preferences.
The Resilience and Environment Working Group was established to scrutinise and challenge our
proposals for our bespoke PCs for resilience and environment and challenge our current
approach to resilience. They were also tasked with challenging the customer and stakeholder
engagement proposed for our PR19 business plan. For further information on this Working Group,
please see Proposals for working groups — resilience environment, [Annex 8, CCG3a].

5.3 Triangulation

A key element of our engagement with the CCG has been during our formal triangulation period at the
end of each phase. The programme was deliberatively designed to accommodate this from the outset.
This provided us with the opportunity to present our emerging findings, receive their initial feedback and
challenge. This was then captured in each of our triangulation reports, feeding into the stage phase of
research and to the business plan.

Our Business Plan for 2020 — 2025 Appendix 3 Page 71 of 74



6 How we plan to deliver for customers and stakeholders

6.1 Our Business Plan

Overview

Our customer engagement programme is one part of a wider programme to develop of our PR19
Business Plan for 2020-2025, our Drought Management Plan 2018-2023 and our Water Resources
Management Plan for 2020-20280. Outcomes and PCs have been identified and final decisions have
been made on ODI and PC levels. Insights from the customer engagement programme have played an
important part of these decisions and have informed the Business Plan as it has developed over time.
This evolution is shown below.
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Figure 8 Our six phase iterative customer engagement process
Each part of the customer engagement programme has helped to shape the Business Plan.
Customer Outcomes

Initially, customer views were used to inform the Customer Outcomes. This resulted in confirming support
for our four Customer Outcomes from PR14:

Making sure you
have enough
water, while
leaving more
water in the
environment

Minimising
disruption to you

Supplying high
quality water you

Providing a great
service that you
value

and your
community

can trust
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PCs: what

As set out in Section 4.1, findings from customer and stakeholder engagement up to the end of phase 1
informed which PCs we chose to take forward. In particular, we gained a better understanding of
customer awareness. We found out that customers were not well informed about our overall brand and
service, we therefore decided that reducing the number of PCs will help us simplify our messages.

The output from Phase 1 was a finalised list of PR19 PCs. Clear evidence of customer priorities informed
this list of PCs and no additional commitments were added at later stages.

The full set of PCs included and withdrawn is set out in Section 4.1

PCs and ODIs: what level

At the end of phases 2 and 3, we reviewed the customer engagement evidence to help inform our
decisions on the ‘target levels’ we set for PCs and ODIs. For example, we found strong customer and
stakeholder support for reducing leakage, and found that over 70% of customers supported the approach
to ODI measures, which was greater than at PR14.

Key activities and investments

We have shaped the business plan based on what customers and stakeholders have told us throughout
the engagement programme. Examples are illustrated throughout the plan.

Overall bill acceptability
We found that 82% of customers consider the final plan to be acceptable. This drops when inflation

and wastewater services are added to the overall proposal, but in part this reflects our research
methodology.

6.2 Our ongoing customer engagement approach

Our PR19 customer engagement programme has delivered many successful process and practice
enhancements that will be considered and where appropriate integrated into our ongoing engagement.
It revealed several lessons that could drive helpful change and continual improvements. These include:

o We will co-ordinate long term engagement strategies across the business, delivering our
proposals set out across our plan (in key chapters - Great Customer Service, chapter 7
Developing our Community Approach, Chapter 8 and Delivering our Investment Plan, Chapter 6),
whilst continuing to deliver on our PCs.

e We will continue to improve customer communication by understanding how customers and
stakeholders want to be engaged. Our findings underline the importance of communicating water
resources management and technical water issues in ways which are tangible to customers and
stakeholders. It is clear from across PR19 that customer engagement activity would be enhanced
with an integrated communication strategy to ensure research is delivered in the most engaging
and meaningful way. By continuing to understand customer segments we can communicate with
customers in a way that works for them. (see Great Customer Service, chapter 7, Developing our
Community Approach, Chapter 8,) we plan to co-create and co-deliver our initiatives
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o We will work with customers and stakeholders to co-design and direct engagement. For
examples, in Developing our Community Approach, Chapter 8 we have set out how we will work
with partners to co-create solutions with our customers. We recognise that, to build trust with our
customers, we need to work with others who they already trust.

o We will explore other options for sharing feedback including verbal/discussion boards or short
films.

o We will use our data strategy gain further insights into customer expectations and how we can
best meet their needs.

Phase 4 of our PR19 customer engagement programme is scheduled for Autumn/Winter 2018. The
objectives for phase 4 of our programme, which will guide our progress into BaU engagement, are as
follows:

¢ Review our learning and experience from PR19 and compare to experiences across the industry

e Promote and support our community strategy by aligning stakeholder and community
engagement activity

e Maximise opportunities to integrate customer feedback — from all sources to keep abreast of
customer concerns and priorities

e Develop our engagement strategy for the long term.
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List of Annexes

This supporting annex provides a comprehensive suite of documents including examples of
research and triangulation. This selection seeks to demonstrate the breadth of our engagement and
the completeness of our evaluation. The list of supporting documents provided is set out below and
a full list of outputs can be seen in Annex 1, Over 3. All copies of our research can be made
available on request.

Annex Annex ref. Document ref.

Annex 1 Over 1 Arup, August 2018, PR19 Engagement Strategy
Overarching

Over 2 Arup, August 2018, Triangulation Tool

Over 3 Affinity Water, August 2018, List of PR19 Engagement Outputs

Annex 2 Enabling E1 Blue Marble, June 2016, Pre-SDS Consultation: Online survey
phase findings
E2 OPM, April 2017, Drought Management Plan: Customer Survey
Report
Annex 3 Phase 0 Ph0.1 Arup, October 2017, Triangulation Report: Phase 0
Scoping and — . .
Immersion Ph0.2 Affinity Water, September 2017, PR19: Triangulation and
validation of our phase 0 customer engagement
Ph0.3 Arup, September 2017, Phase 0: Operational Data Report
Annex 4 Phase 1 Ph1.1 Arup, March 2018, Triangulation Report: Phase 1
Listening and — . . —
Learning Ph1.2 Affinity Water, January 2018, PR19: Triangulation and validation
of our phase 1 customer engagement
Ph1.3 OPM, October 2017, Draft Drought Management Plan
Engagement Event
Ph1.4 Ipsos MORI, February 2018, Social Tariff Survey
Ph1.5 Affinity Water, August 2017, Drought Management Plan Non-
Technical Summary
Ph1.6 Arup, February 2018, Customer Engagement Programme,
Operational Data: Phase 1 report
Ph1.7 Ipsos MORI, March 18, Phase 1 Triangulation: Market Research
programme; Research report
Annex 5 Phase 2 Ph2.1 Arup, August 2018, Triangulation Report: Phase 2
Testing and
Valuing Ph2.2 Arup, May 2018, PR19 Customer Engagement Programme,

Triangulation methodology: Phase 2

Ph2.3 Ipsos MORI, May 2018, Draft Business Plan research: Qualitative
research — report

Ph2.4 Ipsos MORI, June 2018, Affinity Water Business Plan
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Acceptability Survey: Research report

Ph2.5 Ipsos MORI, May 2018, draft Water Resources Management
Plan: Research Report
Ph2.6 Traverse, June 2018, dWRMP 2020-2080 and PR19 draft
Business Plan 2020-2025 Stakeholder Engagement Summary
Report
Ph2.7 Affinity Water, June 2018, Future Customer Secondary School
Survey
Ph2.8 Affinity Water, June 2018, Future Customer Secondary School
Focus Groups
Ph2.9 Accent, June 2018, Exploration of Supply Outage Compensation
Levels
Ph2.10 Affinity Water, April 2018, Our future plans: Consultation
document
Ph2.11 Affinity Water, March 2018, Our Plan for Customers and
Communities, A summary of our Draft Water Resources
Management Plan 2020- 2080: Consultation document
Annex 6 Phase 3 Ph3.1 Arup, August 2018, Triangulation Report: Phase 3
Revisiting and _ -
Assuring Ph3.2 Ipsos MORI, August 2018, Phase 3 Final Acceptability Survey:
Research report
Annex 7 Business BaU1 Blue Marble, May 2018, Value for Money 2017-2018: Presentation
as Usual of research findings
BaU2 Hubbub, April 2017, Research Report #TapChat: Water Saving
Campaign
BaU3 Hubbub, November 2017, Impact Report #TapChat Water Saving
Campaign
Annex 8 CCG CCG1 Terms of Reference
CCG2 Minutes
CCG3a Proposals for working groups — resilience environment
CCG3b Proposal for working groups — affordability vulnerability
CCG4 Working protocol

Our Business Plan for 2020 — 2025

Appendix 3




Annex 1: Overarching

Over 1 - PR19 Engagement Strategy
Over 2 — Triangulation Tool
Over 3 — List of PR19 Engagement Outputs

Our Business Plan for 2020 — 2025 Appendix 3



Annex 1: Overarching
Over 1 - PR19 Engagement Strategy
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1 Introduction, aims and objectives

1.1 Overview

Customers are at the heart of our vision to be a truly leading community-focused water
company. To continue to meet customers’ needs both now and in the long-term, we
recognise the need to engage with customers and stakeholders in two-way and
transparent dialogues on an ongoing basis. We will use a wide range of techniques and
compare our findings with a range of other sources of data and information in order to
provide the best possible understanding of our customers and stakeholder. Our PR19
engagement programme is designed to allow us to gather, review and understand
customers’ and stakeholders’ priorities, wants and expectations in order to inform our
future plans.

1.2 Purpose of the document

This document describes how we will deliver a broad, enhanced and thorough
programme of engagement with our customers and stakeholders to inform our PR19
Business Plan, Drought Management Plan and Water Resources Management Plan. It
outlines the process we will follow to ensure we gain diverse participation and how we
will work with the Customer Challenge Group (CCG) to deliver the level of assurance
required for a high-quality Business Plan.

This document is our latest version of the engagement strategy document. Our
engagement programme is designed with structured flexibility in mind. This allow
emerging issues and themes particularly from Ofwat to be taken into account throughout
the lifecycle our programme. Therefore, our engagement strategy document is a live
document which is continually refreshed.

1.3 Purpose of the engagement

The purpose of our customer and stakeholder engagement is to provide evidence:

of proportionate and appropriate engagement to captured customers’ priorities;

e to show how we have tested options of different service levels and costs and gained
acceptance for a preferred package;

e to show how customer and stakeholders have informed and influenced choices in the
investment plan; and

o that customer and stakeholder engagement is embedded into our day-to-day
operations.

Specifically, activities undertaken will enable us to:

e set ambitious targets against a range of Performance Commitments (PCs);

e test and develop a range of options taking account of acceptability and affordability
for all customers;

e understand customers’ views on investing for the future to increase our resilience
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e understand customers’ different behaviours, needs, priorities and requirements;
e test how creative, innovative and stretching our proposed plans are;

e provide evidence to the Customer Challenge Group (CCG) to allow them to
comment on the scope, quantity and quality of engagement used to inform the
Business Plan and that it is:

O based on robust evidence gained from appropriate evaluation and use of
customer research and engagement; and
0 consistent with and takes account of customers’ priorities and preferences; and

e ensure we comply with all statutory requirements of engagement and consultations
on specific processes such as the draft Water Resources Management Plan
(dWRMP) and Drought Management Plan (DMP).

1.4 Engagement aims

At PR14, we achieved enhanced status reflecting the extensive level of engagement we
carried out. We recognise that best practice in customer engagement is constantly
evolving and that our customers’ and stakeholders’ expectations are increasing.
Therefore, the aims of Affinity Water’s engagement strategy for PR19 will be to:

¢ build on past experiences and comprehensive work delivered for previous business
plans;

e achieve broader and more diverse engagement, and participation;

e draw from global best practice to adopt innovative engagement techniques that will
enable us to design and deliver more focused and co-created engagement;

e ensure engagement is embedded in the business and is an ongoing process

e develop and deliver a programme that fully meets increased expectations from
stakeholders and reflecting guidance from the CCG, CCWater and Ofwat.

Building on our successful approach for PR14 this programme will include detailed
customer segmentation, bespoke and comprehensive market research, wider and more
rigorous analysis of operational data, an enhanced triangulation and validation process,
and ongoing engagement and review by the CCG throughout the process.

1.5 Engagement objectives

To achieve better engagement and ensure we deliver a step change, we have defined six
core customer engagement objectives informed by our aims described above. These are
described as follows:

1. we will understand our customers as well as their worlds and priorities; moving
towards greater granularity and personalisation on the insights we collect.

2. we will engage with more of our customers than before, and with more types of
customers.
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3. we will use a wide range of methods and techniques; picking the right tools for
the job, to allow us to demonstrate a two-way and ongoing dialogue with our
customers;

4. we will innovate through evolution and iteration; learning from previous
engagement activities and embedding a continual learning loop into our work.

5. our engagement will be honest and realistic; we will ensure we present our
customers with real choices, and we will provide customers with feedback on
how their views have influenced our plans and the way we do business.

6. we will start our engagement with an outline programme designed from the start,
and deliver all activities in a structured but flexible way.

2 Learning from PR14 and meeting PR19
expectations

We are seeking to build on our work at PR14 and engage in different ways with a wider
range of customers on the development of our Business Plan.

2.1 PR14 lessons learned

Extending the successful customer and stakeholder engagement work performed at
PR14 will allow us to interpret any long-term trends or changes in the results across
Price Review cycles, facilitating better informed long-term strategic decision making
and investment, grounded in customers’ views and opinions.

Our review of the customer and stakeholder engagement work completed at PR14 has
identified the following five opportunities for improvements in both the way we planned
and managed the programmes as well as the activities completed:

1. Appoint a leading customer and market research delivery partner for the whole
programme.

2. Develop a clearer approach to programme management. To achieve this, we will
develop:

a) A clear plan and governance structure.

b) A glossary of terms for consistency across the programme.
c) A unified referencing system.

d) A unified format for output reports.

3. Develop an iterative process, with clear feedback loops to the Business Planning
process and CCG.

4. Develop our approach to triangulation.

5. Build customer understanding and identification of priorities earlier into the
programme.
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The PR14 experience identified the importance of learning throughout the engagement
activities with the timing of gaining customer insights an essential part of an evolving
engagement programme.

Activities and discussions that targeted vulnerable customers were addressed in the later
stages of the PR14 programme; for PR19 we will bring this work earlier in to the
programme so that it can more usefully inform our process.

For PR19, we propose taking a more targeted and considered approach to segmentation.
This will be a key factor in the design of each element of engagement to be recorded
within the method statement for each element of market research.

At PR14 our Business Plan was grounded on four “customer outcomes” that
summarised what our customers expected us to focus on in meeting their immediate and
future needs. These were:

e Making sure customers have enough water, whilst leaving more water in the
environment;

e Supplying high quality water customers can trust;
e Minimising disruption to customers and communities; and
e Providing a value for money service.

For PR19 we will consult with our customers at the start of our engagement programme
and assess if these outcomes are still relevant and reflect what customers care about.

At PR14 we undertook a full programme of “willingness to pay” research. For PR19 we
have considered the wider concerns in the market and from Ofwat on the value of
willingness to pay analysis and have concluded that we will build on but not repeat the
economic testing performed at PR14. We will do this through:

e acombination of new, innovative market research and engagement methods
designed and deployed for PR19;

e areview of the economic research carried out across the industry;
e insights from our quarterly value for money surveys; and

e where required, specific “willingness to pay” surveys for particular Outcome
Delivery Incentives (ODIs) such as compensation for levels of interruptions.

2.2 Our measure for success

Success criteria

The overall success of our engagement programme will be assessed independently by
the CCG. The assessment framework is derived from the expectations outlined in the
Aide Memoire for CCG! and from the guidance outlined in the Ofwat principles of
engagement described in the final methodology?. A summary of this guidance is
outlined in the section below.

! Aide Memoire for Customer Challenge Groups, (March 18)
2 Ofwat, Delivering Water 2020: Our Final Methodology for the 2019 Price Review, (December 2017).
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However, we will also qualitatively assess ourselves against:

External expectations

CCWater principles of customer engagement, see section below for details

Our objectives described above including embedding Business Planning
engagement activities into day-to-day operations

Ofwat and the CCG have published guidelines detailing what good customer
engagement might look like. These guidelines outlined in Table 2.1 have helped to
shape our drive to involve customers and use the findings of engagement and
consultation to inform our plans.

Table 2.1 — Aspects of CCG assessment framework for customer and stakeholder engagement

No. Aspect Description
A genuine understanding of its customers’ priorities, needs and
1. Quiality of : . . .
insight requirements and, where appropriate, customer valuations — drawing
on a robust, balanced and proportionate evidence base.
. Engaging with customers on the issues that matter to them.
2 Quiality of ; o . .
‘ i Evidence and insight obtained from customers has driving and
propositions . . -
informing the Business Plan.
Presenting customers with realistic options.
Quality of Ongoing, two-way and transparent customer engagement where
3. companies are informing their customers as well as soliciting
process
feedback from them.
4. Diversity and Diverse customer engagement, involving the use of appropriate and
reach effective methods for engaging with a diverse range of customers
including those in circumstances that make them vulnerable.
Has the company considered the most effective methods for
engaging different customers, including those that are hard to reach?
5. Long term Engaging customers effectively and appropriately on future and
issues and long-term issues (e.g. resilience, impact on future bills, long term
future affordability etc.), including trade-offs and risks. Does the business
customers’ plan adequately consider, and appropriately reflect the potential
Interests needs and requirements of future customers?
Current Informing and engaging customers about the company’s current
6. performance performance and how this compares with other companies in a way
customers could be expected to understand.
; Customer Has the evidence and information obtained from customers

evidence as a
genuine driver
of the Business
Plan

(including through the company’s day-to-day contacts with
customers) genuinely driven and informed the development of the
business plan to benefit current and future customers?
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CCWater has also outlined their guidance® for how water companies might seek to
engage with customers during PR19. They have identified some key features of what
might constitute good customer engagement most of which are covered in the CCG
assessment criteria in the table above. This a progression from the engagement
principles adopted in the PR14 assessment framework.

Completeness (attempt to reach and engage all the customers);

Full engagement of customers in all aspects of the Business Plan;
Transparency;

Accessibility (being available for all customers);

Provide necessary information for customers to make informed views;
Be deliberative (two-way engagement and co-creation).

Be timely; and

Demonstrate how customers’ views have influenced decisions.

Ofwat guidance

In its final Methodology, Ofwat has provided guidance to companies on how they might
establish enduring relationships with customers that are based on trust.

Affinity Water will use this guidance to develop an engagement plan that works for all
customers and builds a trusting relationship with its customers by:

AN

7.

Using a robust, balanced and proportionate evidence base.
Engaging customers as a continual and ongoing process.
Ensuring a two way and transparent dialogue.

Understanding the needs and requirements of different customers.
Engaging on longer term issues, including resilience.

Involving customers in service delivery.

Setting the context using comparative information.

Ofwat also identified additional guiding principles for customer engagement, which can
help Affinity Water assure the quality of customer engagement undertaken:

b=

deliver outcomes beneficial to customers;
be ongoing;
be demonstrably high quality; and

generate an evidence base that is “robust, balanced and proportionate”.

3

https://www.ccwater.org.uk/priorities/your-priorities/2019-price-

review/pr14/futurepricesettingccwatersviews/
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3 PR19 Engagement Programme

3.1 Engagement programme and key activities

Our engagement programme includes the following key activities:

e aphased, iterative approach to engagement, building our understanding and a
common narrative;

e informed customer segmentation;

e stakeholder mapping;

e bespoke and comprehensive market research;

e wider and more rigorous analysis of operational data and customer communications;
e an enhanced triangulation and validation process; and

e ongoing engagement and review by the CCG throughout the process.

The above activities will allow us to meet the CCG assessment criteria described in the
section above as well as our own engagement purpose, aims and objectives. We will

check our progress against the CCG assessment framework but we will not present our
self-assessment to avoid prejudicing the CCG’s own independent consideration. In the
table below we set out our own success criteria for meeting our six objectives.

Table 3.1 — Success criteria

Start with unprompted
We will understand our conversations and checking Qualitative Enabling
customers as well as their where customers are at since = and and Phase 0
worlds and priorities; last time through customer quantitative  and phase 1
contact data.
moving towards greater
. - Through t o
granularity and personalisation ough promp ed Qualitative All phases
. conversations

on the insights we collect.
We will engage with more of Collate numbers and QLTINS

. and All phases
our customers than before, compare with PR14. o

qualitative
and with more types of S.egmentan(.)n and Qualitative All phases
customers disaggregation
We will use a wide range of
methods and techniques; Design and delivery of
picking the right tools for the bespoke market research litati All ph
job, to allow us to demonstrate = activities and operational QUGS phases
a two-way and ongoing data analysis
dialogue with our customers.
We will innovate through
evolution and iteration; Phasing of activities and end
learning from previous of phase triangulation and o Phase 0 —
. . Qualitative

engagement activities and choice of engagement Phase 3
embedding a continual activities
learning loop into our work.
Our engagement will be Design and delivery of O Phase 0 —
honest and realistic; bespoke activities Phase 3
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we will ensure we present our | Business and dA(WRMP Qualitative Phase 2&3

customers with real choices, propositions
and we will provide customers
with feedback on how their . Quantitative
. ) Post Business Plan
views have influenced our submission engagement and Phase 4
plans and the way we do 825 qualitative
business;
We will start our engagement Development of an o Enabling &
with an outline programme eneagement and strate Qualitative Phase 0
6 designed from the start, a8 &y
and deliver all actlyltles na Phasmg of activities and Qualitative All phases
structured but flexible way. triangulation at each phase
3.2 Phasing

We will deliver our customer engagement programme through a multi-phase approach
in alignment with Ofwat Business Plan submission timescales. We have defined six
phases which incorporate reflections on past learning, building our understanding of our
customer context, formal customer and stakeholder engagement activities and analysis
and interpretation to draw insights and conclusions, followed by transition to business
as usual. The phases correspond with the phased development of our Business Plan,
DMP and dWRMP.

This phased approach will allow us to maximise our learning within the phases and the
use of a formal triangulation process at the end of each phase will enable us to evaluate,
learn and flexibly respond as we transition into the following phase. The phases are
illustrated below.

Jun “16 Jun *17 Sept'17 Feb " 18 Jun'I8 Sept 2018

A

Phase 2 ¢ ¥

Phase 3

> QO (> () [

PR19 Business Planning
* Submission to Ofwat
Triangulation workshop with CCG

C ) Information exchange and learning

Ofwal expeclations of good customer engagement

Figure 3.1: Phases of our engagement programme

For each phase we describe the purpose, objectives and proposed key activities, see
Table 3.2.

Final Issue | 23 August 2018 Page 9



Table 3.2 — Engagement programme

Phase

Purpose

Objectives

Activities to be undertaken

Enabling

To understand how things
have changed, what does
Community mean, what’s
going on in the industry.

* Testing relevance of PR14 customer outcomes
* Mobilizations for the engagement programme
* Refreshing CCG terms of reference

* Understanding regulatory requirements.

* Surveys to gain customer views on the existing four
outcomes developed for PR14

* Gain customer feedback about attitudes toward drought and
options for drought management

* Strategy development: perform an internal review and
make recommendations for way forward

» Commence procurement process for engagement
programme delivery partner.

0: Scoping and
Immersion

Formal kick-off of the
engagement programme
including finalising plans,
strategy for engagement,
and kick-start
conversations with
customers.

* Review Affinity Water’s vision, objectives and ambition for
engagement

* Review our approach to customer engagement at PR14 and
lessons learnt

* Build on existing work in preparation of PR19 programme

* Establish internal governance structures to deliver engagement
services

* Review of Ofwat requirements for PR19

* Understand sources of operational customer contact and data

* Identify themes for initial engagement

* Explore customers’ issues and concerns; starting a conversation
with customers

* Carry out triangulation and learning to inform Phase 1.

* Appoint professional delivery partners to provide
engagement and market research support

* Review of Ofwat’s PR19 key guidance such as the draft
methodology* and customer engagement policy statement

* Design and finalise engagement strategy and programme

* Undertake market research activities such ethnographic
interviews, focus groups and co-created events with
community

* Undertake data discovery for customer contact data

* Undertake triangulation including workshop with the CCG.

Triangulation (Sept 2017)

Triangulation and learning to inform subsequent Phases

1: Listening and
learning

Identify themes, issues and
priorities across customer
base, including vulnerable
and seldom heard groups.

* [dentify issues, attitudes and opinions from customers

* Gather further information about customers’ expectations of their
water service provider

* Consult with specific customer segments, including those who
have been disrupted by interruptions to their supply and customers
in vulnerable circumstances

* Engage with relevant stakeholder groups and seek their views and
contributions on issues related to vulnerability and affordability,
and environment and resilience

* Establish and undertake engagement activities via an online
community of customers

* Undertake stakeholder workshops

* Undertake market research with customers we consider to
be in vulnerable circumstances.

* Undertake market research with customer about their views
on social tariff

* Analyse customer contact data and report on findings

* Undertake triangulation including workshop with the CCG.

4 Delivering Water 2020: Consulting on our methodology for 2019 price review, (July 2017)
5 Customer engagement policy statement and expectations for PR19, (May 2016)
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* Continue to explore operational customer contact data, drawing on
other sources of operational data to help us understand drivers of
customer contact

* Triangulate findings from the different engagement activities and
operational data findings to confirm priorities, and ultimately help
define our PR19 Performance Commitments.

Triangulation (January 2018)

Triangulation and learning to inform subsequent Phases

Consult and engage with a
broad range of customers,
and stakeholders regarding
the proposals set out in our
Business Plan and Water
Resources.

* Consult and engage with a broad range of customers, stakeholders
and retailers regarding the proposals set out in our Business Plan
and Water Resources Management Plan to:

» Undertake further customer engagement relating to
performance commitments or where we do not have enough
evidence

* Understand the extent to which customers find different
packages of service and bill levels acceptable

* Undertake further exploratory operational data research as
identified as part of the Phase 1 triangulation

* Seek views on our dAWRMP preferred plan and alternative plans to
inform development of our approach.

* Triangulate findings from the different engagement activities and
operational data findings to confirm priorities, and ultimately help
to finalise our PR19 Performance Commitments.

* Business Plan and dWRMP consultations

» Market research activities with customers and stakeholders
on the Business Plan and dWRMP proposals

» Undertake market research activities with futures customers
to explore their views on water related issues including
long terms issues

* Undertake triangulation including workshop with the CCG.

Triangulation (June 2018)

Triangulation and learning to inform subsequent Phases

Revisiting, assurance and
reporting for the customer
engagement activities
undertaken.

* Assurance and review of activities undertaken in previous phases

* Testing test acceptability of the final plan and bill with customers

* Further market research testing/refinement of higher risk issues
around the Business Plan

* Triangulate findings from the different engagement activities and
operational data findings to confirming the final package and
assure the final Performance Commitments.

* Undertake market research activities for the final plan and
bill with customers

* Undertake further market research activities identified in
phase 2

* Compilation of final reports.

Final Business Plan submission

Ongoing customer
engagement.

4. Transition to
business as
usual

* Review our learning and experience from PR19 and compare to
experiences across the industry

* Develop plans for integrating learning from the customer
engagement into business as usual activities which will be

undertaken throughout AMP7.

* Lessons learnt workshop

* Development of engagement strategy for the long term

* Implement relevant learnings from the engagement
programme ahead of AMP7.

Final Issue | 23 August 2018

Page 11



3.3 Customer segmentation and reach

Customer segmentation is a valuable step to ensure we know, understand, and can
respond to, the needs and requirements of different customers. To do this, different
customers’ voices must be heard through the PR19 customer engagement process.
Segmentation will be integrated throughout our customer engagement process from
design through to triangulation. Segmentation in the design of activities will inform
recruitment and methods used and segmentation in our reflection and analysis will
inform triangulation.

In order to support us in this task, we will use and require our delivery partners to use:

e cxisting segmentation data held by Affinity Water;

e appropriate socio-economic segmentation and classification system, such as Acorn,
Experian etc;

e data on location, tariffs and disruptions; and

e population information taken from ONS and census data.

Vulnerable customers and other specified groups

For PR19, we propose taking a more targeted and considered approach to segmentation.
We will make additional efforts to engage with a diverse range of customers including
recognising that there are many groups that could be considered vulnerable, as well as
groups within groups. It will not be feasible to reach all combinations of groups, and so
our approach will be proportionate, aiming to reach out to the widest number of groups
as possible. We will carry out a sensitive analysis of customer engagement activities
with these groups.

We will set quotas for market research to reflect the communities (Socio Economic
Group (SEG), metered, bill payer, home owner, recent contact/no contact). For
quantitative research, we will set proportional quotas for each community. Where this
is not feasible we will set quotas for the whole company area. For Qualitative research,
we will set appropriate quotas this will include targeting vulnerable customers, future
customers etc. as well as against SEG measures.

Future customers

Future customers were not extensively covered in PR14 programme. For PR19 we
anticipate using a mix of survey methods and ‘classroom’ engagement to target future
customers, making use of:

e push-to-web communications which encourage target customers to go to a website
and complete an online survey;

e x5 ‘paired depth’ discussions with future customers recruited through Affinity
Water staff; and

e outreach through the Education Centre and school visits programme.

We characterise future customers as children and young people within three age groups;
7-11, 11-17 and 18-34 (older future customers). We also recognise that there are other
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groups — for example, new customers who will migrate into the Affinity Water area, but
these are, by definition, extremely difficult to target for research purposes.

Stakeholders

The views of all our stakeholders are important to us and we understand they need to be
engaged using the appropriate methods, recognising their different levels of knowledge
and interests. For PR19, we will introduce a stakeholder mapping application,
Mapolitical, to identify and reach out to our stakeholders. This tool combines live data
with real-time political mapping allowing stakeholders to be identified in local areas and
regions. Alongside these stakeholders identified by Mapolitical, we will import our own
stakeholders into the system to create a comprehensive list of who our stakeholders are,
allowing us to stay up to date, swiftly deliver information and for planning purposes.

From the stakeholder tool, we will develop a stakeholder map to determine:
e Who we need to communicate with
e Level of stakeholder interest
e How frequently we need to contact stakeholders
e What messaging do we need to send to stakeholders in order to persuade them to
participate effectively in our engagement programme for example during public
consultations.
We will use best practice level of engagement approaches in the following ways:

e Keep satisfied stakeholders are described as ‘high influence/low interest.” We
will communicate and engage enough so they are satisfied their voices are being
heard on key issues. We will avoid low value contact so they do not lose interest
in the project.

e Keep engaged stakeholder are described as ‘high influence/high interest.” We
will fully engage with this group and a lot of effort with be made to satisfy their
concerns and requirements for information. These will be valuable advocates.

o Keep informed stakeholders are described as ‘low influence/low interest.” We
will closely monitor these stakeholders and keep them informed, with minimal
effort. We won’t overload these stakeholders with excessive communications or
needless information.

o Keep interested stakeholders are described as ‘low influence/high interest.’
We will keep these stakeholders regularly informed to maintain their interest and
monitor any issues or concerns that may arise and respond.

Targeted, representative and purposeful engagement

Customer segmentation is a valuable step to ensure that we know, understand, and can
respond to, the needs and requirements of different customers. To do this, different
customers’ voices must be heard through the PR19 customer engagement process.
Segmentation will be integrated throughout our customer engagement process from
design through to triangulation. Where possible, we will use existing segmentation data
we hold to support us in this task. This might include Acorn data (a consumer
classification system) on socio-economic issues, data on location, tariffs and
disruptions.

We will approach segmentation in two, related, ways throughout the programme:
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e as part of design i.e. using purposive sampling to target specific groups of
customers (qualitative research projects) or representative sampling to build a
sample containing a cross-section of customers which mirrors the profile of
customers; and

e ag part of analysis i.e. disaggregating datasets to draw out where there are
similarities and points of difference.

Figure below illustrate our approach to segmentation.

Targeting segments (e.g.
future, vulnerable,
disrupted customers)

Design

Understanding

customers

Analysis

Reflection and
Analysis

Figure 3.2: Segmentation approach
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3.4 Bespoke Market Research

Introduction

The methods we adopt for each engagement activity will be designed to meet the
objectives and expectations set out in this customer engagement strategy. There will
inevitably be some challenges and trade-offs. There is no one single market research
method which offers exploratory, deliberative, conversational-based engagement which
also yields statistically reliable, quantitative results that can be generalised to the entire
customer base. In combination, and once triangulated and interpreted, the proposed
programme of engagement (see Figure 3.3) and research for PR19 will meet our
objectives.

The key features of our bespoke customer engagement are summarised in the Figure
below.

Insights for PR19 'Segmentation’/diversity

Why? Value for Affinity Water Who? Vulnerable/seldom heard
customers

Customers/citizens

Evolution of PR14

3 approach
How? More diverse, honest, What?
realistic... structured and flexible
8 communities
When? Where?

Phased and timely Different environments

Completed July 2018 (venues, in-home etc.)

Figure 3.3: key features of the bespoke market research engagement programme

The overall programme of planned market research activity is scheduled below:
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Online
survey:
testing

relevance
of PR14
outcomes

Design ‘pre-
SD§ and
signpost

Level 0
milestone
plan

Develop outline
engagement
strategy

Proc urement to appoint
market research
supplier(s)

Drought
Management
Plan {(DMP) —

survey

Final
strategy
report.
Customer
profiling /
CoC

recruitment
Contract

mab.

Online Community
of Customers

In-depth
I EENS

Ethnog.
interviews

Stakeholder
workshops

Figure 3.4 market research programme
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The specific planned market research activities are described in more detail in the table

below.

Table 3.3 - bespoke market research programme

Phase Purpose Activities Timings
Enabling Understanding how * Testing outcomes from PR14 are still relevant July 2016 &
things have changed. * Gaining customer attitudes towards droughtand | Apri] 2017
options for drought management.
0: Scoping and | To understand the issues | ° !Ethnogr alzhi.c interviews June 2017-
Immersion and concerns of * “Signpost” discussion groups Aug 2017
customers and initiate an
ongoing dialogue and
conversation with them.
Triangulation (Sept 2017)
1: Listening Identify themes, issues * Recruitment of, and engagement with, 2000n October
and learning | and priorities across Community of customers through mix 2017-
customer base, including qualitative and quantitative activities. December
vulnerable and seldom In-depth interviews and mini-groups with 2017
heard groups. customers including key segments and
vulnerable/seldom heard and future customers.
Triangulation (Jan 2018)
Develop a robust * Business Plan and d(WRMP market research and | Fepruary
quantitative base of consultations 2018-June
evidence to understand * Market research with future customer surveys 2018
customer preferences, groups
and priorities. * Stakeholder workshops
Triangulation (June 2018)
Revisiting, assurance * Assurance and review of activity undertaken in July 2018-
and reporting for the previous phase’s. ] ) July 2018
customer engagement * Final acceptability survey, if required
activities undertaken. * Option for discussion groups to test/refine higher
risk policies and/or communications around the
Business Plan.
Triangulation (August 2018)
4. Transition Ongoing customer * Agree ongo.ing customer bespoke market September
to business as | engagement research activities 2018 and
usual beyond

The following themes will run throughout our market research activity:

e continuity — a design based on a thorough review of the PR14 programme and
ongoing communications with customers, exploring what we can reuse/recycle;

e mixed methods — an approach weighted towards using qualitative techniques to
explore what customers care about and why, and quantitative techniques in later

phases to measure the incidence of this on a more statistically sound basis; and
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e innovation — a blend of ‘traditional’ engagement methods and some new
innovations including an ethnographic element within a new Phase 0 and
development of a Community of Customers (an online panel).

Design and research limitations

We will work iteratively within and between phases so that the learnings from each
engagement activity, both in terms of methodology and outcomes, inform the
development and execution of subsequent activities. This will help to maximise insight,
and fully exhaust customer issues and priorities. It will be facilitated by the delivery of
reports of findings after each activity as well as through triangulation at the end of each
phase. The reports will provide information relating to the types of customers involved
and the profiles of survey samples, the questions asked, and the stimulus used to inform
and aid discussion. The reports will also set out the way research can be used and its
limitations.

Ensuring that the survey results are statistically reliable is important when comparing
the data between different years of the survey or between different groups within the
sample to ensure that any differences are real (i.e. statistically significant). A sample
size of 1,000 permits good level of analysis by key demographic variables (such as age,
gender and work status).

This is explained in the tables below. To illustrate, those who takes part in the survey
will only be a sample of the total population of customers adults aged 16+, so we cannot
be certain that the figures obtained are exactly those that would have been reached had
everyone in an area had been interviewed (the ‘true’ values). We can, however, predict
the variation between the sample results and the ‘true’ values from knowledge of the
size of the samples on which the results to each question is based, and the number of
times a particular answer is given. The confidence with which we can make this
prediction is usually chosen to be 95% - that is, the chances are 95 in 100 that the ‘true’
value will fall within a specified range.

Table 3.4: Survey sampling tolerances: overall level

Approximate sampling tolerances applicable to percentages at or near
these levels

Size of sample on which survey 10% or 90% 30% or 70%
result is based

100 59 9.0 9.8
500 2.6 4.0 4.4
1,000 1.9 2.8 3.1
2,000 1.3 2.0 22
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Surveys are also subject to ‘‘total survey error’” which include coverage error, sampling
error and non-response error. We recognise, for example, that there will be a difference
between the samples of customers reached through online and offline (e.g. face-to-face,
in-home) methodologies.

We will develop a method statement for each market research activity prior to
undertaking the activity. The design of each activity will be informed by the design
criteria that we set out below.

Enabling period

The enabling phase will focus on preparing the ground for the PR19 Business Plan. One
of the key activity is to test the PR14 Outcomes with customers. Engagement in PR14,
around six core principles from our 2009 Strategic Direction Statement (SDS), provided
us with a number of themes will become the starting point for our AMP6 ‘Outcomes.’
These four customer outcomes established in PR14 will be tested and validated for

PR19 to see if they were still relevant to customers and sufficiently represented their
expectations of a water company.

Phase 0: Scoping and immersion

Our ambition is to make the engagement programme even more customer-centric than
its PR14 equivalent. This will be achieved by using ethnographic interviews to ground
the engagement programme in customers’ worlds to understand their issues and
concerns, and to start the conversation with customers (our visits to customers’ homes
will blend interviewing and observation; it will be ethnographic in the sense of drawing
conclusions from the point of view of the customer).

Phase 0 will, in effect, be engagement about engagement, and represents market best
practice® in terms of developing the design of customer research through the ‘customer
lens’. During this phase, we will collect insights into customers’ worlds, the way they
conceptualise and talk about water services, the importance of water in their lives, and
the salience of water issues.

The ethnographic interviews, allied to the ‘Signpost’ discussion groups, will offer
pointers about the best way to engage customers on topics of interest to Affinity Water,
identifying lines of inquiry, ‘customer speak’, and, potentially, serving as stimulus
material to show other customers in subsequent engagement activities.

Phase 1: Listening and learning

During this phase, we will develop quantitative and qualitative surveys and events so we
can hear about customer issues and preferences; one provides measurements of how
many, the other an exploration of why. Surveys are ‘snapshot’ and basic, whereas
qualitative methods allow more for more nuance and deliberation. Based on expert
insight from our delivery partners Ipsos MORI and Arup, we believe there is an
opportunity to blend quantitative and qualitative inquiry within the same activity; for
example, our Community of Customers will allow us to run qualitative engagement
alongside survey (quantitative) research at the same time. For example, within a certain

6 Nigel Hill, Greg Roche, Rachel Allen, Customer satisfaction: the customer experience through the customer’s eyes, (2007)
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month, we might be asking Community members to keep a diary, complete a survey and
take part in an online discussion, on the same, or different, topic(s).

Community of customers

In Phase 1, our engagement programme we will create an online ‘Community of
Customers’, a group of willing research participants with whom we can engage on a
regular basis. This will be a change from the approach used for PR14 where multiple
surveys were presented to a bespoke representative sample of customers managed by a
panel provider. Instead, we will only recruit from Affinity Water customers (who are
not members of existing polling / research panels) and not use quotas. We want to
build relationships with this group of 2,000 customers, engaging with them and
undertaking research on an ongoing, two-way basis.

The approach will create an identity and a sense of belonging among Community
members (and promote the brand externally). Engaging the same group of customers
over an extended period will help us to build awareness and understanding of the
Affinity Water business over time, allowing for more informed, discursive engagement.

While online communities offer a depth of insight and level of two-way engagement
that is difficult to obtain through other methodologies, we must also be alive to the
weaknesses of this method. Over time panel members build knowledge and become
increasingly “conditioned” to talking about water issues, to the extent that their views
begin to diverge with the wider customer base. We will monitor this carefully and
recommend refreshment of the Community in accordance with ‘health checks’, and of
course the evidence from this approach will be appropriately triangulated alongside all
of the other evidence across the programme.

The key benefit of an online community is that research can be iterative, allowing
researchers to respond flexibly to new areas of interest as they are brought up by
participants. We will are also be able to use a combination of quantitative methods such
as quick polls and questionnaires, as well as qualitative approaches forums and step
boards, to investigate more fully.

Customers vs citizens

We recognise that customers are community citizens, and we will use engagement
activities to draw different viewpoints. To aid discussions, especially where the subject
matter is unfamiliar, we will use stimulus material — including charts, pictures and some
text.

This material can be broadly classified into three groups:

e rational stimulus —meaningful, relevant facts and figures about the current status
quo and how things might change in the future. Can presentations, pictures,
statements etc. Can include current and comparative performance with other water
companies and other sectors;

e emotional stimulus — Makes use of case studies to make things ‘real’ for
participants. Describing big issues at a personal level helps individuals relate to the
issue and so encourage feedback and comments; and

e societal stimulus — this aims to provoke debate about the wider implications of
ideas under discussion. It can be presented as future scenarios or using media
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cuttings, video clips etc. It can be helpful to present alternative scenarios to
stimulate debate to help people think about the big picture and the impact on
individuals and their communities.

We will ensure all material is relevant to the discussion, is accurate and presented in a
way customers can understand.

Putting participants at ease

We will choose methods which put participants at ease and, if needed, ensure they are
supported by peers, family members or carers. We will explain clearly what our
research is about, who it is for and how the findings will be used (and giving honest and
clear reassurance of anonymity to all our participants) — so that we achieve informed
consent. We will provide financial and other incentives to take part (and covering costs
and expenses). Also make sure that information and stimulus is clear and accessible to
customers with certain disabilities, and to those who do not speak English as a first
language.

Key to success is being creative and working with others, adapting our research and
recruitment techniques to suit the needs of vulnerable and seldom heard groups.
Innovation will likely come in how best to co-create, access and involve groups of
interest and techniques include affinity groups, friendship cells, mini-groups and peer
research’. One option is to mix different methods to create a research approach that
suits the audience and needs.

Impact of small survey samples

The fact that the number of participants in some of these groups may be low is taken
into account in the survey design. Whilst a survey of the general population will likely
include representatives from many seldom heard groups, they will not be present in
large enough quantities to allow for inference to be drawn from the data. A common
rule of thumb for dealing with sub-samples is that those containing fewer than 75-100
participants cannot be tested for statistical significance. Results based on data from
groups numbering less than 30 can be taken as indicative only, reflecting the likelihood
that the sample will not reflect the wider population of the group in question.

There are also specific challenges related to the data collection method to consider:

e Online surveys usually rely on pre-existing panels, which tend to be attitudinally
different to the wider population, and can create coverage bias by automatically
excluding offline customers;

e Postal surveys generate self-selecting samples and are at risk of non-response bias
(younger age groups are much less likely to take part);

e Telephone surveys are also affected by non-response bias, with younger people
again less likely to take part — especially if the survey is solely landline based; and

e Face-to-face surveys are more expensive than other methods, take longer and can
also be affected by biases arising from differing likelihoods of participation between
household members.

7 https://www.ipsos-mori.com/Assets/Docs/Publications/qualitative_methods a z imbranded v4.pdf
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While all survey results remain, at heart, estimates, triangulating between these research
methods — for instance by using multiple methodologies — provides greater validation to
results. This aggregate view can be further developed through the use of targeted
qualitative research with hard to reach and seldom-heard groups.

Phase 1 will comprise a number of in-depth interviews and mini-groups, with customers
including key segments, such as vulnerable, seldom-heard and future customers

Two-way engagement

We will make it easy for customers to pose questions and make their own suggestions
about future topics

The Community platform will provide numerous opportunities to communicate with
Community members as part of research activities but also wider engagement. We will
be able to post documents, pictures and images.

Comparative analysis

Both Ofwat and CCWater have indicated that comparative performance is an important
consideration for companies when engaging with customers, as it will provide greater
context on current performance and future plans. Our approach to comparative analysis
will broadly include three components:

e Worldwide and other sectors to inform our approach (e.g. Community of customers
— learning from Highways England)

e Worldwide and other sectors to compare views through triangulation (e.g. use of
publications and researches from Australia and New Zealand, and National
Infrastructure Commission)

e Comparative information shared with customers in the engagement process (e.g.
how does your water bill compare to your energy bill? What you do think of this
little leak vs. the big one?).

Comparative information shared with customers would apply to activities, particularly
workshops/discussions groups where in a more deliberative setting, we will provide
addition information. We will be flexible, recognising that customers might not readily
engage with data, and comparisons might be enhanced through story-telling or graphical
representations.

Phase 2 — Testing and valuing

The objective of Phase 2 is ‘testing and valuing’ using more quantitative measurement
of priorities and preferences in response to worked-through propositions via mainly the
Business Plan and the dWRMP. This will be achieved through mixed mode approaches
using both focus groups and quantitative surveys with customers and stakeholders.

Phase 3 — Revisiting and assuring
The key activity for this phase is to present the final plan and the associated bill impact
to customer for acceptability and any other activities identified during our triangulation

and engagement with CCG. We will also use this phase to compile our final reports for
the engagement activities.
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Phase 4 — Ongoing customer engagement

We will integrate learning into business as usual activities throughout the customer
engagement activities. This phase will provide us with an opportunity to look back
across all the different phases and consider the viability and business benefits of

recommended activities.

3.5

Deriving Information from Operational Data

We will make use of Operational Data, collated from day to day contact with customers,
alongside the Market Research findings to confirm and customer needs and behaviours.

PR19 Business Planning

RPR19 Specific customer engagemen

—

Ongoing customer engagement

|
| 4

v
Ongoing business delivery (e.g. wholesale, customer

Figure 3.5: The role of operational data in business planning, and of bespoke data collection in ongoing business

activity

Phased approach

As with the bespoke market research, we are proposing a phased approach to our
exploration and treatment of operational data as follows.

Table 3.5: Operational data activities by phase

explore, listen,
learn”)

Water.

* Considering the need for additional
analysis that might be required

Phase Purpose Activities Timings
0: Scoping and Data discovery: to explore the | e Defining Affinity Water’s vision, June 2017-
Immersion existing data that Affinity objectives and ambitions for Aug 2017
scoping Water holds on its operational data within the
(‘Immerse, engagement with customers, engagement programme.
observe scope, through a range of means. * Data discovery — understanding the
plan’) extent of Affinity Water’s existing

data from customer engagement.

* Understanding the ongoing

engagement activity that will

produce data over the course of the

programme.
Triangulation (Sept 2017)
1: LiSteIliIlg and Data interpretation: Identlfy . Develop key questions and review October 2017-
learning themes, issues and priorities these against the existing analysis December 2017
(‘Review, across customer base. already conducted by Affinity

Triangulation (Jan 2018)
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analysis to compare against data to inform revealed preferences. | June 2018
the baselines and review

trends.

Potential for additional * Identifying potential for operational | February 2018-

Triangulation (June 2018)

collection/analysis 2018

Informing business as usual * Informing improved data June 2018-August

Data discovery

Affinity Water collects data from a wide range of sources, most of these will be
customers directly contacting affinity, but there will also be customers talking about
Affinity Water through social media, online and offline forums (and some of this wider
data will be collected by Affinity). Sources of operational data include:

e (Call centre interactions:

e Calls

o [Letters

e Emails

e Web-chat

e Social Media interactions:
e Facebook

e Linkedln
e  Twitter
e YouTube

e Face-to-face interactions:
e  Water Saving Squad at events
e Engineers and personal in the community
e  Community town-hall events

Our approach to the collection and analysis of this information will be based both on
researching what we want to know to inform the business planning process, and on
researching what we already learn from data that is being collected as part of business
as usual. We will work with different parts of the business to capture data, information
and reports that will be useful in understanding the ongoing issues that customers are
raising.

A critical success measure for the PR19 engagement is not duplicating analysis that is
already done by the business. To achieve this, we will primarily use reports and
information that has already been collected and analysed, identifying any potential
material gaps in this analysis to collect raw data where appropriate.
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Figure 3.6: Operational data: engagement routes and topics

In our early work, we have developed some hypotheses we would like to explore
through the remainder of phase 0 and into phase 1:

e that customers are talking to us about different things via different channels;
e that we are already responding to much of the operational customer contact; and

e that there may be future insight opportunities to explore when looking across
contact channels that are owned by different areas of the business.

Outcomes

At the end of phase 0, we will develop a report setting out how we might use the
operational data in three key ways:

¢ informing who we will target through market research- with the information on who
is already contacting Affinity Water, we will be able to target appropriate groups to
understand the extent to which their views might represent that of a wider customer
base;

¢ identifying topics to explore through the market research- we know that there are
certain issues raised through day-to-day contact, and we can test whether these
themes are pertinent to the wider customer base; and

e triangulating with data from other sources, and informing the business plan- our
analysis will combine data from different sources, and operational data insight will
be fundamental to this process.

| Final Issue | 23 August 2018 Page 25



Data and information interpretation

Affinity Water holds multiple sources of data and information. This is an extensive and
value pool of data, however there are challenges and resource costs in standardising and
linking the data. Therefore, our approach is to focus first on interpreting the information
and reports that exist through existing analysis, and secondly, only if required, on
developing additional data processing and analytics activities to inform the business
plan. Our approach to interpretation of the existing data is set out below.

3. Collect and

1. Identify key 2.

4. End of
Phase Report

write up case
studies

questions Interpretation

Figure 3.7 Approach to interpretation of data

1. We will frame questions that are pertinent to the business planning process, and
which we believe will be informed by the information and reports that are already
being produced by the business.

2. We will interpret the information, trying to draw lessons from across the different
sets of analysis that are already carried out by the business.

3. We will collect and write up case studies on how the business is currently using
operational data

4. We will report of our findings to inform the triangulation process
Preparing for business as usual

We will make recommendations on opportunities for improvements in data collection
and analysis on an ongoing basis. We will consider the purpose of data collection,
timeliness of collection and analysis, as well as data sharing and data security.

3.6 Triangulation and Validation

Triangulation and validation will be used to ensure that there is a robust, balanced and
proportionate evidence base from the customer engagement.

The triangulation process draws on multiple data sources, undertakes reviews and
revisions, to develop a deeper understanding of an issue or issues. Review and revision
occurs through a learning loop. The data sources for the PR19 customer engagement
process are the various sources of market research data, the ongoing operational
activities data and the wider economic research data.

We will build on the best practice triangulation approach set out by Consumer Council
for Water’s® guidance, using their seven-stage framework iteratively throughout each
phase of our engagement programme — setting the objectives, data sources and research
methods, identifying key findings, comparing and contrasting findings, developing
hypotheses to be tested to feed into in the Business Plan.

8 ICF for CC Water, Defining and applying ‘triangulation’ in the water sector, July 2017
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Triangulation as a learning process

Triangulation is a learning process to understand issues in increasing depth. This will be
a continual activity for the project team, achieved through regular team meetings to
share knowledge as we go.

In addition to ongoing learning, at the end of each phase of work we will conduct a
specific, and more in-depth process of triangulation and will follow a process of focal
area identification, evidence centring, synthesis and learning.

The learning process begins with the identification of focal areas. The focal areas are
identified through a range of means, this might be based on the questions that the
business was asking at the start of the phase, review of previous community engagement
activities, and through assessment of current issues in the community.

We will seek evidence from a variety of areas and centred on the issue. Whilst the exact
sources of data to be triangulated will be different at each stage, across the programme
the three primary data sources used in triangulation will be:

e our operational data;
e bespoke market research; and

e economic data

The primary data sources offer insights from multiple perspectives. These perspectives
need to be integrated through a synthesis and learning stage. The synthesis is the
balancing of information received from multiple sources, learning from the dimensions,
and seeking further information where needed. As new information is added, a learning
loop follows where new information and insight challenges earlier precepts and
understanding of the issues.

Through the process of focal area identification, evidence centring, synthesis and
learning, the triangulation process (outlined in Figure 3.8) delivers a robust, balanced
and proportionate evidence base. This process enables a deeper understanding of issues
to be developed through multiple perspectives and enables learning to occur throughout
the programme.

A standard report structure has been developed and will be used for each phase of
triangulation to maintain consistency throughout the programme. The report will focus
conclusions in three areas:

e for the next stage of the customer engagement: to inform the market research, the
operational data or other activities

e for the Business Plan: insight and recommendations will be fed into each stage of
the Business Planning process; and

e for business as usual ongoing customer engagement, to inform wider ongoing
activity within the business.
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Focal area identification

° The issue Evidence centring

Bespoke customer
research

Synthesis and learning

Econontre

Operational research (WTP)

Learning

Figure 3.8 Triangulation process

Validation

Validation is an activity to review and challenge the triangulation process. At validation
the data, methods, results and learning that occurs through triangulation process will be
reviewed and challenged to establish the connectivity between the findings and
interpretations of the triangulation process with the underlying evidence base.

Validation is a scheduled activity. It occurs at the end of each phase of customer
engagement programme. The validation activity will be undertaken in conjunction with
the CCG, who will be able to challenge the data sources, methods, learnings and
outcomes. By challenging the logic and inferences, the validation activity will provide
assurance that the triangulation process is robust, balanced and proportionate.

An example challenge agenda has been developed and will be refined for each stage as
required.

3.7 Review and Working with the CCG

Taking the CCG through the journey from design, data gathering and interpretation will
help to provide assurance on the approach and its findings and prevent any surprises.
The remit of the CCG is detailed in the Affinity Water Terms of Reference, July 2016,
which suggests that meetings should occur at least four times a year. This provides
opportunities for the CCG to have an input, influence and challenge across each stage of
the engagement activities. Further to this, the proposed iterative approach of the
research activities allows feedback at every validation point to influence design and
delivery of subsequent activities.

Within the remit of the CCG there are also opportunities, if required, for intermediate
meetings and establishment of task and finish groups to review specific areas. This is a
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welcome part of the process which may benefit the programme. There may be detailed
aspects of the programme that may need a smaller group to review ahead of the formal
meetings. Working alongside the CCG will allow us to exploit the full potential of
customer engagement as we can access an outside opinion on the success of our efforts.
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PR19 Engagement Triangulation Tool o C
User Guide Affinity Water

Aug-18 ARUP

Introduction
This user guide provides information and guidance on the triangulation process and how to input into the tool.

The primary objective of this engagement tool is to capture, record and analyse all the information gathered in the triangulation
process across the entire engagement programme. It focuses on capturing evidence of customer and stakeholders' views and input
into the development of Affinity Water Performance Commitments.

The methodology for the triangulation process incorporates the three principal sources: bespoke market research, customers' views
from our operational customer contact data and economic research (such as willingness to pay and bill acceptability). Other
research outside those commissioned by Affinity Water will also be capatured (e.g CCWater, NIC etc). The purpose of the tool is to
transparently track and assess feedback from these sources. In this process, evidence may corroborate or contradict previous
feedback received and any learning from each of these will be explained. The tool will be used as a living document to triangulate
throughout the whole programme; from Phase 0 to Phase 3. We will also use it to compare PR19 findings with those from PR14.

Triangulation is described as the process of “using multiple and independent measures to examine a hypothesis or conclusion being
investigated, with the intent of using multiple perspectives to minimise bias and maximise validity” (ICF for CC Water, 2017).

The output will be a report which triangulates all of the work undertaken during each Phase with references that inform (or disprove)
our research findings and conclusions. The feedback provided in this triangulation tool will be tracked and assessed to aid in
producing the reports.

Summary of the Tool

The tool summarises data collected from the different sources mentioned previously, for Affinity Water's 18 performance
commitments. It builds on the outputs from each phase used for triangulation. This tool will be circulated where appropriate to key
market research providers such as Ipsos MORI, Accent, Traverse, Affinity Water and the Arup team to input data from phase
research.

Control Version Control tracker. Please don't edit this sheet.

pre-Phase 2 Sources Sources detailed from pre-Phase 2 research. Please don't edit this tab

SR FITEEEE 2 LTIl e Combined research from pre-Phase 2. Please don't edit this tab

Tool

Phase 2 Triangulation Tool |Please enter research findings into this sheet.

Phase 2 Qualities &

Robustness Please populate this tab with the requested information on quality of feedback

Phase 3 Please enter research findings into this sheet.

Details of Performance Commitments removed from the tool between Phase 1 and 2. Please don't edit
this sheet.

Withdrawn PCs

Guide to inputting to the tool

On the 'Edit this sheet' tab, research findings for the relevant phase should be entered. Please input information into columns L-V
where directed to do so within each cell. Please enter as much detail as possible into the relevant boxes and enter any additional
comments into the final 'comments' column.

Arup will complete these on receipt of all input. If you have information for these boxes, feel free to input it and add a comment.

Please add research findings to these boxes.

Areas that require further analysis. Arup will complete these on receipt of all input.

Any problems, please contact ann.cousins@arup.com or sophie.thompson@arup.com




Version Control

Version Reason for Update Changes Date File Name
Tool developed and sent round to those User Guide added to explain how to use the tool and what

Version 0.0 undertaking the research bits to input into 04/06/2018 |Triangulation Spreadsheet 2
Data from market researchers was combined into the

Version 1.0 Incoming versions from researchers combined. |main tool. 14/06/2018 |Triangulation Spreadsheet 2

Updated to combine Affinity Water previous research and sources from pre-phase 2 into one

Version 2.0 triangulation tool and phase 1 tool information [place 26/06/2018 |[Triangulation Spreadsheet 2
Customer Outcome' and 'customer themes emerging'
columns added

Version 3.0 Draft Issue Control tab edited. 13/07/2018 |Appendix A_Triangulation Spreadsheet phase 2
Removed 'Final Tool -DO NOT EDIT' tab as all information
was successful combined in 'Tool - Edit this sheet'.
User Guide tab edited to reflect deleted tab.
WTP survey' column' in main tool deleted as this research
is covered in column N 'Other research’
Draft Business Plan level of service' column added to show
the final level of PC chosen.
pre-Phase 2 Sources' and 'pre-Phase 2 research' tabs
separated

Version 4.0 Final Issue Phase 3 Triangulation Tool added. 20/08/2018|PR19 Engagement Triangulation tool

User Guide tab edited to include Phase 3 tab. Introduction
and summary edited to reflect PR19 Triangulation Tool




PR14

PR14 research on water softening attitudes and WTP

Phase 0

PR14 Let's Talk Water survey

Operational Contact

PR14 interruptions research

PR19 PhO ethnographic interviews

PR14 Environmental forums (focus groups)

PR19 phO operational customer data/ Phase 1 Customer Service Survey and Stepboard.

PR14 dWRMP online surveys

PR19 phO research

PR14 draft WRMP online survey (drought, SR, resilience)

PR19 phO signpost focus group

PR14 draft WRMP consultation responses

PR19 Phase 0 operational data

PR14 customer and CCG feedback that we should include the environment in our outcome

PR19 Phase 0 signpost focus group

[C8] PR14 Customer Research: Summary of Findings of the Customer Acceptability Study

Rant and Rave, SIM performance and feedback reports, CCW 'water matters'

[B1] PR14 Report on PR 14 Engagement Activity Phase 1

[C1]1 PR14 Report on PR 14 Engagement Activity Phase Two - Testing and Valuing

[C8] PR14 Customer Research: Summary of Findings of the Customer Acceptability Study

Phase 1

PR19 ph1 leakage stepboard

[B3] Customer Experience, Benchmarking Exercise, baseline customer views

Pre-Phase0

Affinity Water — Social Tariff survey

(C2) Panel survey findings (OPM)

Affinity Water 2020: Customer Community

(C4) Let's talk Water Consultation (OPM)

Affinity Water, Operational Data — Case Studies, February 2018

[B3] Customer Experience, Benchmarking Exercise, baseline customer views

Affinity Water, Summary note of stakeholder workshop on vulnerability

[B4] Investing in your community, Qualitative Research - Combined Summary Report

Analysis of drought and hosepipe bans step board

[C2] Panel survey findings (OPM)

Analysis of Leakage Stepboard

Analysis of the ‘About your water’ (Hubbub) stepboard

[C4] Let's Talk Water consultation (OPM)

[C7]Business Plan Consultation_ Customer Forums_ Final Report

Arup-lpsosMori for Affinity Water, Affinity Water 2020: Customer Community: Summary

[D3.2] Research with Vulnerable Groups, Findings from Interviews with Stakeholders (OPM)

Bill acceptability study report_15-11-13_Final

CCW Helping Customers See the Bigger Picture (Oct 2017)
Operational data: Customer Contact

Operational data: Affinity Water education centre

Customer Engagement Programme. Operational Data: Phase 1 report

PR19 draft DMP online survey

Developer Services

Pre-SDS Consultation Online survey findings

Ofgem, Ofwat. Making better use of data: identifying customer in vulnerable situations

Ofwat’s Final PR19 methodology

Phase 1 Affinity Water 2020: Customer Community: “Usage and Water Quality” Survey

Ofwat's Final PR19 methodology

Phase 1 Affinity Water 2020: Customer Community: 'quick polls'

Ongoing

Phase 1 triangulation Market Research programme Research report (summary report)

Hubbub (national poll June 2016)

PR19 in depth interviews (vulnerability & affordability)

Hubbub (40 households in Watford and Harlow July 17)

PR19 phase 1 Social tariff cross-subsidy questionnaire (off-Community).

VM survey

PR19 operational data: Phase 1 report

Analysis of the ‘About your water’ (Hubbub) stepboard

PR19 ph1 in-depth interviews (disruption - interruption to supply).

PR19 ph1 leakage blog from Affinity

PR19 ph1 leakage g'naire

PR19 ph1 smart meter quick poll

PR19 ph1 'Usage and Water Quality' Survey

PR19 ph1 use of water environment quick poll

PR19 phase 1 Drought resilience step board.

PR19 phase 1 Social tariff cross-subsidy questionnaire (off-Community)

The Consumer Council for Water, Cyngor Defnyddwyr. Water saving: Helping customers to

UK Customer Satisfaction Index




Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Leakage (Ml/d)

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

PR14 WRMP online survey (leakage)

In the "Leakage" survey of the Community, most customers (70%) think that Affinity
Water should meet or exceed Ofwat's leakage expectations, meaning leakage
reduction should be down by more than 18% in 2020. By 48% to 28% they think
Affinity Water should spend more to reduce leakage further.

We asked customers:

- (After explaining our approach) Do you think we manage leakage appropriately?
78% said yes.

- Should we try explain leakage and its importance to our operations better than we
currently do to customers? 73% said yes.

- What concerns you most about leakage? (Multiple options could be selected) 82%
don't like seeing water wasted, 82% are concerned about the cost of controlling
leakage, whilst 68% worry about the effect on their bill.

- Typically we repair leaks within five days. Is a five day repair rate right? 45% said
yes, it's about right whilst 50% said no, we should do it faster.

- Should we spend more money to reduce leakage beyond ELL? 41% said yes, 32%
said no whilst 27% didn’t know.

- Is the rate at which we repair leaks more important during droughts? 76% said yes,
we should respond faster in a drought.

- Should we do more to reduce pressure as method of leakage management? 68%
said yes, but without affecting appliances and/or at low demand times.

- Should we continue to offer free repair of customer supply pipes when we find them
leaking? 60% said yes to a free repair or subsidised replacement regardless of the
size of leak, with the cost spread across all customers.

- Do you believe metering will encourage householders to take responsibility for own
leakage if they know how much is being wasted and at what cost? 76% said yes.

In addition, free-text comments from the same survey, e.g. "didn't know how much
care went into leakage, | thought it was purely reactive". Such comments show
customers are interested in receiving information about their water service and that it
can help change their perspective

[C2] Panel survey findings: 'Respondents with a meter were
statistically significantly more likely to believe that leakage is
managed appropriately

Costumers prefer to be shown how much leakage costs

PR19 ph0 signpost focus group (weff/leakage)

There is some disagreement among (Community) customers’ about
response times: over half (52%) think that the time Affinity Water
takes to repair leaks is about right while 40% think leaks should be
repaired faster.

Leakage is an emotive issue: leakage was a topic of discussion at
most focus groups. Most participants were shocked at the amount of
water 'lost' through leakage perceived as very high). A high level of
leakage does not help to build customer relationships when
customers are being asked to save water or when temporary use
restrictions are applied. However, customers’ views on how to
prioritise fixing leaks differed; some customers thought all should be
repaired as quickly as possible, others wanted larger (potentially
nonvisible) leaks fixed first.

Through the Signpost focus groups, although most had not
experienced leaks near to, or outside their home, we found that
leakage was a key concern for people. Indeed, it was reported that
in most groups, leakage came up without prompting. Create51
suggest that leakage is more of a moral and principled issue for
younger people in particular; with participants wanting to see
leadership from Affinity Water before committing to water saving
action themselves. (from Phase 1 tool)

PR19 Phase 1 leakage stepboard

Small leak residential area - should be fixed within 24-48 hours
where possible, although some customers would be willing to wait up
to a week. The general view was that ‘every leak should be a high
priority’, although there was some appreciation that other larger and
more serious leaks may need to be fixed first.

Slightly larger leak at a pedestrian crossing - should be repaired as
soon as possible; acceptable repair times ranged from 3-4 hours to
24-48 hours. This type of leak is urgent and should be given high
priority due to the visible waste of water and inconvenience and
danger to users of the pedestrian crossing.

An undetected leaking mains pipe undercut the tarmac until it gave
way, causing a complete closure of the road. This should be a very
high priority due to the dangerous situation and high volume of
wasted water.

A large water pipe burst - This should be an urgent ‘top level priority’,
with priority in the first instance given to assisting the residents
affected and making sure their water supplies are restored.

large water pipe burst flooding houses: = This should be an urgent
‘top level priority’, with priority in the first instance given to assisting
the residents affected and making sure their water supplies are
restored.

PR14 draft WRMP consultation responses
70.8% of customers who responded to the public consultation question asking if we
should go beyond the economic level of leakage said yes.

Pre-SDS Consultation Online survey findings: 'The most
common suggestions are to address: reducing bills (17%), leakage
(10%) and environmental issues (6%).

PR19 Phase 0 operational data: 'Operational data presents
leakage as an issue which is causing customers to contact Affinity
Water; there are a high number of calls and written complaints
relating to leakage. The views on which leaks to prioritise differed.
The Water Saving Squad report comments from customers along
the lines of “there has been a leak running down my road for weeks;
I’'m not saving water until you fix your leaks”.

PR19 operational data: Phase 1 report: 'Leakage is a common
cause of customer contact

[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing :
'The Talkback results indicated that the main problem area was leakage with the
number of comments being 1187. Comparing these results with the PR14 study
shows that leakage is still a main priority for customers as leakage was the second
highest problem area.

(C2) Panel survey findings (OPM
'Respondents with a meter were statistically significantly more likely
to believe that leakage is managed appropriately

Costumers prefer to be shown how much leakage costs

PR19 Phase 0 signpost focus groups: 'Through the Signpost
focus groups, although most had not experienced leaks near to, or
outside their home, we found that leakage was a key concern for
people. Indeed, it was reported that in most groups, leakage came
up without prompting. Create51 suggest that leakage is more of a
moral and principled issue for younger people in particular; with
participants wanting to see leadership from Affinity Water before
committing to water saving action themselves.

PR19 ph1 leakage blog from Affinity
Comments from customers welcoming information presented in the
blog - demonstrates willingness to engage.

PR14 Let's Talk Water survey

According to the operational data there is an increased number of complaints
regarding the issue.

Asked customers if we should fix leaks beyond the economic level, 78% said yes.

A large number (47%) of respondents expect Affinity to respond to

visible water leaks within one day. A further 18% expect this within two days, and
15% expect it within three. The mean number of days expected by customers is 2.1
days, and the median is 1 day.

(C4) Let's talk Water Consultation (OPM): 'A large number (47%)
of respondents expect Affinity to respond to

visible water leaks within one day. A further 18% expect this within
two days, and 15% expect it within three. The mean number of days
expected by customers is 2.1 days, and the median is 1 day.

PR19 ph1 leakage q'naire

Most customers (70%) think that Affinity Water should meet or
exceed Ofwat's leakage expectations, meaning leakage reduction
should be down by more than 18% in 2020. By 48% to 28%, they
think Affinity Water should spend more to reduce leakage further.
Customers think leakage is wasteful.

Customers don't appreciate being asked to save water when they
see leaks being left.

They recognise that there are different severities of leaks, and that
some necessitate a faster response than others. There is some
disagreement among (Community) customers’ about response
times: over half (52%) think that the time Affinity Water takes to
repair leaks is about right while 40% think leaks should be repaired
faster.

Customers don't make the connection between leakage and the
environment.

They want better explanation from Affinity Water of leakage and its
importance, and further reductions. Seven in ten think that Affinity
Water should meet, or exceed, Ofwat’s leakage reduction
expectations.
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Zi::\?::::ﬁs (PCs) PR14 Pre-Phase 0 Phase 0 Phase 1 Ongoing

[B1] Report on PR14 Engagement Activity Phase 1'Leakage — seen as important|[C7] Business Plan Consultation_ Customer Forums_ Final PR19 ph1 Omnibus survey

in conserving water Report: 'The majority of participants think that ‘leakage (million litres When asked if customers would support an increase in their bill to

Leakage — simple to rectify and important in per day)’ (67%); ‘average water use (litres per day)’ (76%); and support leakage 54% were supportive. This is without understanding

conserving water — recognition of individual ‘water available for use (million litres per day)' (73%) are quite to the bill implication.

responsibility to conserve water very helpful measures to enable customers to monitor Affinity Nearly nine in ten (87%) knew that they owned the water pipe within

Water's success in terms of ‘making sure our customers have their property boundary and that they were responsible for any

Suggestion to reduce leakage beyond economic Alevel enough water’. leakage on this pipe; 12% did not know this and 1% were not sure.
Over four in ten (43%) said that they had insurance policies that

Increased responsibility for consumers to reduce leakage would cover the cost of any leaks on their customer supply pipe but
over one in three (36%) do not and two in ten (21%) don’t know.

Having enough Water Four in five (81%) think that metering will encourage households to

Continuous supply, with no restrictions take more responsibility for their own leakage.

Support for metering

Water efficiency personal and company e.g. leakage — emotive especially when
restrictions in place

| eakaae — nine ownershin confuisina whao is resnonsible and when?

[C8] PR14 Customer Research: Summary of Findings of the Customer [B4] Investing in your community, Qualitative Research - Phase 1 triangulation Market Research Programme Research
Acceptability Study: 'Highest support (89%) for reducing leakage and (87%) Combined Summary Report: 'Leakage is an issue that was report (summary report): 'Minimising leakage thought to be key
meeting quality standards at taps brought up in all groups, with at least one participant per group part of the 'contract' between company and customers

suggesting that the amount lost though leakage was unacceptable
Customers recognise different severity of leaks and some

There was also a view in a number of groups that it was difficult to necessitating faster response than other.
judge the performance of Affinity Water on leakage as they didn't
have the information needed on the levels of leakage Over half think that the time AW takes to repair leaks is about right.

4/10 think they should repair leaks faster.
On leakage, participants were all in agreement that this should be
the first priority. leakage prioritised - 7/10 think AW should meet and exceed Ofwat's
leakage expectations

Water, Water everywhere? The Consumer Council for Water,
Cyngor Defnyddwyr: 'Link between reducing leakage and
improving the resilience of water resources an reduction in the use
of chemical in treatment works, reduced costs and energy use.

Leakage had risen between 2016/2017
Customers highlighted leakage as a key concern and companies

performance in this area can have a big impact on their attitude to
water-saving and perception of the company.

Leakage (Ml/d) - - - -
Analysis of Leakage Stepboard: 'Small leak in residential area: = It

should be fixed within 24-48 hours where possible, although some
customers would be willing to wait up to a week. It was more urgent
for it to be fixed quickly in winter, as it could present a danger to
pedestrians and other road users. It was also very wasteful with
water seen as a very valuable resource and the leak could get worse
the longer it remains unrepaired and potentially lead to additional
problems such as cracks in the road.

“Water is too precious to waste”

larger leak at pedestrian crossing: = It should be repaired as soon as
possible; acceptable repair times ranged from 3-4 hours to 24-48
hours. Some customers expected repair work to continue through
the night if needed in order for it to be fixed within 48 hours. This
was due to the danger to road users, especially pedestrians during
cold/icy weather and the amount of wasted water. It was also
thought to be a particularly bad location for a leak — creating a road
traffic hazard, including issues for pedestrians trying to cross the
road and potentially causing vehicles to aquaplane or skid on ice in
winter.

“I would expect this to be fixed within a couple of days as it can be
dangerous for both drivers and pedestrians as it causes a slip
hazard.”

Large leak causing road to give way: = This was an emergency
situation with the potential to cause serious injury or loss of life and
disruption to other road users which should be fixed as soon as
possible - working round the clock if necessary. Response times
should be immediate, with a team on site within 1 hour to ensure
public safety, and the repair effected within 24 to 72 hours.
However, customers thought it may take up to a week to actually
finish repairing this leak given the complexity of the situation.

“Send out a team under blue lights to this one!! Has the potential to
cause serious injury or loss of life.”

large water pipe burst flooding houses: = This should be an urgent
‘top level priority’, with priority in the first instance given to assisting
the residents affected and making sure their water supplies are
restored.
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Leakage (Ml/d)

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

Phase 1 Affinity Water 2020: Customer Community: leakage
survey summary: 'Nearly three in four (73%) think Affinity Water
currently manages leakage appropriately, with only one in ten (9%)
saying they do not.

However, three in four (75%) would still like Affinity Water to explain
leakage and its importance better than they currently do to
customers.

The top three ways which customers would prefer Affinity Water to
use to communicate their leakage performance include: how much
leakage costs (66%), reporting on the amount of water lost through
leakage as a percentage that is put into supply (65%) and reporting
leakage performance on the website, including history of leakage
over time (58%).

Eight in ten (81%) of customers said that their main concern
regarding leakage was not liking to see water wasted.

Other major concerns included a further six in ten (60%) who said
the cost of controlling leakage and how this affects their bill and over
half (55%) said the risk to the environment if we have to take more
water from rivers.

One in four customers (25%) think that this is enough of a leakage
reduction and their main priority is that their water bill is kept as low
as possible.

However, two in five (42%) think that Affinity Water should meet
Ofwat’s leakage reduction expectations.

A further three in ten (28%) think that Affinity Water should do more
than Ofwat'’s leakage reductions expectations.

One in twenty do not know (5%).

Arup-lpsosMori for Affinity Water, Affinity Water 2020:
Customer Community: Summary “Omnibus” Survey, February
2018: 'Visible water leaks within one day. A further 18% expect this
within two days, and 15% expect it within three. The mean number
of days expected by customers is 2.1 days, and the median is 1 day.

CCW Helping Customers See the Bigger Picture (Oct 2017):
'Customers perception of leakage - asking customers to use less yet
losing large amount of water through leakage
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Per Capita
Consumption (PCC)
(I/person/d)

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

PR14 dWRMP online surveys
(Community) Customers think they are efficient in terms of water use but most (54%)
also think they can make small savings (6% say they can make big reductions).

Bill acceptability study report_15-11-13_Final: 'Reducing
customer consumption of water: 37% rated as "very important

PR19 ph0 ethnographic interviews

When prompted, there was an acknowledgement that water should
be seen as more of a luxury and should be used more sparingly —
several participants admitted to a sense of guilt that they use “too
much” and could or should be more frugal in their usage.

There was some evidence of people trying to use as little as possible
— often as a result of learned family behaviour. But it was difficult for
people to identify ways to best reduce usage — and was felt to be
especially hard to avoid (perceived) over-use in multi-person
households.

Research found some suggestions that it should be “the water
company’s” responsibility to encourage more frugal usage.

A sense that customers want 'control' over their water use,
recognising there is limited 'choice'. An opportunity to provide better,
more tailored information for customers - there is a 'half open door'.
Customers are positive about reliability and the constant supply, but
do not perceive that water will run out - we are 'grey and green', a
'wet country'.

There were few concerns about resilience — very few stories of
problems with the water supply or worries that supply would stop.
Typically only vague memories of occasional interruptions — and
these had usually been fixed quickly.

PR19 Operational Data: Phase 1 report: 'Operational data
supports this with water saving meters being a significantly viewed
webpage, suggesting that customers are seeking further information
on this topic.

Meters were also one of the most significant causes of complaints
identified through operational data (query: related to the WSP?) -
NEW FROM ANNEX B

High number of complaints regarding "Meter Reading". Increased
number under the "Transactions" source suggesting that the
customers try to understand the connection between the two.

"Water Saving" has received a small number of complaints and even
a larger number of "Viewed Webpages" suggesting that customers
are interested in further water consumption reduction

Hubbub (national poll June 2016):

An online survey was completed by a representative sample of 3000
adults on water usage habits. Only 24% said that they took water for
granted, 76% said they are not concerned about the amount of
water their household uses and only 31% said that they could less
water than needed

PR14 Let's Talk Water survey:

We asked customers: how important is it to you to use water carefully?

Survey respondents were asked to select a number between 0 and 10, where 0
indicates “don’t really care” and 10 indicates “very important”. 72% of respondents
responded with a score of 8 or higher.

Nearly nine in ten (87%) respondents would be motivated to reduce their water
consumption if they saved money on their bill. This was followed by 57% who said
they would be motivated by saving money on heating their water.

[C7] Business Plan Consultation_ Customer Forums_ Final
Report: 'Many people see water meters as a way of making
customers become more water aware of their water usage and
consequently changing their behaviour to use less.

People also felt that promoting water efficiency through multiple
channels should also be a key task for Affinity Water. To
complement this some people suggested that Affinity Water should
provide customers with water saving devices either for free or at a
subsidised rate.

PR19 ph0 signpost focus group (weff / leakage)

Meters were also one of the most significant causes of complaints
identified through operational data.

ncreasing awareness of scarcity, customers citing population growth
and climate change causing lower rainfall. However, customers do
not have a common view about how to solve this — what is the role
for customers, for water companies, Government etc?

Customers think Affinity Water doesn’t make it easy enough to
provide water saving devices - they would like AW to fit them.
Metering is still seen as the fairest way to pay for water, but
customers are concerned about bill shock and vulnerable
customers. Customers would like to be incentivised to save water
e.g. retail vouchers (but no link drawn between using less water and
paying less for water and energy).

PR19 ph1 smart meter quick poll: 'Around half of respondents
(55%0 would be interested in having a smart meter, 20% said "it
depends / more info wanted". Indicates willingness to engage with
the product by price / usage to enable degree of control

Hubbub (40 households in Watford and Harlow July 17):

One third of customers had requested a water meter to be fitted, the
motivation was money saving. There was uncertainty if they had
saved money, they cited the infrequency of bills meant that it was
difficult to monitor.

PR14 draft WRMP consultation responses:

Operational data supports this with water saving meters being a significantly viewed
webpage, suggesting that customers are seeking further information on this topic.
88.7% of customers who responded to the public consultation question asking if they
supported our proposals for universal metering said yes

PR19 draft DMP survey:

The majority of customers agree that there is a need to save water
and also agreed that individuals should be careful about the amount
of water they use.

Over half of respondents said they try to use water wisely

PR19 ph0 usage / WQ q'naire:

Nearly four in five (79%) have not had any issues that restricted their
use of water in the last year. Of the 18% who did have issues with
their water use, the reasons for these included: burst water
mains/leaks; low water pressure; weather, water meter; and
customers restricting their own use for financial or environmental
reasons or due to renovating their property.

The majority of customers (83%) strongly agree or agree that as a
country we need to reduce our water consumption whereas only a
third (32%) think that their household needs to reduce its water
consumption.

Two in three customers (65%) rated saving money on their water bill
as the main motivation to use less water, followed by to benefit the
environment (58%). Around four in ten customers said that to
prevent a temporary ban (38%) and to save money on energy bills
(41%) would also motivate them to use less water.

Over half (54%) think they might be able to make small reductions in
their water use but four in ten (38%) think they cannot use less water
than at present.

Over half (61%) of customers agree more with statement A that
reducing the amount of water we use is the responsibility of the
individual, with 45% strongly agreeing with this statement.

Nearly a third (29%) agree equally with both statements and think it
is a joint responsibility and only one in ten (10%) think it is mainly the
responsibility of the water company to reduce water usage.

When asked to explain their reasoning customers reported that it is
the consumers responsibility not to waste water but it is the water
companies’ responsibility to avoid excess wastage from burst mains
or leaks.

Current water usage:

Nearly half (49%) describe their household’s use of water as medium
users — and a further almost two in five (45%) describe their
household as low water users.

The majority think that their use of water compared to other
households of a similar size is about the same (46%) or less (42%).

Phase 1 Affinity Water 2020: Customer Co+L33:L39mmunity:
'quick polls":

'‘Nearly four in five (79%) preferred showers to baths.

Only one in five (21%) reported preferring baths.

Water meters: Over half (55%) say they would be interested in
having a smart water meter installed in their home.

One in four (25%) say they would not be interested.

A further 20% say they either don’t know or that it depends.

Hubbub (40 households in Watford and Harlow July 17) The
project showed that water saving devices/fittings is not enough to
ensure water savings. These had to be accompanied by information,
prompts and on-going support to ensure lasting change.

The main cause of excessive water use is lack of awareness rather
than lack of willingness to change habits. In fact the project strongly
suggested that people wanted to save water and think they can if
supported
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[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing:
Most customers perceive they are water efficient and would like to know how their
consumption compared to others and how they can save water.

[B3] Customer Experience, Benchmarking Exercise, baseline
customer views: Encourages users to “think” about their water
consumption, means there is a higher degree water conservation. All
those metered believe it has lowered their water consumption

Comparison of your unmetered bill charges and usage with a
metered bill — the researchers imagine this isn’t possible due to how
the metering works, however this was desired by many customers,
particularly those interested in minimising their consumption

PR19 PhO0 ethnographic interviews: 'Customers talked of almost

constant water use

Phase 1 triangulation Market Research programme Research
report (summary report): 'Affordable bills and weak link between
use and cost, mean that there is little imperative to reduce
consumption.

Customers consider themselves 'average' and 'efficient' in terms of
water consumption. Half think they might be able to do something to
make small reductions to consumption which is seen as more the
responsibility of customers than water companies.

VM survey:

Helping customers reduce water consumption is the most important
facet of brand perception in driving VFM — the WSP needs to be
effective in executing this - so far perceptions are holding up but not
improving.

Trust is a factor in VFM and key in acquiring ‘permission’ to install a
water meter. If we want customers to ‘choose’ a meter and believe
it's the best option, then building trust is a pre-requisite.

Lee community: Broadly typical and stable, with encouraging signs
around meter roll out communications

[C8] PR14 Customer Research: Summary of Findings of the Customer
Acceptability Study: At least 71% of respondents’ believed these activities to be
very or fairly important, with reducing customer consumption of water the least
important of these activities.

(C4) Let's talk Water Consultation (OPM): Nearly nine in ten
(87%) respondents would be motivated to reduce their water
consumption if they saved money on their bill. This was followed by
57% who said they would be motivated by saving money on heating
their water

Phase 1 Affinity Water 2020: Customer Community: 'More about
your survey': 'Two thirds of Community Households have a garden
hose on their property (68%). The next most popular water-intensive
device is a power shower, present in 38% of homes.

More than half of households have more than one bathroom (56%),
although the most common household situation is to have one single
bathroom (43%).

Just five per cent think that they are not careful about how much
water they use. Eighty-five per cent would say that they are careful
around their water usage.

[B1] Report on PR 14 Engagement Activity Phase 1: 'Concern about bills — from
high consumption meter readings

Customers lack of awareness about own responsibilities for internal plumbing and
how to monitor own consumption

Concerns over leaks or high consumption can be caused by miss-reading of meters.

[B4] Investing in your community, Qualitative Research -
Combined Summary Report: 'Most participants recognised that
there was also a responsibility for individuals to reduce consumption
and often saw large scope for domestic efficiency savings.

Phase 1 Affinity Water 2020: Customer Community: 'quick
polls":

'‘Nearly four in five (79%) preferred showers to baths.

Only one in five (21%) reported preferring baths.

Water meters: Over half (55%) say they would be interested in
having a smart water meter installed in their home.

One in four (25%) say they would not be interested.

A further 20% say they either don’t know or that it depends.

[C2] Panel survey findings (OPM): 'To adapt to the reduction in
abstraction we want to reduce levels of

leakage, install more meters and help customers be more water
efficient. Do you agree

we are taking the right action?

"Yes providing it is cost effective” 51%
Do you have enough water to meet your needs most of the time?

In the home: 99% Yes
In the garden: 81% Yes

Affinity Water — Social Tariff survey Topline results: 'Do you
have a water meter?

Yes, we have a water meter 44%

No, we do not have a water meter 47%

Water, Water everywhere? The Consumer Council for Water,
Cyngor Defnyddwyr: 'Average consumption of water metered
customers has risen

PR19 ph1 Omnibus survey

91% say they are careful about their water use and 80% agree water
meters are the fairest way for everyone to pay for the water that they
use.

35% customers said they would support an increase in their bill to
fund new ways of helping customers save water

80% customers supported the introduction of a system to reward
customers according to how careful they were with their water use.
Only 8% oppose Affinity Water introducing this type of system.

They would like to receive clearer information about how much water
they are using so they can monitor this themselves, such as a
monthly usage graph for each customer.
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Zi:]o;]?::::ﬁs (PCs) PR14 Pre-Phase 0 Phase 0 Phase 1 Ongoing
PR14 draft WRMP online survey (drought, SR, resilience). PR19 draft DMP survey The PR19 ethnographic interviews: found that there were few PR19 drought stepboard VM survey:'Perceptions of water supply (‘enough water’) are
Customers are positive about reliability and the constant supply, but do not perceive |those who identified as more environmentally friendly found the concerns about resilience — very few stories of problems with the The overall view was that over the long term we receive less rainfall [generally robust but summer can heighten perception of possible
that water will run out - we are 'grey and green', a 'wet country drought orders more acceptable water supply or worries that supply would stop. Typically, people only|now than in previous years, although over the short-term shortages — a need to focus seasonally on communication and
The outcomes of this online panel included: had only vague memories of occasional interruptions — and these respondents tended to think the amount was fairly similar year-to- prevention.
- 72% agree to reducing abstraction to save drying rivers; 76% thought that imposing TUBs no more than 1 in every 10 years |had usually been fixed quickly. There was a sense that even if year. It was also noted that rainfall patterns seem less constant and
- 72% say a 1 in 10 year hosepipe ban (TUBs) is agreeable; is acceptable or perfectly acceptable climate is changing, Britain is a ‘wet country’. more variable than in the past.
- 78% would pay an average extra £5.50 over 5 years to help adapt to sustainability There was a mix of opinion regarding whether hosepipe bans are
reductions (refer to section 10.9); 68% did not think that Affinity Water should spend more to reduce acceptable and should ever be implemented. Generally, customers
- 69% agree with our demand management strategy to help deliver sustainability the likelihood of drought orders, and would rather experience felt that bans should be avoided where possible but in some
reductions (programme of leakage reduction, water efficiency and metering); drought orders than see their water bill increase instances, may be necessary in times of water shortage.
- 55% support the £15m investment to improve drought resilience. Customers wanted better care to be taken of our available water
- 68% support for resuming abstraction of sources subject to sustainability reductions |Respondents suggestions as to how to encourage customers to use resources.
under certain circumstances/conditions. less during a drought were: education, awareness raising, providing Customers supported hosepipe bans only in times when a prolonged
incentives and disincentives/media channels/pratical measures like period of low rainfall occurs resulting in a possible water shortage.
water butts and meters. When bans are implemented, customers thought they should be fair

to all users and put in place in a staged process where unessential
uses are banned first e.g. filling private swimming pools

To what extent do you think we get enough rainfall to meet our
demand for water? In your opinion, has this changed over the past
few years, or not?

= There was a range of opinion among Affinity Water customers
regarding whether we receive enough rainfall or not, including those
who did not know at all due to lack of knowledge on the subject.

= The overall view was that over the long term we receive less
rainfall now than in previous years, although over the short-term
respondents tended to think the amount was fairly similar year-to-
year. It was also noted that rainfall patterns seem less constant and
more variable than in the past.

= There was some variance in opinion related to the area of the
country the respondent lives in or was referring to in their response,
with some areas of the UK seen as receiving more rainfall than
others.

= Some customers tended to take rainfall for granted and thought
that humans have no control over the amount of rainfall we receive
and therefore the amount of water we have available to use. Other
customers, however, noted that demand for water is increasing due
to the increasing population and new housing developments being
built. It was noted by customers that this will therefore require better
management of water resources to ensure less wastage as a result
of leakage and runoff or bad management.

How do you feel when you see rivers in these conditions?

= A range of negative emotions including: sad, angry, depressed,
concerned, abnormal and worrying. These customers wanted better
care to be taken of our available water resources.

= Conversely, other customers reported feeling indifferent to the
photos, saying that it is something they would overlook in reality and
it is to be expected as part of the natural environment.

= Some customers were also concerned that drought conditions
such as these would negatively affect the ecology of the area,
potentially permanently. These customers thought that the amount of
water taken from rivers during periods of drought should be reduced
to mitigate against this.

= The timing of the two photos was seen as surprising, with some
customers expecting to see the drought conditions occur in summer
rather than the other way around, as seen in this instance. The short
amount of time between the two photos was also seen as surprising
due to the markedly different conditions in each.

In your opinion are hosepipe bans ever acceptable? If yes, when
should they be put in place? If no, why do you not think they are not
a good idea? What other things could Affinity Water do to help
manage the amount of water?

Risk of Severe
Restrictions in a
Drought
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Phase 0

Phase 1
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= There was a mix of opinion regarding whether hosepipe bans are
acceptable and should ever be implemented. Generally, customers
felt that bans should be avoided where possible but in some
instances, may be necessary in times of water shortage.

= Customers supported hosepipe bans only in times when a
prolonged period of low rainfall occurs resulting in a possible water
shortage. However, customers wanted all other options to be
exhausted first such as better water management and reducing
leakage and felt that bans should only be implemented as a last
resort when there is a genuine possibility of drought. They felt it
was more important to have enough water available for everyone
fore.ssential uses such as drinking and washing as opposed to
gardening or washing their cars.

= When bans are implemented, customers thought they should be
fair to all users and put in place in a staged process where
unessential uses are banned first e.g. filling private swimming pools
and watering gardens with sprinklers. Some customers also thought
that not only were hosepipe bans acceptable, they should be used
as an opportunity to educate people to use and waste less water. In
particular, customers think others should be encouraged to save and
use rainwater for gardening.

= Some customers felt that under no circumstances should a
hosepipe ban be needed but acknowledged that this would mean
that our water supply needs to be managed well and requires
educating the public in the use of water. Others thought they were
not a good idea because banning hosepipes for things such as
washing cars would make little difference.

= Other ideas given by customers that Affinity Water could implement
included: more storage, improve distribution system to reduce
losses, focusing on education to use less water and using surplus
supplies from other areas.

[B1] Report on PR 14 Engagement Activity Phase 1:

'SME stakeholders - Longer term issues — improving own resilience and action by
company:

Having enough Water

Over abstraction — affects flows in rivers

Customer responsibility — water efficiency, supply pipes and personal behaviours
Role of developers in planning long term infrastructure

Grey water use and rainwater harvestingy

[B4] Investing in your community, Qualitative Research -
Combined Summary Report: 'Comments link withdrawing from
environmentally sensitive sources with climate change and
resilience,

Stakeholders noted that as professionals in the industry, they would
be able and willing to draw up individual drought management plans
to avoid blanket restrictions

SME customers believe they can work closely with Affinity Water to
reduce usage during droughts to avoid bans

PR19 ph0 signpost focus group: 'The focus groups found that
customers were aware of the increasing scarcity of water; they
established the link between this and factors such as population
growth and climate change causing less rainfall. Whilst customers
were aware of the scarcity of water, there was no common view on
how to tackle this issue and the associated roles of customers,
water companies and the government. Collaboration to ensure a
robust water supply was thought to be a ‘brilliant’ option, including
sharing water supplies and ideas to improve effectiveness and
efficiency.

PR19 ph1 Omnibus survey: 'Half (49%) think that it has been five
years since the last hosepipe ban. Forty per cent cannot remember
or do not know when the last temporary use ban was enacted.

70% customers agree that hosepipe bans are sometimes acceptable
to manage water supply.

35% customers said that they would support funding projects that
would reduce the likelihood of hosepipe bans through an increase to
their bill

[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing:
'Customers support proposals to leave more water in the environment and make
water resources more resilience but are reluctant to pay for improved environmental
protection

76% wanted faster response to leakage in drought

[C2] Panel survey findings (OPM): 'The vast majority (87%) of
respondents agree that Affinity Water should go ahead with the
investment to improve resilience to severe drought

Customer Engagement Programme. Operational Data: Phase 1
report: Asset management and "Customer assets" have increased
(weekly universe Unwanted) complaints. However the latter has
increased "viewed webpages" indicating that possibly customers are
more concern from asset condition from their part and how that
might affect their monthly bills.

C8] PR14 Customer Research:'Customer support for improving the resilience of
supplies and reducing interruptions was lower than that shown for water resource and
water quality improvements.

Costumer views on current service: The frequency of restrictions on water use during
periods of drought (e.g. hosepipe bans)

The majority of customers support further improvements to water supply pipes and
treatment works with the aim of meeting water quality standards. However, as we see
below, while 80% of respondents supported this aim only 41% of those asked were
prepared to accept higher bills to achieve it.

[C7] Business Plan Consultation_ Customer Forums_ Final
Report: 'Participants were happy with the proposed pace of
investment to protect customers for potential future drought
challenges. Some customers felt that faster investment was
appropriate to reduce the risk of potential future challenges

Water, Water everywhere? The Consumer Council for Water,
Cyngor Defnyddwyr: 'Resilience described. Focus on keeping
communication about resilience simple, don't overcomplicate.

Customers accepting that hosepipe bans are necessary on
occasion.
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Pre-SDS Consultation Online survey findings: 'At PR14 majority
of customers would rather experience drought orders than see their
water bill increase. However, customers would prefer to pay a little
more now to prevent large bill rises for future generations (water
resources needs/infrastructure development).

The Consumer Council for Water, Cyngor Defnyddwyr. Water
saving: Helping customers to see the bigger picture:
'Resilience’ not a term people could relate to and defined it as
'strength, toughness, flexibility, bouncing back.'

Explained that it was also about water companies planning and
being able to recover from a range of things that could affect
customers' water supply. 'safeguarding water, water management,
future planning' used here.

Customers not fully trusting of water companies to deal with the
responsibility of water resilience.

Common misconceptions and misunderstanding around droughts -
increased heavy rainfall dos not cancel out drought.

Impactful information to encourage people to start thinking about the
longer term availability of water supplies: 'By 2050, demand for water
could outstrip the amount of water available up to 22%'

Bill acceptability study report_15-11-13_Final: 'Customer
support for improving the resilience of supplies and reducing
interruptions was lower than that shown for water resource and
water quality improvements. Less than 40% of respondents agreed
with proposed changes and its impact on bills.

The frequency of restrictions on water use during periods of drought
(e.g. hosepipe bans): 65%

Analysis of the ‘About your water’ (Hubbub) stepboard : 'New
information for customers included not realising that even if it rains a
lot water still may not reach the chalk aquifer. They were also
unaware of the small amount of water that reaches the treatment
plants and did not know that only 1% of the water supply is
drinkable. More broadly, some customers also did not know how
water reaches their house before watching the video or that Affinity
Water only uses this method of water collection (i.e. from aquifers).
They were also unaware how this relates so particular locations,
such as areas with low rainfall.

Phase 1 Affinity Water 2020: Customer Community: “Usage and
Water Quality” Survey: 'Importance of having water: The majority
of customers (83%) strongly agree or agree that as a country we
need to reduce our water consumption whereas only a third (32%)
think that their household needs to reduce its water consumption.
Two in three customers (65%) rated saving money on their water bill
as the main motivation to use less water, followed by to benefit the
environment (58%). Around four in ten customers said that to
prevent a temporary ban (38%) and to save money on energy bills
(41%) would also motivate them to use less water.

Over half (54%) think they might be able to make small reductions in
their water use but four in ten (38%) think they cannot use less water
than at present.

Over half (61%) of customers agree more with statement A that
reducing the amount of water we use is the responsibility of the
individual, with 45% strongly agreeing with this statement.

Nearly a third (29%) agree equally with both statements and think it
is a joint responsibility and only one in ten (10%) think it is mainly the
responsibility of the water company to reduce water usage.

When asked to explain their reasoning customers reported that it is
the consumers responsibility not to waste water but it is the water
companies’ responsibility to avoid excess wastage from burst mains
or leaks.

Phase 1 Affinity Water 2020: Customer Community: 'quick
polls: 'Nearly three in four (73%) said that they would struggle more
to live for one day without water than electricity (27%).

Over one week this figure rises to 83% for water compared to 17%
for electricity.

Phase 1 Affinity Water 2020: Customer Community: 'More about
your survey': 'A large majority agrees that the water supply is
reliable (96%); three quarters strongly agree that this is the case
(75%).

Phase 1 triangulation Market Research programme Research
report (summary report): 'Resilience taken for granted because
Britain is a 'wet' country with plentiful supplies of water. Many
surprised that most of our drinkable water comes from
rivers/lakes/reservoirs.

PR14 research found hosepipe bans at a level of service of 1in 10
years to be acceptable — customers were not willing to pay more to
reduce the likelihood of these.
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PR14 interruptions research
Customers preferred to have on long interruption instead of multiple short ones.

[B3] Customer Experience, Benchmarking Exercise, baseline
customer views: 'Provision of back-up water if there are any
shortages

Rolling out full-metering could be the way solve the water shortage
crisis, as it would encourage further conservation by the wider public

When there have been interruptions on the water network (e.g. fixing
leaks, replacing pipes), those who have been directly affected have
received notification

from Affinity Water

PR19 ph1 in-depth interviews (disruption - interruption to
supply).: 'Through the In-depth interviews we found a lack of
communication between Affinity Water and customers who have
experience interruptions. For example, some customers only find out
through Facebook or by contacting Affinity Water themselves about
outage, updates on water restoration, or water distribution.

VM survey: 'Over the longer run there are signs that Affinity Water
are perceived less well for ‘minimising disruption’

[B1] Report on PR14 Engagement Activity Phase 1: 'Poor understanding of
temporary use bans — communication an important factor during interruptions

[B4] Investing in your community, Qualitative Research -
Combined Summary Report: 'Disruption was not a particular
concern to most participants, with most not having any experience of
disruption

Good communication was seen as the most important factor in the
acceptability of supply interruptions.

PR19 ph1 Omnibus survey

The question in the omnibus survey asked customers if they would
prefer to receive a higher compensation for a longer disruption to
supply or a smaller value for more frequent shorter duration
interruptions. 55% customers preferred a shorter duration as
opposed to 22% opting for a longer duration.

96% agree that the water supply is reliable and is hardly ever
interrupted

[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing:

'"Tolerance for planned interruptions — provided clear expectations and personal
message, however, 12 hours seemed a long time

[C2] Panel survey findings (OPM): 'Outcome — Minimising
disruption to you and your community

Water, Water everywhere? The Consumer Council for Water,
Cyngor Defnyddwyr; 'Average number of time that customers are
without a supply of water has reduced in the last year.

Companies expected to eliminate all 12 hour interruptions by 2025.

[C8] PR14 Customer Research: Summary of Findings of the Customer
Acceptability Study: Support for prevention of both long-term and short-term
interruptions to supply had over 80% customer support.

[C7] Business Plan Consultation_ Customer Forums_ Final
Report: Our customers have told us our plans should focus on
providing an uninterrupted service

When discussing the ‘minimising disruption to your community’
expectation participants felt it was an important issue but few had
direct experience of a service disruption

During 2015-2020, we are focusing on reducing the amount of
interruptions to our service by investing in renewing and repairing our
network of pipes.

Customer Engagement Programme. Operational Data: Phase 1
report: 'Increased number of "viewed websites" for "incidents"
suggest that online information serves many customers' enquiries on
the issue. Social media is also a popular way of contacting the
company in relation to "Incidents". The company also receives a high
volume of unwanted telephone contact during incidents.

Pre-SDS Consultation Online survey findings: 'Having
knowledgeable staff that are easy to contact and helping customers
to save water and money are considered to be equally important

Minimising disruption to local communities is given lowest priority
with 59%

Phase 1 triangulation Market Research programme Research
report (summary report): Apparent scope to improve
communication during interruption through outage/bursts.

Bill acceptability study report_15-11-13_Final: 'Customer
support for improving the resilience of supplies and reducing
interruptions was lower than that shown for water resource and
water quality improvements. Less than 40% of respondents agreed
with proposed changes and its impact on bills.

Operational Contact:

Highest number of social media contacts and one of the highest
viewed webpages being on interruptions.

Loss of supply is the highest reason for unwanted customer contact
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PR14 research on water softening attitudes and WTP

The main reasons for dissatisfaction in water quality included the chemical/chlorine
smell, the amount of limescale, odd taste and sometimes cloudy or brown. However,
there was a low number of unwanted contacts about discoloured water.

[B3] Customer Experience, Benchmarking Exercise, baseline
customer views: 'Affinity Water are seen as responsible for the
consistent supply of clean and safe water and this is a minimum
expectation

PR19 ph0 ethnographic interviews: 'Through the PR19
ethnographic interviews, we found that the supply was widely
regarded as reliable and dependable — people recalled few problems
with the water and commented positively on the taste and quality —
“it's as good as bottled water”. Though there were some exceptions
to this in specific cases. For example, one customer chooses to
drink bottled water because he is concerned about tap water quality.

PR19 ph1 'Usage and Water Quality' Survey

The phase 1 (Community) Usage and Water Quality survey found
that 95% of customers trust the water they receive, but were least
satisfied by the smell and test of the water. This trust was built on
customers never having had issues in the past, have had the same
supplier for years, no iliness caused by tap water and high standards
of UK regulations.

The same survey, reflected the phase 0 market research with the
main reasons for dissatisfaction including: the chemical/chlorine
smell, the amount of limescale, odd taste and sometimes cloudy or
brown. However, there was a low number of unwanted contacts
about discoloured water.

It also identified some suggested improvements which include: less
lime scale and chemicals, water testing kits, improve taste to make it
more pleasant to drink, less cloudiness, filtering and making it softer.

[B1] Report on PR14 Engagement Activity Phase 1: 'Taste, safety and
cleanliness were the most important factors of water quality

[B4] Investing in your community, Qualitative Research -
Combined Summary Report: 'Participants were generally happy
with the quality of water supplied, and where they had concerns on
issues such as hardness, cloudiness, or chlorine content it was not
generally expected that Affinity Water should provide a better
service.

PR19 ph0 signpost focus groups: 'Through the Signpost focus
groups, we found that some customers choose to drink bottled water
over tap water for taste.

PR19 ph1 Omnibus survey: 'Customers are positive about the
quality of the water and service they receive. 89% trust the quality
of the water they receive and almost all agree that the water supply
is reliable and is hardly ever interrupted (96%).

[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing:
'Both household and business customers place significantly higher value on avoiding
reductions in tap water quality. Willingness to pay for even higher service by
comparison is much lower.

Can we move towards 100% compliance on water to customers? What are the
failures on? 0.02% if lots of water is still a significant amount of failure.
Supplying high quality water you can trust

Providing high quality water is seen as a core duty for Affinity Water. It is good that
this is prominent in the Business Plan

[C2] Panel survey findings (OPM): 'These respondents felt the
survey missed out important issues, for example:
- No questions about water quality

PR19 Phase 0 operational data: 'Through a review of operational
data, we know that water hardness is one of the most common
search terms on the website, although we do not know if this is to
enable white goods setup or because customers are concerned
about hard water. “Why is the water so hard?” is also a frequently
asked question by customers to the Water Saving Squad volunteers.

Water, Water everywhere? The Consumer Council for Water,
Cyngor Defnyddwyr; 'Quality of drinking water in the UK remains
high and any future resilience plans must ensure that this isn't
compromised

Quality drinking water is a priority for customers. 90% satisfied with
the safety of their drinking water.

[C8] PR14 Customer Research: Summary of Findings of the Customer
Acceptability Study: 'Water quality proposals were some of those with highest
customer support

[C4] Let's Talk Water consultation (OPM) - 'The vast majority of
respondents indicated that Affinity gives them high quality water
most or all of the time.

Phase 1 Affinity Water 2020: Customer Community: 'More about
your survey': 'Trust in water quality is also very high (86%),
although agreement is less emphatic roughly equal proportions
saying that they “strongly” and “tend to” agree.

[C7] Business Plan Consultation_ Customer Forums_ Final
Report: 'While many participants were pleased with the high quality
water they receive particularly in terms of it being safe, there were
some concerns about other aspects of quality. The main concern
was about the hardness of the water

Customer Engagement Programme. Operational Data: Phase 1
report: 'Customer contact around water quality is minimal.

The highest amount of searches on the website was for 'water
hardness'

Pre-SDS Consultation Online survey findings: 'More
environmentally minded customers rate compliance with safety
standards as being more important than others

When asked to rank order the four outcomes in terms of priorities
‘supplying high quality water that customers can trust’ is clearly
considered to be the most important outcome

Phase 1 triangulation Market Research programme Research
report (summary report): 'Tap water is trusted. Few customers
mentioned relative issues with taste and smell but general sense of
satisfaction.

Bill acceptability study report_15-11-13_Final: 'The majority of
customers support further improvements to water supply pipes and
treatment works with the aim of meeting water quality standards.
However, as we see below, while 80% of respondents supported
this aim only 41% of those asked were prepared to accept higher
bills to achieve it.
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[B1] Report on PR14 Engagement Activity Phase 1

(from Customer PC): 'The maijority of the sessions were completed before the major
re-brand took place so that the enhanced levels of communication would not affect
customer’s views.

Education seen as key, linking water use to local rivers
Education of customers on environmental issues needed

Increasing the responsibility of Affinity water for education and domestic water
efficiency

Education and communication to understand bill. Difficult as not a high priority for
most people most of
the time

Poor understanding on TUB’s — who affected why and when (and then lifting) and
what can be done to help take responsibility to maintain water for critical activities
(esp. commercial)

Support for more efficiency — education and advice, domestic and commercial

[B3] Customer Experience, Benchmarking Exercise, baseline
customer views(from Customer PC): Provision of advice on how
to be conservative with water — education from the water supplier

Rant and Rave, SIM performance and feedback reports, CCW
‘water matters’

Through operational data, we know that a low proportion of the
overall customer base contact Affinity Water. Through the market
research activities there are examples of lack of communication
during incidents such as interruption to supply as described above.
(not actually analysing this data, just a general comment)

PR19 ph1 Omnibus survey.

58% customers contacted AWL on the telephone, 36% on e-mail
and only 13% through online messaging/social media - does this
refer to customers who tried to contact us? Not all omnibus
respondents?

One in three (33%) say they know a fair amount about Affinity Water,
with a further 2% saying they knew a great deal about Affinity Water.
However, two thirds say they either know not very much or nothing
at all about Affinity Water — 63% and 2% respectively.

The largest proportion of community members — nearly seven in ten
(68%) —say that they like to know what Affinity Water is doing but are
happy to let them get on with their job.

Telephone is the most commonly used contact channel to get in
touch with Affinity Water (58%), followed by email (36%) then web
chat/online messaging via their website (12%).

A large majority (84%) say that it has been easy to take part in
Community Activities.

Customers liked the opportunity to share their views. Some
customers would like more frequent contact and clearer
communication

VM survey:

Only six in ten customers know Affinity’s name, and few have any
contact with Affinity (around 1 in 10). It's clear there is little
knowledge or involvement for the majority.

Overall as a brand, Affinity Water's customers have fairly dilute
brand appreciation — endorsement tends to be mild rather than
enthused.

Billing is the primary touchpoint, and in the context of the limited
relationship Affinity has with most customers, is the most important
aspect of customer communication to be managed.

Only six in ten customers know Affinity’s name, and few have any
contact with Affinity (around 1 in 10). It's clear there is little
knowledge or involvement for the majority.

Few customers strongly agree that we are good at communicating
with customers.

8/10 VfM customers contact AW on the phone with 1/20 contacting
via the website

Brand awareness require in Brett and Dour

[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing
(from Customer PC): 'Stakeholders believe that AW should raise awareness of
drought as soon as possible

People mainly hold positive views about Affinity Water, but most knew little about the
company

The main issues for [domestic] customers in relation to water service levels are: The
appearance and colour of tap water

Customers want clear advice and information about water quality

[B4] Investing in your community, Qualitative Research -
Combined Summary Report (from Customer PC): 'For a large
number of participants customer engagement is seen to be vital to
dealing with the challenges in water resource planning, with
education for both children and adults playing an important role.

PR19 ph0 operational customer data/ Phase 1 Customer
Service Survey and Stepboard.

Operational data also found that customer communication and
method of contact being the main other webpages viewed. As well
as this customer communication was a relatively regular reason for
complaints, suggesting that customers need further information on
communication methods and expect more communication from
Affinity Water. As in phase 0, the method of this contact needs
further consideration, as at phase 1 through the Quick poll via the
Community, only a quarter of (Community) customers remembered
receiving the ‘Keep track of the tap’ leaflet.

Phase 1 triangulation Market Research programme Research
report (summary report) (from Customer PC): 'Low number of
customer contacts about discoloured water.

Customers interested in a discount to use online self-serve.
Low proportion of the customer base contact Affinity Water.

Engagement is a challenge with most customers saying they knew
nothing about Affinity Water. Water is an 'invisible service'

Analysis of the ‘About your water’ (Hubbub) stepboard: 'The
video was considered effective method of communication- primarily
for children “I think the light-hearted style got the message across
rather well. Yes, | would be happy to show to family and friends.”

[C8] PR14 Customer Research: '94% of respondents are satisfied with the current
levels of service

[C4] Let's Talk Water consultation (OPM) (from Customer PC):
"There were a small number of negative comments about water
quality. These related to limescale, smell, taste and colour.

Customer Comment: Affinity Water could educate the public about
ways to save water

PR19 ph0 ethnographic interviews

There was an awareness that there have been name changes — and
some recall that Affinity Water used to be called something else
(though not sure what previous name was).

This was not “top of mind” — we forced them to think about this (and
there was still some confusion).

They had little interaction with Affinity Water beyond billing, partly
driven by lack of choice over supplier.

Those that had had contact were largely positive about these
experiences — i.e. positive mentions when can recall direct contact,
or having received help and advice over prior debt / repayment
issues for past bills.

There was very low awareness of who is “in charge” of whole water
supply — participants had little understanding of where water supply
comes from and how it is processed. When pushed, there were
some references to “the Water Board” being involved in the
infrastructure and oversight of water supply.

There was a lot of confusion over branding and who does what —
there were mentions of Southern Water and Thames Water being
part of their supply. There were also mentions of Councils providing
water saving devices for free, which resulted in some confusion and
surprise when it was mentioned Affinity Water do this.

We found that there was very low awareness of who is ‘in charge’ of
the whole water supply. People’s usage is disconnected from how
much they pay, in terms of volume used and amount spent. There is
no perceived benefit to them of being more engaged.

Through the PR19 ethnographic interviews, we found that customers
would value more direct communication; particularly around water
saving and comparison information.

Through the PR19 ethnographic interviews, we found that there is
low awareness of Affinity Water and what the company does.
Customers have little interaction with Affinity Water beyond billing,
partly driven by lack of choice over supplier.

Phase 1 Affinity Water 2020: Customer Community: 'More about
your survey' (from Customer PC): 'Almost half have had no recent
water-related interactions (46%). The most common activity is
visiting the Affinity Water website (30%).

One per cent would say they know “a great deal” about Affinity
Water, while three quarters (73%) say they know “not very much”.
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[D3.2] Research with Vulnerable Groups, Findings from
Interviews with Stakeholders (OPM) (from Customer PC): 'A
couple of interviewees with experience of supporting people with
learning difficulties said that these people can often have difficulty
understanding things such as bills, and knowing how to pay them

PR19 ph0 signpost focus group (water service)

In-depth interviews also found that customers were interested in a
discount to use online self-serve. Operational data showed that the
most viewed webpages and transactions were related to billing and
account management suggesting that many customers already use
or wish to find out more about online account management.

Water is not front of mind, and that it takes time to encourage
customers to think about it. Customers always reported wanting
greater transparency to build trust with their water service provider,
particularly given the lack of choice.

Through the Signpost focus groups, we found that customers want
more information about work that Affinity Water is doing, e.g.
leakage performance over time, which they find more valuable than
a direct comparison of leakage levels with other water companies.
Customers also want more information about the services that are
available to support them

Customers unaware of the range of services provided by Affinity
Water - genuine surprise at what you do (e.g. priority services
register, LIFT)

Priority remains to deliver clean water — but the ‘contact experience’
is important too.

When pressed to identify a lower priority service, customers said
‘extra support for some customers’ — but not likely to be a genuine
low priority

Struggled to imagine future service — most ideas linked with fixing
problems/better communications rather than ‘value added’ services.
Through the Signpost focus groups, we found a considerable lack of
understanding about the services Affinity Water provides. For
example, participants were unaware of services such as the priority
services or dialysis registers, or passwords to protect their account,
which are advertised in the annual billing leaflet as well as on Affinity
Water's website.

Phase 1 Affinity Water 2020: Customer Community: 'quick
polls’

(from Customer PC): 'Keep track of the tap leaflet' Only one in four
(27%) remembered this leaflet being posted to their property this
summer, compared to three in four (73%) who did not remember
receiving it.

Almost three in five (58%) agree that they pay less attention to water
than other utilities.

Education was highlighted (unprompted) by customers as important
to reduce consumption and change behaviour

Customers unaware of the range of services provided by Affinity
Water - genuine surprise at what you do (e.g. priority services
register, LIFT)

Priority remains to deliver clean water — but the ‘contact experience’
is important too

When pressed to identify a lower priority service, customers said
‘extra support for some customers’ — but not likely to be a genuine
low priority

Struggled to imagine future service — most ideas linked with fixing
problems/better communications rather than ‘value added’ services
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[C7] Business Plan Consultation_ Customer Forums_ Final
Report

(from Customer PC): 'Most of people who attended the 4 events
held positive views about Affinity Water even though most knew little
about the company or had much direct contact with it beyond paying
their bill.

Customers felt that for the "minimising disruption to your community"
expectation they would like Affinity Water to regularly report back on
how money is being invested and what it is delivering for customers

PR19 Phase 0 operational data

(from Customer PC): 'We understand that approximately 5% of
Affinity Water's 1.5m households proactively contact the company;
most are the ‘silent majority’.

Affinity Water 2020: Customer Community “Customer Service”
Step board

(from Customer PC): 'Of the customers who had prior experience
of contacting Affinity Water’s customer service department, it was
generally a positive experience

Customers are generally positive about the service they receive from
Affinity Water, with staff being seen as friendly and polite and willing
to help customers with their issues.

There were some suggestions made for improvement which
included: take greater ownership of issues, resolve complaints
quicker, increase number of call operators, improve online offering,
offer compensation to customers when appropriate, send more
regular email updates and read water meters more frequently.

There were multiple different examples given of positive customer
service experiences

There were several examples mentioned of good customer service
by Affinity Water, including: professional service received when
having a water meter installed, quick response when fixing a burst
pipe and a water pressure issue being resolved promptly.

In terms of what made a customer service experience positive,
customers appreciated: staff being friendly, helpful and polite, quick
replies/fixing of issues, being provided with explanations and being
kept informed of the status throughout

Suggested improvements to Affinity Water’s customer service
included:

- Ensure staff are helpful and polite and receive regular training

- Have a feedback loop so a customer knows when something has
been fixed

- Take greater ownership of issues

- Resolve complaints quicker

- Increase number of call operators

- Improve online offering

- Offer compensation to customers

The manner in which the customer service employee engages with
the customer was thought to be key to good customer service
Customers wanted various channels available by which to contact
their utility providers and they wanted to be able to find these easily
and quickly.

Customer service providers also need to be willing to work around
the customer — in terms of timing or services provided.

Ultimately, customers did not want to reach the point where they had
to contact the customer service department and would prefer if the
service received did not require them to do so

Pre-SDS Consultation Online survey findings

(from Customer PC): Ensuring water is always ‘on tap’ followed by
responding quickly to problems and prevent problems are
considered to be more important.

Customers have high expectations of Affinity Water — they are more
likely to think it is important that Affinity Water (compared to
businesses generally) to play a role in protecting the environment,
looking after its staff and keeping customers informed of its future
plans

Fewer customers are aware of Affinity Water's charitable giving or
education work

The majority of customers are satisfied with the current service they
receive from Affinity Water

Having knowledgeable staff that are easy to contact and helping
customers to save water and money are considered to be equally
important

One in seven customers report having received a better service in
the last year

The majority (71%) have not experienced problems with the services
they have received, although 8% report traffic disruption and 8% a
leak near their home.

Affinity Water 2020: Customer Community: Your water service
survey

(from Customer PC): 'Three in five (61%) say they have got in
touch with Affinity Water’s customer service, while one in four (26%)
had not and a further 13% could not remember.

Three in five (60%) agree that Affinity Water staff are friendly and
polite, 52% agree the website is easy to use, 48% agree Affinity
Water responds quickly when asked for help. Only 14% agree it is
difficult to get through to Affinity Water on the phone.

Seven in ten (69%) think that the service Affinity Water provides is
good; with one in four (26%) saying it is very good. Only 5% think it
is not very good or not good at all.
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Bill acceptability study report_15-11-13_Final (from Customer
PC): 'The taste, smell and appearance of tap water: 74% Happy
with current level of service

Responses to the question on satisfaction with current level of
service suggests that the vast majority of customers are satisfied
with the service they currently receive.

Ease of contact with Affinity Water (e.g. telephone, appointments,
email/letters) 51% "Happy with current level of service

Affinity Water — Social Tariff survey

Topline results: 'Have you contacted Affinity Water for any reason
in the last 12 months?

No 79%

How much, if anything, would you say you know about Affinity
Water?

A fair amount 35%

Not very much 45%

The Consumer Council for Water, Cyngor Defnyddwyr. Water
saving: Helping customers to see the bigger picture

(from Customer PC): 'More frequent and heavier rainfall events
wouldn't necessarily increase the water supply - greater education
required around this.

Customers felt there should be wider awareness and education
about water consumption in a household eg. toilet flushing=30% of
overall consumption.

A focus on messages that raise awareness of the bigger picture to
help improve engagement.

Water, Water everywhere? The Consumer Council for Water,
Cyngor Defnyddwyr: 'Water companies pressed to incorporate
advice and educational programmes to explain the benefits and
necessity of metering.

UK Customer Satisfaction Index
(from Customer PC): 'Superior customer satisfaction is linked to
higher levels of reputation, trust and recommendation.

The most significant differences between the highest performing
organisations and the rest are focused around the number of
problems and complaints, how complaints are handled, over the
phone experiences and perceptions of openness and transparency.

The three lowest ranked sectors, Utilities, Telecommunications &
Media and Transport.

Utilities is flat year on year but has dropped slightly since July 2017.
Sector average is 74.4. Affinity Water is above average at 76.3.

Customer Engagement Programme. Operational Data: Phase 1
report

(from Customer PC): 'Particular categories in terms of viewed
webpages: incidents, methods of contact, water hardness, customer
communication

Other themes that are particularly significant in terms of customer
contacts (determined as complaints): meter readings, meter
installation and customers assets

Operational data shows over 15000 contacts relating to developer
services between Nov 2016 - June 2017. Nearly 20% are unwanted.

Positive feedback from courses run by the education centre

Through operational data, we know that a low proportion of the
overall customer base contact Affinity Water. Through operational
data, we know that a low proportion of the overall customer base
contact Affinity Water.

Affinity Water, Operational Data — Case Studies, February 2018
(from Customer PC): 'Through operational data case studies, we
know that Affinity Water has many processes in place to review
customer contact data and take action to achieve continual
improvements.
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Developer Services

Developer measure of Operational data shows over 15000 contacts relating to developer
experience (D-MeX) services between Nov 2016 - June 2017. Nearly 20% are unwanted.
[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing: [B4] Investing in your community, Qualitative Research - PR19 Phase 0 operational data: 'One of the most common Operational Data - Customer Contact: 'Low pressure complaints
The main issues for [domestic] customers in relation to water service levels are: The |[Combined Summary Report: 'Customers want clear advice and |reasons for customer contact by telephone, by social media and in  |are the second highest reason for customers contacting AWL after
appearance and colour of tap water; the number of interruptions to supply due to information about water quality terms of website page views is ‘no water’ or ‘poor pressure’, supply interruptions.
burst water pipes; tap water pressure demonstrating that customers notice if this essential service is
disconnected.
[C7] Business Plan Consultation_ Customer Forums_ Final PR19 ph1 in-depth interviews: The in-depth interviews found that
Report: 'Costumers were asked: Thinking about ‘number of bursts’, in low pressure areas, customers are resigned to low pressure,
how helpful do you think this is for customers as a measure for though the operational data shows that there were a significant
‘minimising disruption’? number of complaints about shower pressure.

In-depth interviews found that there is confusion about causes and
possible solutions of low pressure, which is reflected in the

Low Pressure operational data where the water pressure webpage was widely
viewed suggesting that customers are looking for further information.

Phase 1 Affinity Water 2020: Customer Community: “Usage and
Water Quality” Survey: 'Current water usage: Nearly four in five
(79%) have not had any issues that restricted their use of water in
the last year.

Of the 18% who did have issues with their water use, the reasons
for these included: burst water mains/leaks; low water pressure;
weather, water meter; and customers restricting their own use for
financial or environmental reasons or due to renovating their
property.
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[C1] Report on PR14 Engagement Activity Phase Two - Testing and Valuing
(vulnerability PC): There are some concerns that water meters may lead to higher

bills for some vulnerable groups

[B4] Investing in your community, Qualitative Research -
Combined Summary Report (vulnerability PC): '4.8 Support for
vulnerable customers

There were mixed views on Affinity Water doing more to support
vulnerable customers, with most support coming from the lowest
income group who were more likely to know of people who were
struggling financially - a situation which they saw effecting more
people in future given the current economic climate.

There was more support for Affinity Water providing support to
customers in the form of advice to help them reduce their bills, to
minimise the likelihood of people getting into debt.

PR19 in depth interviews: 'The “Vulnerability and disruption in-
depth interviews” showed that there is a low understanding on who
is perceived as vulnerable and what services they can access (N.B.
based on a sample of 12 customers classified as vulnerable).

VIM survey

15% of VfM customer are worried about paying their bill and 33% of
customers think that the bill has increased.

So far this year, fewer customers are worried about being able to
afford their water bill. However, this may still increase — we’ve seen
over the past two years a distinct seasonal pattern where bill anxiety
peaks each year just after Christmas. Is this something that can be
countered by seasonal comms?

[D3.2] Research with Vulnerable Groups, Findings from
Interviews with Stakeholders (OPM) (vulnerability PC):
'WaterSure scheme

Interviewees from advice organisations were generally aware that
this exists, and have found it to be helpful, and believe that it targets
a sensible group of people.

PR19 phase 1 Social tariff cross-subsidy questionnaire: 'The
social tariff survey looked to gain customers support through an
increase in their annual bill to assist those who are in a vulnerable
financial position. The outputs showed that support was stronger
than at PR14.

[C7] Business Plan Consultation_ Customer Forums_ Final
Report

(vulnerability PC): 'At Bishop’s Stortford some people said they
were interested in the social return on investment and whether
Affinity Water is supporting vulnerable members of the community

:'Ofgem, Ofwat. Making better use of data: identifying customer
in vulnerable situations (Vulnerability PC): Data sharing process
- to ensure that customers receive the right support when they need
and in emergencies. Pooling customer information can help identify
vulnerable customers and help tailor support across different
sectors.

Affinity Water — Social Tariff survey

Topline results (Vulnerability PC): 'To what extent do you support
or oppose Affinity Water providing support to customers who have
financial difficulty paying for their water?

Strongly support 32%

Somewhat support 31%

No views either way 24%

Affinity Water currently provides support to customers who have, or
might have, financial difficulty paying for their water. Support
includes reductions in bills, advice about water use and managing
bills, and offering flexibility in terms of when and how to pay.

To what extent do you support or oppose Affinity Water providing
support like this to customers?

Strongly support 41%

Somewhat support 34%

To what extent do you support or oppose Affinity Water continuing to
offer a Social Tariff?
Tend to support 31%

Please indicate how much, if anything, you would support Affinity
Water adding to your own household’s water bill each year to
continue to offer a Social Tariff.

Option B - £2.50 - £3.00 19%

None/don’t support at all 28%

PR19 ph1 in-depth interviews (disruption - pressure)
(Vulnerability PC): 'Many are unaware of what Affinity Water can do
to help with bills and the support services available. The method of
communication of these services needs to be improved, as
awareness of the 2016/17 billing insert, which explains the advance
care services, is low.

PR19 ph1 in-depth interviews (vulnerability)

(Vulnerability PC): The “Vulnerability and disruption in-depth
interviews” showed that there is a low understanding on who is
perceived as vulnerable and what services they can access.
However, this was based on a small sample of 12 customers
classified as vulnerable.
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Customer satisfaction
survey - (service)

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

Affinity Water, Summary note of stakeholder workshop on
vulnerability, held on 8th January 2018: 'What worked well for
supporting those in need?

Options on accessing information — technology literature (paper
form) Dementia friendly

Signposting support

A shift in channel depending on need e.g. online only engagement
preferred by some

Have different channels:

Website

Phone line

Face to face help

Supporting staff

Face to face

Outreach projects e.g. A&E

Telephone support — speaking direct, not number options
Home visits, 121 discussions, leaflets in GP surgeries

What could Affinity Water do to support vulnerable customers?
Readable bills, formats, colours, fonts, use apps, options to CC bills
to carer/POA

Re-write your leaflet on financial support, its tone is threatening
Better signposting from your website — it is not easy to navigate to
schemes of financial support

Test messaging, don’t assume high levels of literacy (housing
association assume reading age of 9)

No bad news letters on a Friday

Case study success story (leaflets/in annual report etc.

Flexible policies.

Use experts to check any changes to literature, website, policies etc.

Affinity Water, Summary note of stakeholder workshop on
vulnerability, held on 12th December 2017

(Vulnerability PC): 'What could Affinity Water do to support
customers?

As noted earlier, partnerships are crucial — and this must work “both
ways”, with Affinity Water utilising partnerships and networks to not
only receive help supporting vulnerable customers but also helping
other organisations do the same

Reframe “vulnerability” in a positive way — i.e. as “priority customers”
Utilise approaches rooted in behavioural science to promote the
support offered — i.e. make information visual and accessible

Raise awareness of support internally, right across the business
Gather more customer feedback

Segment customers — identify gaps and priorities

Monitoring effectiveness

The key issue is to better understand the current profile of
“vulnerable” customers and then identify gaps — demographics of
local vulnerable customers compared to profile of those using
services and / or contact Affinity Water

Important to measure customer satisfaction and numerous ways to
do this Net Promoter Surveys, customer satisfaction surveys,
satisfaction with specific services, qualitative feedback on customer
experience

Uncertainty over required frequency of monitoring, but longitudinal
monitoring was felt to be very powerful —i.e. how did customers feel
some time afterwards, compared to immediate satisfaction

Ofwat’s Final PR19 methodology (Vulnerability PC): Guidance
has been produced on how water companies should address
vulnerability (chapter 3)

Phase 1 triangulation Market Research programme Research
report (summary report) (Vulnerability PC): Customers who are
characterised as 'vulnerable' find it difficult to track water usage and
cost. Difficult to controls and bills are infrequent and lack visual
measures to make usage and cost understandable.

Customers didn't describe themselves as 'vulnerable' but used
similar stereotypes. They are unaware of what AW can do to help
with bills.

Many are unaware of what Affinity Water can do to help with bills
and the support services available. The method of communication of
these services needs to be improved, as awareness of the 2016/17
billing insert, which explains the advance care services, is low.

Customer Engagement Programme. Operational Data: Phase 1
report

(Vulnerability PC): High level of contact under "Vulnerable
Costumers"; i.e. customers wanting to find out more about social
tariffs or the priority services register.
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Customer satisfaction
survey - easy to deal
with

Sustainable
Abstraction, average
annual reduction (Ml/d)

Abstraction Incentive
Mechanism (AIM)

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

PR19 ph0 signpost focus groups: The (Community) More about
you survey identified that the majority of customers think that ‘water
bills are too expensive these days’ (but other research has pointed
to relative comfort with water bills) while operational data showed
there were very few complaints related to price perception.

PR19 in depth interviews (vulnerability & affordability). PR19
phase 1 Social tariff cross-subsidy questionnaire (off-
Community).

Through the in-depth interviews we found that most customers feel
that water is affordable, especially for smaller households with a
fixed income. But for larger households, particularly for vulnerable
customers with young children or medical conditions, usage is
difficult to control and water is less affordable as income or usage
fluctuates. For example, water meters have altered the cost of water
for many. One customer said ‘It's a lighter bill for me... | don’t use a
lot so | get what | pay for’ while another customer said ‘I phoned
them and asked if | could go back to the old system... as the bill is
high but they said no you will just have to pay it. It made me feel
upset and disappointed | was expecting them to say that because of
the large household we might qualify for some help’. - PHASE 1
same text in PR19 ph1 in-depth interviews (disruption - pressure)

PR14 draft WRMP online survey: 'The outcomes of this online panel included:

- 72% agree to reducing abstraction to save drying rivers;

- 72% say a 1 in 10 year hosepipe ban (TUBs) is agreeable;

- 78% would pay an average extra £5.50 over 5 years to help adapt to sustainability
reductions (refer to section 10.9);

- 69% agree with our demand management strategy to help deliver sustainability
reductions (programme of leakage reduction, water efficiency and metering);

- 55% support the £15m investment to improve drought resilience.

- 68% support for resuming abstraction of sources subject to sustainability reductions
under certain circumstances/conditions.

PR19 ph1 use of water environment quick poll: 'Over half (54%)
say they occasionally visit the water environment.

Over one in five (23%) visit regularly.

One in ten (8%) visit frequently.

A further 15% say they never visit any part of the water environment.

VM survey: Over the longer run there are signs that Affinity Water
are perceived less well for ‘minimising disruption’ and ‘managing and
protecting the environment’.

PR19 ph1 Omnibus survey: When asked if customers would
support an increase in their bill to support a reduction in the water
taken from the environment 32% were supportive, 27% indifferent
and 34% opposed this.

PR19 ph1 use of water environment quick poll: 'Helps explain
customers' attitudes towards the environment and their ability to
enjoy it
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Environmental Pilot
Projects

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

PR14 customer and CCG feedback that we should include the environment in

our outcome

Customers value the environment and think that Affinity has a role to protect it, but it
is generally less of an emotive issue than leakage.

PR19 draft DMP survey

Maijority of respondents thought it is important to save water for the
sake of the environment and thought it is important to save water for
future generations

PR19 ph0 signpost focus groups: 'Conclusion of our phase 0
research suggested that customers do make the link between the
environment and their water usage (e.g. convenience of hosepipe
over watering can and not turning off taps when brushing teeth), but
it takes time to discover as it is not a top-of-mind concern.

PR19 ph1 use of water environment quick poll:

+ Customers value the environment.

« Customers think Affinity Water has a role to protect the
environment.

* Most visit the water environment only occasionally.

* When unprompted, customers don't immediately make the
connection between their water use and the environment - but they
do when time is spent discussing water use.

» When asked directly, a majority of customers think it's important to
save water for the benefit of the environment.

» Customers are keen to be offered advice on how they can reduce
their consumption and some identify awareness-raising and publicity
as important

Hubbub (40 households in Watford and Harlow July 17): 'The
main cause of excessive water use is lack of awareness rather than
lack of willingness to change habits. In fact the project strongly
suggested that people wanted to save water and think they can if
supported

Operational data: Affinity Water education centre: 'Positive
feedback from courses run by the education centre

PR19 ph0 signpost focus groups: Customers expect us to
educate future generations about water use / scarcity

Analysis of drought and hosepipe bans step board: 'Some
customers were also concerned that drought conditions such as
these would negatively affect the ecology of the area, potentially
permanently. These customers thought that the amount of water
taken from rivers during periods of drought should be reduced to
mitigate against this.

Other ideas given by customers that Affinity Water could implement
included: more storage, improve distribution system to reduce
losses, focusing on education to use less water and using surplus
supplies from other areas.

VM survey:

Over the longer run there are signs that Affinity Water are perceived
less well for ‘managing and protecting the environment’

Indicatively, over the last full year of tracking (2016-17), Brett and
Dour have had slightly higher perceived value for money — although
there’s little variation overall. Misbourne showing signs of decline.

Satisfaction with service is quite uniform by Community — Colne and
Brett have shown signs of reducing since last year.

Misbourne: One of the least involved communities and signs of VFM
in decline

Colne: A more engaged community — but not always in a positive
way

Pre-SDS Consultation Online survey findings : 'Protecting the
environment now and in the future are seen as the most important
areas for Affinity to focus on when thinking about environmental
impact

The vast majority (82%) of customers think the local environment is
important to them and almost as many (75%) say they are careful
about how much water they use.

Arup-lpsosMori for Affinity Water, Affinity Water 2020:
Customer Community: Summary “Omnibus” Survey, February
2018: 'Half of Community Members think that Affinity Water deals
with waste water as well as providing clean water (51%).

Phase 1 triangulation Market Research programme Research
report (summary report) : Customers don't make the connection
between leakage and the environment.

Customers recognise the need to save water.

Customers think AW has a role to protect the environment.
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Summary of Customer Engagement against Proposed Performance Commitments - Pre-Phase 2

Performance
Commitments (PCs)

Water Quality - Mean
Zonal Compliance

Value for money

Affordability

PR14

Pre-Phase 0

Phase 0

Phase 1

Ongoing

PR19 ph0 signpost focus groups:

see also CRI (7)

Through the Signpost focus groups, we found that some customers
choose to drink bottled water over tap water for taste.

Phase 1 triangulation Market Research programme Research
report (summary report): 'Tap water is trusted. Few customers
mentioned relative issues with taste and smell but general sense of
satisfaction.

PR19 ph1 Omnibus survey

Customers are positive about the quality of the water and service
they receive. Close to nine in ten (89%) trust the quality of water and
almost all agree that the water supply is reliable and is hardly ever
interrupted (96%).- PH1 SS

[B1] Report on PR 14 Engagement Activity Phase 1: 'Social tariffs, debt,
affordability — position unclear?

[B4] Investing in your community, Qualitative Research -
Combined Summary Report: 'Participants who identified
themselves as high usage and paid more as a result of being on a
water meter, generally had higher expectations of the service that
Affinity Water should provide, echoed in comments among lower
income groups where participants suggested that they would be
more critical of the service provided by water companies except for
the comparative affordability of their water bill. This suggests that
any future increases in price, if not met by efficiency savings, could
lead to customers expecting a better service from Affinity Water.

PR19 ph0 signpost focus groups: 'Through Signpost focus
groups, we found that the majority of customers identified water as
the most important utility of overall household expenditure.

[C8] PR14 Customer Research: Summary of Findings of the Customer
Acceptability Study: 'Affinity Water: It recognises that there is a constraint on what
customers can afford and therefore what is an acceptable change in their bill.

[C2] Panel survey findings (OPM): 'The second most common
answer, given by nearly a fifth of respondents who opposed the
Social Tariff suggestion, was that they are unable to afford the bill
increase (18%).

PR19 Phase 0 operational data: 'Whilst there was generally a
sense that water is affordable, operational data tells us that this is
not the case for all customers. Calls and visits to the website show
that low income tariffs and payment plans are key reasons that
customers contact Affinity Water. This suggests that despite majority
views that water is reasonably affordable, there will be some
customers for whom this is not the case.

[C4] Let's Talk Water consultation (OPM): Approximately two-
thirds of respondents (64%) said they feel they pay about the right
amount for the water and service they receive from Affinity. Over a
quarter (27%) said they did not agree with this.

[D3.2] Research with Vulnerable Groups, Findings from
Interviews with Stakeholders (OPM): 'There were no strong
opinions on whether the rates charged by Affinity Water are
reasonable - most people felt that they did not know enough about
the business to make a clear judgment, although a few did say that
water “seemed quite expensive”.

[C7] Business Plan Consultation_ Customer Forums_ Final
Report: 'Discussing ‘making sure our customers have enough
water’ there was broad support for the proposed rate of investment.
They felt that the amount this would add to bills was a small amount
to pay for what it would deliver.

Bill acceptability study report_15-11-13_Final: 'The majority of
Affinity customers questioned had no problems paying their water
bill. It is worth noting however that a sizeable number still did have
issues, with one in eight respondents having difficulty paying and
some of this group were late with payment as a result.

Document Owner: Anne Scutt Webber
Document Approver: Chris Offer
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Proposed Commitments that have been withdrawn following Phase 1 Triangulation Workshop (from version 0.0 to version 1.0)

Existing research / information Assessment of customers' . ..
Performance Common (C) or . . o . Customer engagement and operational data Proposed engagement activity for .
. on this PC to evidence ability to influence PC level . o Reasons for not Pursuing as a PC
Commitments (PCs) Bespoke (B) s . _ findings Phase 2
customers' views (High > some > limited > none)
Explore levels of awareness of Affinity via the
online Community, bespoke surveys,
workshops and focus groups delivered for other
reasons e.g. draft WRMP consultation (make a
PR14 knowledge of water / sewerage standard question rather than running a This is not something within the Company's control and
provider in questionnaires Some? separate survey). therefore not developed into a commitment
Customer perception of the B Care should be taken to invite customers' views
Affinity Water brand (qual?) May wish to explore if customers value on branding and perception - especially if
the perception of our brand - but if they investment is required. Unlikely customers
don't, will we continue to be an would support bill increases for us to spend on
'invisible service'? Expect we want to improving their perception of our brand. So
PR19 ph0 signpost focus group (weff / |improve our visibility / perception to would need to be covered within the current bill /
leakage) - innovation improve C-MeX. totex portfolio.
Customers generally trust the water they receive.
PR19 phO customer anecdotes
Ed Centre is funded by customers but it is not
specifically consulted upon. WSP education
activity funded by the WSP / other programmes
e.g. drought. Do we need to educate /
demonstrate value for money of this service?
PR19 PR14 outcomes online panel re: Via the online Community, community events, |Education is an activity to support the Business. It will be
) ) educating future generations High? PR19 workshops? promoted as part of the environmental pilot projects.
Educating futurle generations B Customers expect us to educate future
(number of children, hours) generations, but we haven't yet If increasing student numbers affects bill levels,
explored numbers of children or hours would need to test via business plan
PR19 ph0 signpost focus groups in our engagements. acceptability
Op data: Affinity Water Education Positive feedback from courses run by the education
Centre centre
) Education highlighted (unprompted) by customers as
Ofwat cust. eng. policy statement re: important to reduce consumption and change
future customers behaviour
Business to consider If 'value for money’
remains a valid PC in its own right, or whether
PR14 VFM research None? we explore under affordability?
The survey and the VFM index has not been found to be
particularly useful or insightful in helping the company focus
CCG challenge that a large proportion on initiatives to improve the index assessment. This is
of the measure is outside of Affinity primarily as the index and research has shown that much
Water's control. Relatively subjective of customer perception is driven by factors outside the
Value for Money Survey (score and comparablg to our previous results contro! of the C?om.pany .the.refore‘ cou!d not be used as a
out of 100) B (PR14) but does not drive programmes of work commitment with financial incentives in the future.
in the way SIM does. Ofwat expects a However, it was deemed to be a good experiment and
Value for money surveys (AMP6) reducing cost-to-serve. potentially could be developed into a useful tool.
PR19 phO signpost focus group Water is generally se.e‘r.l as good value for money
(affordability & vulnerability) compared to other utilities.
When other services (e.g. PSR, password scheme)
o . are explained, VFM perception increases further.
PR19 phO0 ethnographic interviews
PR19 ph1 in-depth interviews




Performance

Common (C) or

Existing research / information
on this PC to evidence

Assessment of customers'
ability to influence PC level

Customer engagement and operational data

Proposed engagement activity for

Reasons for not Pursuing as a PC

Commitments (PCs) Bespoke (B) customers® views (High > some > limited > none) findings Phase 2
Customers value the environment and think that This is measured by the Company and reported through
Affinity has a role to protect it. the annual return. There is no evidence that customers
B would support this, therefore it will not be developed as a
None Limited. N/A commitment but will be maintained as a metric.
As a 'right thing to do' measure, it's
Operational carbon emissions difficult to consult customers on
(ktCO2e) options. If it's cost beneficial, we
should do it anyway. If it's more
expensive, we would need to ask
customers' views on this as part of the |There is a recognition of the need to save water
entire service proposition (i.e. don't ask [(although less so compared to the national need) and
in isolation). the joint responsibility (company/customers) to do so.
WTW where turbidity 95
percentile greater than, or equal B
0.5 NTU (number of treatment
works) None None N/A this will be included in the CRI index
Op data: number of contacts year-on-
year (weekly universe), have achieved
the PC level every year of AMP6 Limited? N/A
Customer Contacts Regarding
Discolouration (contacts B (PR14) With sufficient explanation, customers
received per 1,000 population) may offer a view on whether our
current target is acceptable - but if zero
is the only answer, can we meet that
expectation?
If needed, can be included as part of
Affected customers not notified None Limited? interruptions engagement above.
of planned supply interruptions B (PR14)
>4 hours (number of properties) Likely to be set an upper quartile
perforn?ance.level (if other companies Hight_ast numper of social media c_ontact_s and on_e of Both of these are requirements of the General Supply
also using this measure). the highest viewed webpages being on interruptions. Standards and are monitored and reported continuously.
Failures result in compensation payments to customers.
If needed, can be included as part of These will no longer be termed as commitments.
Planned works taking longer to None Limited? interruptions engagement above.
complete than notified (number B (PR14)
of properties) Likely to be set an upper quartile
performance level (if other companies |There are examples of lack of communication during
also using this measure). incidents such as interruption to supply
available for use is unplanned outage. Since this is a
Water Available for Use (MI/d) B (PR14) common commitment, there is no benefit to maintain

WAFU.




Proposed Commitments that have been withdrawn following Version 1.0

Performance
Commitments (PCs)

Common (C) or
Bespoke (B)

Existing research / information
on this PC to evidence
customers' views

Assessment of customers'
abi