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Water is unique

• Duty to supply with no name/contract

• No choice for domestic consumers

• No right to disconnect domestic consumers

• Customer interaction

• Multi-channel for billing and operational 
contact

• Most operational contact will require a visit 
to the home to diagnose a problem and 
then to fix it
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Our research shows customers have 
complex needs
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Every customer matters

• Strategy published on 3rd September alongside our 
Business Plan

• Original strategy launched in 2013 so very much 
building on what has worked well over time

• Revisions and new initiatives co-created with our 
customers, partners, stakeholders and advisors

4



Our approach to customer care
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Going the extra mile

• Sums up our approach to customer service

• GEM incorporated into:

• Staff recruitment and training

• Rewards and recognition schemes

• We ask our staff to:

• Look for opportunities to go the extra mile

• Put themselves in the customer’s shoes and “imagine it was you”

• Remember it is often the little things that make all the difference
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And for the financially vulnerable

• Water use should not be rationed by a customer’s ability to pay

• Encourage engagement with customers who are financially vulnerable

• Build relationships of mutual trust with debt advice agencies/partners

• Support a holistic approach to debt management

• Offer tailored solutions with flexibility to meet an individuals financial 
circumstances

• Prefer a sustainable and affordable level of payment of whatever size to no 
payment at all
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Tailored assistance programme
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Priority Services

• Support for customers with additional needs in terms of billing, communication 
and during operational incidents

• Service promises reviewed, co-designed and endorsed by charities and 
organisations
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The four workstreams
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Using data wisely

• Layering multiple internal and external data sets to identify 
customers in vulnerable circumstances

• Local pilots with SSEN, WPD, health trusts and councils

• National energy data share due to launch April 2020
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Growing partnerships

• Partner Hub launched April 
2018

• Two-way digital engagement 
with our partners, ability to 
self serve and network

• Joint partner event with SSEN
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Community engagement

• Community events with 
and without partners

• Joint working e.g. 
Foodbanks
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Improving the customer journey

• Specialist staff training

• Dementia Friends

• Customer journey mapping
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Measuring success

• Best practice

• External endorsements

• Commitments on growth in numbers receiving support and awareness

• Wessex Community Foundation to share outperformance
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Questions


