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PR14 and PR19 customer engagement comparison
This document aims to evidence the differences between the customer engagement processes for building our Business Plan. Our customer engagement in PR19 has been a step change from PR14 and this was noted in the Board meeting attended by Peter Davies on the 6th of June 2018. Our programme was aimed at running an ambitious and innovative programme of customer engagement to help provide the basis for a successful PR19 Business Plan submission.  
There are some direct comparisons we can draw which are set out in Table 1 below. However, due to the scale of our work in PR19 there are also a number of new methodologies or initiatives which cannot be directly compared. These are set out in section 2. 
1. Direct comparisons

Table 1. 
	PR14
	PR19

	One market research company, Accent.
	Three agencies with differing specialties (Accent Willingness to Pay, Blue Marble and DJS Qualitative) in order to conduct a wide range of methodologies and have the capacity to engage with more customers, Accent, DJS and Blue Marble

	Over 3,000 customers were involved in the formal research
	Over 9,000 customers take part in formal research

	Draft plan was created and consulted on with customers and stakeholders before a re-draft. Re-draft was then also subject to further customer research. 
	In PR19 our customer priorities were identified at key stages using our framework process and triangulation methodologies. This has given us a much broader view of what our customer want us to improve using not just willingness to pay but drawing from a multitude of other sources such as ongoing data, industry data, performance targets research etc.

	Scores in PR14
Uninformed acceptability of the consultation plan (i.e. where only very brief details were given and no context was set) was 50% for households and 59% for businesses.
However, 80% of household customers and 83% of businesses found the consultation plan acceptable after being presented with full details. 
Presented with the revised plan (i.e. exactly the same set of improvements as the consultation plan, but with no £13 increase in their bill in 2015 to pay for the transfer of private sewers to Welsh Water, and a bill which would, in fact, be reduced by 3% in real terms between 2015 and 2020, before any increases due to general inflation were added) Informed acceptability of the revised plan was 94% amongst household respondents and 95% amongst business respondents.
	Scores in PR19
· 80% of uninformed customers found the plan acceptable (79% HH and 84% NHH). 
· 92% of informed customers found the plan acceptable (93% HH and 88% NHH). 
We did not in PR19 go out to customers with a revised plan. The methodologies use in both surveys are also different meaning we cannot draw direct comparison of the results. 

	Traditional programme of customer research using focus groups and qualitative and quantitative techniques was undertaken to ensure views were captured from a representative sample of the company’s customer base. The specific activities are listed below:
· 42 deliberative focus groups covering willingness to pay, our sustainable future, water resources, environmental issues, consultation plan acceptability
· 2 focus groups in Dee Valley Water to cover our waste only service
· 2,550 phone-post/email-phone(PpP) willingness to pay interviews
· 1,400 PpP consultation plan acceptability interviews
	The total number of customers reached 41,344. This is made up of: 
· HH 1-2-1 interviews (In home and on the telephone): 1,993
· HH focus group attendees: 1003
· NHH focus group attendees: 144
· NHH 1-2-1 interviews: 919
· Mass campaigns ROV & HYS: 32,032
· ROV 2016: 12,052
· HYS 2017: 19,982
· Vulnerable customer focus group participants: 64
· Vulnerable customer 1-2-1 interviews (inc. assisted community Hub surveys): 228
· Stakeholder interviews: 27
· Future customer interviews: 175
· Online survey completion (HH and NHH): 4748


	PR14 covered the following research topics: 
[bookmark: endsum]Willingness to Pay (WTP) Stage 1 Research:
Our Sustainable Future:
Environmental Issues Stage 2 Research:
Water Resources Stage 2 Research
Cross Company Prioritisation:
Customer Services Proposition Research
Acceptability of the Published Consultation Plan
Acceptability of a Revised Plan. 

	We have covered a broader range of research topics in PR19. 
PR19 has covered: 
· Resilience
· Willingness to Pay (WTP)
· Customer Priorities
· Performance measures
· Customer service expectations
· Deep Dive: worst served customers
· Environment
· Water resource management plan WTP
· Return of Value
· Vulnerable customers
· Bills 
· Welsh Water 2050
· Performance Targets
· Revealed Preferences- Bathing waters
· ODI’s
· Social tariffs 
· Acceptability testing


	Not completed in PR14
	We also set up a youth board to discuss some of these topics with future customers (future customers have also been included within research segmentation).



2. Additional differences 

· WW2050- Long term strategy consultation
In PR19 we have used our longer term strategy Water2050 to influence what we are prioritising within PR19. This consultation consulted with uninformed customers, Interested/informed customers and experts/stakeholders. This consisted of over 19,000 fully completed responses including 3000 via Facebook Massager Chatbot, 9 qualitative focus groups, 80 participants in online community group, 11 written submissions by stakeholders and over 100 attendees to stakeholder workshops. 
· Triangulation
In PR14 multiple sources of data were gathered and interoperated but we did not develop a strategy to be able to compare these sources and identify trends. In PR19 however we have used multiple sources to be able to understand customer priorities from company data as well as specifically commissioned research. In the absence of industry best practise or guidance (CCWater guidance was not published at the time point of development with PWC) we developed our triangulation methodology using a set of principles we felt best reflected the outcome desired-  a more transparent and rigorous basis for using diverse data/information sources to identify priority service improvements and support business planning. Triangulating between diverse/varied sources will require an element of judgement and so we decided a principles-based approach (rather than rules-based approach) was appropriate.

· Customer co-creation
Customer participation overall has increased since PR14. This takes on board recommendations from Ofwat’s Tapped In report. This includes ways in which we can co-create solutions with customers to ensure we bring wider societal benefits as well as business benefits. This can be seen in two examples:
· The Rhondda Fach Water Resilient Community pilot project: This is an ambitious project that challenges our normal way of working to maximise the impact we have on one of the most disadvantaged communities we serve. The project is being delivered alongside the £23m zonal investment that is taking place between Maerdy and Pontypridd. The project is looking at direct involvement and collaboration with the community for long-term benefit. 
· WaterSource: This initiative is a new way of looking after the land around our rivers, reservoirs and seas to protect our drinking water for years to come. The scheme, involves a number of partnerships all aimed at improving the quality of our water at its source. These partnerships include the Brecon Beacons mega catchment, Pendine catchment project and weed wiper partnership. 

· Innovation
We have also tried to include new and innovative ways of engaging with customer in PR19 to ensure we’re reaching a broad and representative group of customers. This has included the introduction of the ‘Have your say’ Online community, a Youth Board made up of 15 six form students, Facebook Messenger Chatbot which was used as w way of completing our Water2050 consolation and Community Hubs where we took our research to customers in areas where we see lower engagement. 

· WTP methodology
Ofwat’s Water 2020 consultation[footnoteRef:1] proposed that companies consider how SP WTP evidence could be improved and explore what alternative and complementary tools are available to understand their customers’ needs and requirements. Overall, it was evident at the outset of the PR19 study that the approach to WTP evidence collection for PR19 would need to evolve from, rather than merely replicate, the PR14 approach. [1:  Ofwat (2015) “Water 2020: Regulatory framework for wholesale markets and the 2019 price review”, December 2015] 

In developing the design for the present study, we proposed an approach that sought, as far as possible, to remove the need for participants to trade off small risk reductions, which we believed to be the key source of complexity in the PR14 approach. This was achieved by imposing a degree of rationality on the structure of customers’ preferences with respect to risk. By so doing, the choices customers were asked to make were much more straightforward and consequently more likely to accurately capture their true preferences in a form that can validly be used for DCWW’s investment appraisals. 
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