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1.

Message from the Chair

Right first time

prices, but in all aspects of the way water companies
are managed and regulated.
ur annual research, which tracks consumer views
of water and sewerage services, shows that while
satisfaction with service remains high, satisfaction with
value for money is lower. Water companies will have to
continue to work hard to convince their customers that
they are getting a good deal. Even when prices are kept
at below inflation customers need to understand the
service value that is being delivered to them.

O

1 Every five years Ofwat sets price limits that enable water and sewerage companies to finance the delivery of services to consumers, in line with
relevant standards and requirements. This is called the Price Review.
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5. Speaking up for and

ver the past year we have been working with
water companies, Water UK and Ofwat towards
the introduction of Water Resolution Scheme (WATRS),
an alternative dispute resolution scheme for water
customers, which will be implemented in April 2015.
WATRS will provide an additional, independent and free
stage to the handling of customers’ complaints, and
offers a binding resolution in cases where a complaint
reaches deadlock. We hope this scheme will benefit the
few consumers that find themselves in this situation by
providing a solution without the need to go through
the courts.

A sewerage system
4. that
works

W

e said customers needed to drive the price
setting process and, having campaigned hard
for a strong customer voice since our establishment
in 2005, we supported Ofwat’s approach for increased
customer involvement. We acted as independent chairs
for 15 out of 24 Customer Challenge Groups (CCGs)
ensuring that they remained totally independent of
the industry and publicly accountable. To enable us to
deliver strong advocacy on behalf of consumers our
representatives on these CCGs were drawn from our
Local Consumer Advocates (LCAs) and our policy staff.
We also played an important role as members of those
CCGs led by company-salaried Chairs and we will be
considering our role in the CCG process in the future,
including through our participation in Ofwat’s review
of PR14. For the years ahead we want to ensure that
customers’ views are embedded, not only when setting

W

3. Water on tap

T

his Forward Work Programme marks an important
time in the history of CCWater. We have influenced
the industry to ensure customer involvement in the
price setting process and the Price Review 2014 (PR14)1
has delivered some excellent outcomes for customers.
The vast majority of water and sewerage companies
are keeping prices at or below inflation for the next five
years .

e will continue to work with companies to deliver
a better service for consumers. Our challenges
and work with the companies to improve customer
service has resulted in customer complaints reaching
record low levels since the peak year of 2007-08, and
for this companies should be commended. However,
there are still some companies who are persistently
poor performers and those who are bucking the overall
trend with rising complaint levels. These companies are
in the spotlight when we publish comparative results
on company performance.

2. Value for money

O

e will continue to raise the profile of CCWater to
ensure that customers know how to access our
free independent advice service. In addition to contact
information in phone books and on the back of bills,
we will be increasing our social media activities and will
continue to raise awareness of CCWater through high–
profile media campaigns. We have also improved the

C

CWater will also undergo restructuring during
2015 by centralising its complaint handling
function to its Birmingham and Cardiff offices. But we
will retain a strong regional presence through Chairs,
LCAs and Policy Managers maintaining their links with
the water companies at a local level. This decision
helps position CCWater for important changes in the
industry, including the introduction of WATRS and the
nationwide complaint issues that market reform will
bring.

I

am proud to hand over to my successor a strong
legacy, and have no doubt that CCWater will continue
to deliver real benefits for all customers, something
that I believe the triennial review2 of CCWater will
confirm. I am passionate about the organisation’s
vision of a water industry with the consumer absolutely
at its heart and proud of what we have achieved to
date. It has been a great privilege to lead CCWater from
its establishment and to build it into an important and
influential voice for consumers on water issues.
Dame Yve Buckland, Chair,
Consumer Council for Water

2 Since April 2011, all non-departmental public bodies (NDPBs), including CCWater, are required to undergo a substantive review every three
years. Our review is due in the period that this programme covers.
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5. Speaking up for and

W

would like to thank my colleagues for their hard work
and contribution to what CCWater has achieved for
consumers in the past decade. After ten years as chair
of CCWater I will be stepping down in March 2015. The
term of many of our Committee Chairs and most of our
LCAs is also coming to an end – they will replaced by a
new team.

A sewerage system
4. that
works

he most notable difference between England and
Wales’ policies is on the extension of competition
in the water industry. We keep a close watch on the
development of policies to ensure we understand if
any differences between England and Wales are likely
to affect water customers either side of the border.
Governments in the UK and Wales are currently
considering the recommendations of the Silk Review
on devolution, and we will work with them to try to
assess likely implications on (border) customers as
required.

I

3. Water on tap

T

visibility and look of our website – there is better access
to our help pages and water meter calculator. We are
working closely with water companies, advice agencies
and charities to improve further consumer awareness
of our services and customers’ right to complain.
During 2015 our social media presence is planned to
expand.

2. Value for money

n 2017 all eligible non-household customers in
England (but not in Wales) will be able to choose their
water and sewerage retail supplier(s). Retail services
include handling customer complaints and enquiries,
billing and meter reading. As the arrangements for the
new market are established, we are playing a central
role in representing the views of customers to make
sure it is delivered in a way that works for customers.
We are advocating high standards of service across
the industry in England and Wales, regardless of the
extension of competition. And we are keeping a careful
watch to protect the interests of those who cannot
switch supplier, who choose to stay with their existing
supplier, or are transferred when a company decides
not to operate in the non-household retail market.
Our research into non-household customers’ views on
competition shows that there is still low awareness
about the changes that are coming. We, with others,
will be raising customers’ awareness of their eligibility
to switch retail supplier and how best they can benefit
from the new regime.

Right first time

I

1.

Message from the Chair (continued)

In addition, our move to centralise complaint handling
reflects important changes in the industry, including
the introduction of the new WATRS scheme and
market reform in England (but not in Wales) that will
probably generate new nationwide complaint issues.
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We want household and non-household consumers to
get a good, reliable water and sewerage service from
their water company at a price they find acceptable
and can afford. We want their issues and concerns to
be addressed.

Our Values
•

Knowledgeable – our work is based on
evidence to help us achieve results.

•

Professional – we consistently deliver our
aims by being thorough and efficient.

•

Respectful – we treat people fairly and with
courtesy, taking account of their individual
needs.

•

Open – we are transparent and honest
in our dealings with all.

Exit

5. Speaking up for and

We remain committed to a strong regional presence
with our Committee Chairs, Policy Managers and LCAs
continuing to work with the companies at a local
level on enhancing both the services and assistance
delivered to customers and their knowledge of those
services.

What we are trying to achieve

A sewerage system
4. that
works

Within our new structure we will have complaints
handlers allocated to each water company to ensure
that our local focus remains effective and our dayto-day working relationships with the companies are
maintained.

We provide a strong voice for consumers by keeping
in close contact with local water companies and with
consumers. We make sure that the collective voice
of consumers is heard in national water debates and
that consumers remain at the heart of the water
industry. We take up consumers’ complaints if they
have tried and failed to resolve issues with their water
companies.

3. Water on tap

Already, complaint numbers to CCWater have fallen
over the past few years in line with, and due to,
improvements in the industry’s complaint handling
performance. It will be more efficient to handle our
complaints in two locations rather than through the
current eight offices.

What we do

2. Value for money

During 2015 we plan to centralise our complaint
handling function to our Birmingham and Cardiff
offices. This reflects our view that we need to handle
complaints differently in future.

Right first time

CCWater is the independent statutory organisation
representing household and non-household water
and sewerage customers in England and Wales. We
have offices, staff and representatives (called Local
Consumer Advocates, or LCAs) in both countries.

1.

Who we are

5

The UK and Welsh Governments.

•

Regulators Ofwat, the Environment Agency,
Natural England, Natural Resources Wales and the
Drinking Water Inspectorate (DWI).
Other consumer organisations such as Which?,
Citizens Advice, the Energy Savings Trust, Resource
Efficient Wales, Age UK/Age Cymru.

•

Business groups such as Federation of Small
Businesses, the Major Energy Users Council, the
National Farmers’ Union, The Home Builders
Federation, and the Food and Drink Federation.

•
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The extension of competition in the water industry
(not applicable to Wales).

•

The Welsh Government’s compulsory registration
of occupiers by landlords (not applicable to
England).

Expected differences that we will build into our
programme as they get confirmed relate to:
•

The introduction of mandatory Sustainable
Drainage Standards by the Welsh Government.

•

Abstraction reform in Wales.

•

An investigation of the cost and benefits of
transferring ownership of private water supply
pipes to companies (Wales).

•

The implementation of the Silk Review on
devolution recommendations on water and an
assessment of likely implications on (border)
customers.

Exit

5. Speaking up for and

We work with consumers to listen to their views,
answer their enquiries and resolve their complaints
about water companies. We use evidence gained from
consumer research, market intelligence, cross-utility
comparisons, complaints and company performance
data and feedback from household and nonhousehold consumers to inform our work on behalf
of water consumers. Our duty to vulnerable people
and the requirement to have regard for sustainable
development (i.e. balancing economic, environmental
and social aspects) underpin all our activities.

•

A sewerage system
4. that
works

Water and sewerage companies, including newly
appointed water and sewerage service providers
and Water UK, the representative of all regulated
water and sewerage companies in England, Wales,
Scotland and Northern Ireland.

We keep a close watch on the development of policies
to ensure we understand if any differences between
England and Wales are likely to affect water customers
either side of the border. The most notable differences
between England and Wales are:

3. Water on tap

•

We participate actively in forums and groups that
discuss and influence the delivery of good water
and sewerage services to consumers, such as the
UK All Party Parliamentary Water Group, the Welsh
Government Wales Water Forum, the Water Efficiency
Evidence Base Steering Group, Water Resources in the
South East and various UK Water Industry Research
steering groups.

2. Value for money

•

Right first time

We can only achieve our objectives on behalf of water
and sewerage consumers by liaising closely with our
stakeholders. We do this by working locally, regionally
and nationally with governments, regulators and other
key stakeholders. These are:

1.

How we do it

6

Since 2008, we have contributed to a 120% increase,
to almost 250,000, in consumers registered with
companies’ Special Assistance Registers which, among
other things, offer bills in large print or Braille and
extra help in emergencies.

Our Key Strategic Issues
Our Forward Work Programme is shaped by our
research on what is important to consumers4. Based
on this we have developed five key strands of work
which give us the framework to deliver our work.
These are:
1. Water company services that are RIGHT FIRST
TIME and sort out problems quickly and
without hassle.
2. Fair, affordable charges that are VALUE FOR
MONEY to help ensure a sustainable water and
sewerage service now and in the future.
3. SAFE, RELIABLE, GOOD QUALITY DRINKING
WATER that consumers value and use wisely.
4. A RESILIENT SEWERAGE SERVICE THAT WORKS
– a sustainable service with minimal sewer
flooding, and that is used responsibly.
5. SPEAKING UP FOR AND INFORMING
CONSUMERS by providing a trustworthy,
independent voice that empowers consumers
by informing them about key water issues and
ensuring governments, companies and other
stakeholders understand water consumers’
views.

5. Speaking up for and

We have overseen a 426% increase in customers
registered for WaterSure, a scheme to help customers
struggling to pay their water bills, since 2007. Almost
110,000 customers now receive help.

AND – since 2009 we have maintained our costs at 21p
per year for each water bill payer.

A sewerage system
4. that
works

Since we were set up in 2005 we have helped return
over £20 million to household and business customers
in compensation and rebates.

We handle approximately 10,000 complaints a year.
This number has fallen in line with the reduction of
written complaints to water companies.

3. Water on tap

Since 2012 we worked with the industry to deliver
over £1 billion worth of benefits for customers
through companies bringing forward investment, not
claiming for costs incurred or providing extra help for
customers in debt.

As a result of our pressure on water companies to get
things right first time, there has been an almost 55%
reduction in written customer complaints since the
peak year of 2007–08.

3 Read Ofwat’s final determination at www.ofwat.gov.uk/pricereview/pr14/det_pr20141212final.pdf.
4 Read CCWater ‘Expectations of the Consumer Council for Water’ Research (June 2012)
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2. Value for money

At the 2014 Price Review we also provided evidence
to Ofwat that there was scope to reduce the cost of
the financing it allows water companies. Their final
decision to set the weighted average cost of capital
at 3.74% fell just inside the range our consultants
had recommended. This means customers’ bills will
be, on average, £11 lower than they could have been
had the companies’ proposals been accepted – Ofwat
estimates this is worth £2 billion3 in total.

Right first time

We have made sure, more than ever before, that
consumers are central to water and sewerage
companies’ business planning and to the way the
industry is regulated. This has been particularly the
case in our work to place customers at the heart of
the decisions during the recent review of price limits
for 2015-20. As a result, the price and service package
proposals by water companies were more customer
focussed than in previous price reviews.

1.

What we deliver to consumers

Exit
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3. Water on tap
A sewerage system
4. that
works

5. Speaking up for and

Key

2016-17

2. Value for money

Right first time
Help consumers with their enquiries and resolve their
complaints with water companies.
Press for better services and reduced complaints for customers by
focussing on poorer performing companies and sharing industry
best practice.
Work with Water Redress Scheme (WATRS) on deadlocked
complaints and review performance (CCWater & WATRS) to
ensure timely case resolution and no unnecessary delays for
consumers.
Work with the industry and Ofwat to determine how company
performance measures will be monitored in the future
(monitoring framework by 2016).
Prepare for and then manage complaints, enquiries about
switching suppliers and eligibility queries (border customers)
arising from the new competitive market arrangements in
England.
Value for money
Acceptable and affordable bills
Challenge companies to meet consumer expectations on service,
performance targets and delivering value for money.
Review how customers’ views have been accounted for in the
2014 Price Review – input to Ofwat’s review.
Represent Bristol Water’s customers’ interests to the Competition
& Markets Authority.
Improve water affordability and access to assistance schemes
by sharing good practice and highlighting customer views to
companies and governments.
Resilient water and sewerage services through the delivery of
2015-20 company business plans at no cost for customers.
Challenge the costs of the Thames Tideway Tunnel project so that
its effect on customers is kept at a minimum.
Fair charges
Represent water customers’ interests in charging matters to water
companies, regulators and government.
Help companies to improve charging policies to be more
customer-focussed.

2015-16

Right first time

Priority Areas

1.

CCWater’s Forward Work
Programme at a glance

Indicates a priority for 2015-16 or for subsequent years.
Indicates on going activity for one or more operational years.
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beyond


























































5. Speaking up for and



A sewerage system
4. that
works

Key





2017-18

3. Water on tap

Work with Open Water, companies, Ofwat and UK Government
to design a competitive retail market in England that delivers
high standards of innovative services, benefits for non-household
customers but does not disadvantage those who can’t or do not
switch.
Work with Welsh Government and companies in Wales to ensure
non-household customer services in Wales are of a high standard
and innovative, and that customers ineligible for competition are
not disadvantaged.
Inform the development of a new market with customer
evidence from our “Uncharted Waters”5, “Testing the Waters”6
and “Exit Strategies”7 research to avoid the problems customers
experienced as competition rolled-out in other sectors, such as
energy.
Monitor the new retail market and work with others to address
problems.
Work with Open Water, Ofwat and companies to develop a
coordinated campaign to raise consumer awareness about the
forthcoming competition changes.
Work on the early development of upstream competition,
researching customer views where appropriate.

2016-17

2. Value for money

Value for money (continued)
Help for those struggling to pay
Work with companies as they develop or enhance social tariff
schemes, and provide a wider range of assistance schemes and
advice to help customers
Review social tariff schemes on how they meet government
guidance and identify improvements to maximise assistance to
those customers most in need.
Raise awareness of assistance among customers and integrate
fuel and water poverty messages to assist low income
households.
Sharing outperformance
Work with companies and Ofwat on a mechanism for sharing
benefit of outperformance with customers.
Market reform

2015-16

Right first time

Priority Areas

1.

CCWater’s Forward Work
Programme at a glance (continued)

Indicates a priority for 2015-16 or for subsequent years.
Indicates on going activity for one or more operational years.

5 Read CCWater ‘Uncharted Waters’ research (March 2014)
6 Read CCWater ‘Testing the Waters’ research (July 2014)
7 Read CCWater ‘Exit Strategies’ research (November 2014)
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5. Speaking up for and



Indicates a priority for 2015-16 or for subsequent years.
Indicates on going activity for one or more operational years.

2018 and
beyond

A sewerage system
4. that
works

Key





2017-18

3. Water on tap

Work to provide adequate information and advice to help
consumers make a conscious effort to use water wisely
(collaboratively with governments, water companies and other
stakeholders).
Metering
Compulsory metering programme implementation will be
reviewed, and lessons learned will inform future programmes.

2016-17

2. Value for money

Water on tap
Water quality and public health
Ensure consumers have access to accurate and timely information
about drinking water quality and water supply issues (working
with DWI and companies).
Work with the Welsh Government on the development of its
long-term strategy to remove the health risks associated with the
historic use of lead in plumbing.
Ensure the views of customers in Wales are represented during
decision making on adoption of private water supply pipes in
Wales.
Reliability and resilience
Work to maintain confidence in the reliability of their water
supply (with companies).
Monitor companies’ progress in adapting to the impacts of
climate change to, for example, addressing the impact of drought
and potential flooding on key water assets and service.
Engage with Ofwat during 2015 as it develops a better
understanding of what resilience means for the water industry.
Leakage
Encourage water companies to prioritise leakage work and
inform consumers in a way that meets their expectations.
Water resources and efficiency
Work with water companies as they develop water resource
management plans that consider consumers’ long-term needs, as
well as their priorities, preferences and ability to pay.

2015-16

Right first time

Priority Areas

1.

CCWater’s Forward Work
Programme at a glance (continued)

10

•
•

Potential impacts of water resource management plans on
customers.
River basin management plans.

•

The proposed abstraction reform Bill8.

•

Implementation of Water Strategy for Wales and other Wales
specific legislation such as the Environment Bill.
Mandatory SuDS Standards in Wales.

•

Key




















































Indicates a priority for 2015-16 or for subsequent years.
Indicates on going activity for one or more operational years.

8 More detail will be known once Defra makes an announcement about the plans to reform the abstraction licensing regime later in 2015/16.
9 For example, the All Party Parliamentary Water Group, the Wales Water Forum, Efra (Environment, Food and Rural Affairs) Select Committee and of the National
Assembly for Wales Environment and Sustainability forum/committee.
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5. Speaking up for and

Contribute to an assessment of likely implications of Silk Review
Wales devolution recommendations on water and sewerage
services and better understand likely impact on customers.
Attend appropriate committees, groups and forums to highlight
the opinions of water consumers gathered through our research
and other evidence 9.






2018 and
beyond

A sewerage system
4. that
works

The next price review.

2017-18

3. Water on tap

•

2016-17

2. Value for money

A resilient sewerage system that works
Challenge companies to resolve sewer flooding problems for
consumers.
Monitor companies’ actions to adapt to the impacts of climate
change and its effect on consumers resulting, for example, from
sewer (internal and external) and surface water flooding.
Continue to encourage companies to work with others on the
introduction of Sustainable Drainage Systems (SuDS) to reduce or
control surface water entering the sewerage network.
Work with companies on customer issues ahead of the transfer of
private pumping stations to company ownership.
Speaking up for and informing consumers
Influencing the agenda
Influence key legislation and decision makers on water consumer
issues, such as:
• Retail exit.

2015-16

Right first time

Priority Areas

1.

CCWater’s Forward Work
Programme at a glance (continued)
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2018 and
beyond

















3. Water on tap

2016-17

2. Value for money

Speaking up for and informing consumers (continued)
Challenging on behalf of consumers
Ensure customer engagement remains a central part of future
price-setting process and a key part of the water industry’s
operation.
Identify what governance arrangements need to be in place for
consumer engagement for future price reviews.
Informing consumers
Develop an even more accessible, informative and navigable
website.
Continue media and social media activity to inform consumers
about the action they can take to protect their services and
to access help and information available from others (water
companies/organisations).
Ensure that our services and advice are accessible to customers
in a language that will enable access and engagement (including
the delivery of our Welsh Language Scheme obligations).

2015-16

Right first time

Priority Areas

1.

CCWater’s Forward Work
Programme at a glance (continued)

A sewerage system
4. that
works

5. Speaking up for and

Key

Indicates a priority for 2015-16 or for subsequent years.
Indicates on going activity for one or more operational years.
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2017-18

Right first time

Priority Areas

1.

CCWater’s Forward Work
Programme at a glance (continued)
2018 and
beyond

Research


























Organisational changes

Key








5. Speaking up for and

Ensure Local Consumer Advocates and new Regional Chairs are
integrated into the work of CCWater at both local and national
level.
Finalise appointments for new Board Chair and Board members/
Regional Chairs following the end of term of current public
appointments.
Centralise the complaint handling function in the Birmingham
and Cardiff offices.

Indicates a priority for 2015-16 or for subsequent years.
Indicates on going activity for one or more operational years.

10 Read CCWater ‘s‘ Water Matters’, Annual Tracking Research (July 2013)
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3. Water on tap




2. Value for money

Water Matters10 – household research on satisfaction with
services and value for money (annual tracker).
Testing the Waters – non-household research on satisfaction
with services and value for money (bi-annual tracker).
Market Reform Research – as needed – a piece of research to
provide more customer evidence in this area and to shape the
agenda.
Contribution to Ofwat’s post project review of PR14 – CCWater
could be involved in this project to bring together customer
views about the process and using the findings from our earlier
research.
Water Saving Activities – to establish a new benchmark for
tracking consumer behaviours in relation to using water wisely
and to tap water.
Water re-use research – a possible piece of research to establish
evidence on a topic that CCWater has yet not researched.
Post Market Opening research – a potential piece of research
to inform an assessment of the implications of market reform
changes on water and sewerage customers across England and
Wales.
PR19 research – research (possibly jointly with Ofwat and/or the
industry) in preparation for the next price-setting process.

Exit
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1.

How our research drives our work

The research is being used to inform discussions
with water companies and elected members of
the UK Parliament and the National Assembly for
Wales about service improvements and to provide
information to consumers on our website.

11 Read CCWater’s ‘Water Matters’, Annual Tracking Research (July 2013)
12 Read CCWater’s ‘Testing the Waters’ research (July 2014)
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5. Speaking up for and

We use the report’s findings to encourage
companies to improve service, provide evidence
to governments and select committees, develop/
support policy positions, and develop our Forward
Work Programme and Operational Business Plan.

Since 2012, SME satisfaction with water services and
value for money has remained stable at 88%, but
their satisfaction with service and value for money
for sewerage and surface water drainage services has
fallen to 78%. 1 in 8 SMEs has experienced a service
failure at some time – a third of them say this had
a major impact on their business. SMEs are not in
the habit of either looking for, or asking their water
company for, information about things like water
efficiency or other service options, but the few who
do so generally find it useful. Awareness of plans to
extend retail competition in England from 2017 is very
low across the range of SMEs.

A sewerage system
4. that
works

Since 2006 we have tracked customer views on
company performance in our Annual Household
Tracking Survey. The information is also published
on the ‘How is my water company doing?’ pages of
our website. This allows consumers to view how their
company is performing against others. We found that
93% of customers are satisfied with their water supply,
and 87% with sewerage services, but only 69% of
customers are satisfied with the value for money of
those services; one in five water customers says their
water bill is not affordable and fewer than six out of
ten consider their water and sewerage charges to be
fair; average trust scores have remained fairly constant
for water and sewerage, but trust in energy suppliers
continues to decrease.

Testing the Waters: Small to medium-sized
enterprises (SMEs) customers’ views on water
and sewerage services 201412

3. Water on tap

Water Matters: Household customer views on
their water and sewerage service 201311

2. Value for money

General research – all key strategic issues.

Right first time

Our research tells us what is important to consumers and we gather information each year so that we can
constantly review what we do in light of their opinions. The strategic direction of our research programme is
reviewed every year and is informed by our liaison with companies, regulators, governments and stakeholders.
Where appropriate, we work with water companies on areas of joint interest, or we work in partnership with
other organisations. For example, our Water Matters research already includes company input. We will continue
to notify them when research is being undertaken and invite them to observe focus groups in their area, will
involve them in the development of research documentation where appropriate, and will continue to participate
in UK Water Industry Research (UKWIR)-led research projects/studies. This is a summary of key findings from our
recent research projects and how we are using the findings to drive forward our Key Strategic issues. You can get
more detail from our website: www.ccwater.org.uk

14

1.

How
our research drives our work
(continued)

Right first time

Research on competition – Key
Strategic Issues 1 and 2
Exit Strategies: Understanding non-household
customers’ views of incumbent water companies
exiting the non-household retail market14

2. Value for money

Uncharted Waters: Non-household customers’
expectations for competition in the water
industry13

The key findings of this research are that:
• Many non-household customers would prefer their
water company to not exit the retail market.
• Customers saw more advantages of a transfer
to a licensed retailer that is associated with their
local water company, rather than a retailer who is
unrelated.
• There were concerns that an exit would lead to
higher prices and that customers would be unfairly
locked into a contract with a new retailer that they
are unable to leave.
• There should be regulated protections, such as
same payment arrangements, being compensated
when something goes wrong, price controls, and
they should have enough time to consider the
market.
• Non-household customers expect that any transfer
should be ‘smooth’, ‘hassle free’, ‘no change’ and
‘easy’.

•
•

•

•

Baseline satisfaction with water companies is good
for most non-household customers.
Most non-household customers in our research
support the introduction of competition.
Cost reduction, bill consolidation, consumption
reduction and the possibility of a better product
or service are some of the reasons why nonhousehold customers switch supplier in other
competitive markets.
Based on experience in other markets, nonhousehold customers are keen to avoid cold
calling, contracts that lock them in or roll-over
automatically, complicated tariffs and poor
customer service; and
There is a lack of awareness across all business
sizes about the retail market changes in England
from April 2017.

We are using evidence from this research to
inform the design of the market so that it meets
the needs of non-household customers, through
our membership of Open Water working groups
and in discussion with Ofwat, governments,
water companies, water supply licensees and new
appointees.

This research provides the basis for us to comment
on and advise Defra as they develop the regulations
around retail exit. We will use this as we respond to
consultations on retail exit, draft regulations and in
policy-making discussions.

13 Read CCWater’s ‘Uncharted Waters’ research (March 2014)
14 Read CCWater’s research on Retail Exit Strategies
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A sewerage system
4. that
works

We commissioned research to understand nonhousehold customer views about the transfer of
their account to a new retailer if their water company
decided not to operate in the retail market after April
2017.

3. Water on tap

Ahead of the water and sewerage retail market
opening for all non-household customers in England
from April 2017, we commissioned research into nonhousehold customers’ views on their expectations for
the competitive market. The key findings are that:

15

1.

How
our research drives our work
(continued)

Right first time

Research on PR14 – Key Strategic
Issue 2

When given basic information about the investment
programme, 74% of customers found the draft
determination package to be acceptable. However,
this dropped to an industry average of 55% once
customers saw a detailed breakdown of prices and the
effect of inflation, rising to 58% once customers had
seen more detail about the services they would get for
their money.

15
CCWater’s ‘Outcome and Delivery Incentives in the Water Industry’ research (March 2014)
16 Read
Read CCWater’s Research on Draft Determinations (October 14)
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We used the results of this research to inform
Ofwat of customers’ views of the draft
determinations. The final determinations were
broadly similar to draft determinations. In the
future we intend to discuss with the companies
how they can explain to their customers the
value for money of the services they receive. We
will be doing research on how customers would
like to be engaged on price-setting issues, and
what governance they would expect for customer
challenge groups.

A sewerage system
4. that
works

We shared the findings with Ofwat as evidence
that its model for financial incentives did not have
wide customer support. We also raised this with
companies in discussions on how they should
adapt to Ofwat’s requirements to introduce
financial incentives for the delivery of outcomes in
their 2015-20 Business Plans.

It’s important that regulatory decisions on price and
investment are acceptable to customers. We carried
out research to measure customer acceptability of
Ofwat’s 2014 draft determinations. Customers were
asked how acceptable the draft determination was
when they:
• Were presented with basic information about how
the average bill would change over 2015-20.
• Had seen more detailed information about prices
(including the potential effect of inflation) and
• Saw the service levels companies will deliver from
the draft determination package.

3. Water on tap

Following Ofwat’s guidance in January 2014 on
incentive proposals we undertook research into
customers’ views of the principle of rewards and
penalties for service delivery. The key findings were:
domestic customers were opposed to the proposal
of penalties and rewards; business customers from
smaller companies expressed views that were broadly
similar to those of domestic customers; and business
customers from larger organisations tended to be
more aware of the use of the incentives and were
generally more receptive to the proposal.

Draft Determinations16

2. Value for money

Uncharted Waters: Non-household customers’
outcome and delivery incentives in the water
industry15

16

It will also be essential for us to continue to track
non-household customer views through our ‘Testing
the Waters’ survey every other year so that we can
compare customers’ views on service and price
both before and after market opening. This may
be supplemented by specific research with nonhousehold customers on their experiences of the new
market in order to understand concerns that may
need to be addressed.
We will assist Ofwat as required in their review of PR14,
and we anticipate research in the early stages of PR19.
Finally, we intend to undertake strategic research into
customers’ views on the concept and practicalities of
water re-use, and how barriers to acceptance could
be removed. The findings from the research would be
used to inform policy discussions in this area, and to
assist water companies to develop the next iteration
of water resource management plans.

17 Read CCWater’s ‘Living with Water Poverty’ research (August 2014)
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This research was used to inform a CCWaterled workshop comprising industry and other
stakeholders held in October 2014, where a
number of actions to help address the problems
of water affordability and debt were identified. We
will be taking these forward with the companies
during 2015; indeed, some companies are already
implementing some of the best practice ideas that
emerged from the research and workshop.

As we move closer to the market opening for nonhousehold customers in England we expect that
research will be necessary to further understand the
views and concerns of these customers.

A sewerage system
4. that
works

Customers and suppliers seemed more willing to
engage in dialogue and negotiate extended payment
periods and amounts than in 2009. One of the reasons
people were reluctant to seek help with their bills
was the perception that there is no help available to
them. Although the majority of respondents perceived
their water bill to be affordable, and a relatively high
priority, it is also the bill most likely to be allowed to
slip when people are short of money.

We manage our research programme flexibly to
address consumer issues which arise during the
year. We intend to continue to undertake our ‘Water
Matters’ research with household customers on an
annual basis, as it allows tracking of customer views
on a range of pertinent issues over time.

3. Water on tap

We revisited research carried out in 2009 to enhance
further our understanding of the coping strategies
customers use to meet the challenge of paying water
bills from a very limited budget. We found that coping
strategies include going without, cutting back, relying
on cheaper but poorer quality goods or only buying
things when there is spare money. This cuts across all
areas of expenditure and has a significant impact on
quality of life.

Future look at research
for 2015-18

2. Value for money

Living With Poverty

17

Right first time

Research on affordability
– Key Strategic Issue 2

1.

How
our research drives our work
(continued)
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Most of the activities listed next will be delivered
across all three years of this Forward Work Programme
as they relate to continuous improvement actions on
us or the companies, or they reflect our continuing
work to raise consumer awareness of water companies’
services, performance and financial assistance
packages (see our At A Glance Summary on pages 8 to
13).

A sewerage system
4. that
works

5. Speaking up for and

2. Although companies are meeting their targets,
leakage levels have been rising since 2011-12
(when they were at a comparatively low level).
Leakage now accounts for 22% of water put into
supply. We are urging companies to do more on
leakage, including addressing the more customerfacing aspects of leakage as customers tell us that
they want to see leaks fixed quickly, and if there
are delays that they are kept informed of progress.

18 Read CCWater’s ‘Delving into Water’ report (January 2015)
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3. Water on tap

1. Sewer flooding remains an area of significant
concern and the consequences can be devastating
for customers. Although sewer flooding incidents
are heavily influenced by weather, customers
expect companies to take action to prevent a
recurrence of sewage entering their property
or polluting the local environment. While the
industry responds well when sewer flooding
occurs, it needs to do more to protect customers
who are at risk of sewer flooding and provide
solutions for those affected – especially as
extreme weather events are becoming more
commonplace.

Our Forward Work Programme
2015-2018 – Achieving our Key
Strategic Issues

2. Value for money

The industry is making progress in most of the areas
that matter to customers. However, there are two
areas where we believe the water industry needs to do
more:

The Final Determination of price limits for 2015-20,
announced by Ofwat in December 2014, included
incentives for companies, individually and collectively,
to improve the services that their customers say
are important. We will be assessing companies’
performance against these targets, across all the years
of this programme.

Right first time

In addition to our annual written complaints’
comparative report, during 2013 we asked water
companies across England and Wales to change the
way that they reported performance data to our
local committees. The result was a reduced set of
measures that were both more customer-focussed
and comparable across companies. The information
companies provided was published in our ‘Delving
into Water’ report (January 2015)18 which examined
how well water companies have performed over the
past four years on many of the things that matter most
to customers.

1.

How we monitor industry
performance

Exit
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1.

Right first time

Right first time

Water company services that are RIGHT FIRST TIME
and that sort out problems quickly and without hassle

For individual customers
Help household and non-household consumers with
their enquiries and help resolve their complaints with
water companies by:

•

Maintaining our complaint handling service.
Working with WATRS, the new alternative dispute
resolution provider, on deadlocked complaints.
Ensuring our performance and our handover of
cases to WATRS delivers timely case resolution and
causes no unnecessary delays for consumers.

Driving up company performance
Press for a better service and fewer complaints for
consumers by:
Focussing on underperforming water companies.
Sharing good practice across the industry.

Work with the industry and Ofwat during 2015 to
determine how company performance measures will
be monitored in the future to:
•

Help advise non-household customers in the England
and Wales border areas on their eligibility to switch
suppliers, from 2016.

What consumers will see as a
result of this work:
For individual customers
We will meet or exceed our performance standards*
•
•
•
•
•
•
•

72% of customers will be satisfied with our
complaint handling.
58% of customers will be satisfied with the
outcome of their complaint.
79% of customers will be satisfied with the speed
of our service.
90% of customers will be satisfied with the
courtesy of our service.
99% of complaints will be responded to in five
working days.
78% of cases will be resolved in 20 working days.
90% of cases will be resolved in 40 working days.

* These are our business plan figures for 2015-16 which are reviewed annually. This year we have reduced our targets by 0.5-3% in light of
CCWater’s planned reorganisation. We will review our standards to increase performance targets after this transitional year and from 2016.
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•

Ensure that customers receive information at the
right time and with the right level of detail.
Avoid duplication of reporting delivery of the new
company performance commitments.

complaints and enquiries about switching retailer.
We will make sure those customers, particularly those
from SMEs, are supported so that they can switch
confidently and know they can renegotiate with their
current provider if they prefer.

A sewerage system
4. that
works

•
•

Ensuring competition delivers
After competition in the non-household market in
England is introduced in April 2017, provide support
to those customers with competition issues, such as

3. Water on tap

•
•

2. Value for money

What we will do to achieve this:

19

•
•

Be advised when their complaint becomes eligible
for alternative dispute resolution through WATRS.
Receive information on WATRS through our
literature and website.

Underperforming companies will work with us to
adopt the recommendations from our risk–based
complaint and debt assessments.
Good performers will be identified and good practice
will be shared with companies at the assessments
themselves and with the industry through our
published reports.
Consumer satisfaction with services will continue
to improve from the current figures of 93% (water)
and 87% (sewerage), and water companies will be
commended on these high satisfaction levels.21
Company performance measures will be monitored
through a new reporting framework (in place for 2016)
which:
Avoids duplicating effort for them.
Ensures information on their performance and
issues affecting customer is available in public.

Ensuring competition delivers
All customers with competition issues are supported
so that:
•

•
•

19 Deadlocked means when we do not reach agreement with a company on an individual customer complaint, or when customers remain
dissatisfied with the outcome of their complaint.
20 SIM is designed to improve the level of service that water companies provide.
21 Read CCWater’s ‘Water Matters’, Annual Tracking Research (July 2014)

Email:

enquiries@ccwater.org.uk

Website: www.ccwater.org.uk

Exit

5. Speaking up for and

•

Consumer concerns will be addressed and lessons
learnt from problems encountered in other
sectors, such as energy.
Customers (particularly border customers)
understand their eligibility to switch suppliers.
Complaints relating to competition will be
proportionately lower than when the energy
market opened, and
An effective Code of Practice on Marketing will be
in place.

A sewerage system
4. that
works

•
•

3. Water on tap

Driving up company performance
Companies who are highlighted as poor performers
in our annual complaint reports or by the numbers
of complaints we receive against them or in Ofwat’s
Service Incentive Mechanism (SIM)20, will commit to
improve and provide evidence of their improvements.
As a result the number of complaints they receive will
reduce.

Companies which are highlighted as poor performers
in our annual company performance report (‘Delving
into Water’) should provide evidence of their
improvements in the areas highlighted and will move
closer to industry performance averages.

2. Value for money

Customers with a deadlocked complaint19, after our
involvement, will be signposted to WATRS . They will:

Right first time

What consumers will see as a
result of this work: (continued)

1.

Right first time (continued)
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1.

Value for money

Right first time

Fair, affordable charges that are VALUE FOR MONEY to help ensure
a sustainable water and sewerage service now and in the future

2. Value for money

What we will do to achieve this:

Challenge companies to improve their charging
policies to be more customer-focussed.
Help for those struggling to pay
Work with companies to ensure that the needs and
views of local customers are taken into account when
developing effective social tariff schemes.

Review how customers’ views have been accounted
for during the 2014 Price Review and how future
engagement with customers could be improved.

In 2016, work alongside companies to review how
their social tariff schemes have met government
guidance and identify potential improvements to help
maximise the assistance provided to customers most
in need.

Help deliver resilient water and sewerage services
through the implementation and monitoring of 201520 deliverables, and innovation.

Fair charges
Represent water customers’ interests on charging
matters to water companies, regulators and
government.

Raise customer awareness of ways to reduce their bills
– through improved navigation and content on our
website, our media work and collaborative working
with companies, other utilities and external partners.
Identify opportunities to integrate fuel and water
poverty messages to assist low – income customers
struggling with household bills.
Sharing outperformance
During 2015, work with companies and Ofwat
on a mechanism for sharing the benefits of
outperformance with customers. Some companies
have already committed to do this on an on going
basis.

22 Read CCWater’s ‘Living With Water Poverty’ research (September 2014). It suggests that more needs to be done to raise awareness of assistance
available.
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In 2015, press for the costs of the Thames Tideway
Tunnel project, which are passed on to customers, to
be kept to a minimum and spread over time to lower
the impact on customers’ annual bills.

Work with companies to ensure they offer a range of
assistance schemes and facilities to help customers
who may otherwise struggle to pay.

A sewerage system
4. that
works

During 2015, represent customers’ interests to the
Competition and Markets Authority as it re-determines
Bristol Water’s price limits for 2015-20. During 2015,
identify opportunities to improve water affordability
and access assistance by sharing good practice and
highlighting customer evidence to companies and
governments on why this is necessary.22

3. Water on tap

Acceptable and affordable bills
Challenge companies to clearly demonstrate that
they are meeting consumers’ service expectations,
achieving performance targets, and delivering value
for money.

21

•
•

Helping to raise awareness of eligibility to switch
retailer, including in the English/Welsh border
areas.27
Making sure independent information is available
on the registration and switching processes.
Ensuring information about switching is available
to non-household customers whose current water
company transfers their retail service to a new

•
•

•

Services for all non-household customers will be of
high standard and there will be benefits for them.
Non-household customers will be protected from
mis-selling and unfair contract terms; robust
marketing controls will be in place and there
will be fewer complaints from non-household
customers than when the energy market opened
to them. Services to household customers will
improve or at least be maintained.
Non-household customers in Wales will not be
disadvantaged by the absence of choice to change
suppliers or by any negative impacts deriving from
the development of competition in England.

Non-household customers in England and border
customers (England and Wales) will be aware of their
eligibility to switch retailer and will know where to
turn for advice.
Non-household customer satisfaction with water
and sewerage services in Wales, where competition
remains limited at a threshold of 50 megalitres of
water each year, will remain high.

23 Read CCWater’s ‘Uncharted Waters’ research (March 2014) 26 Read CCWater’s ‘Testing the Water’ research (July 2014)
24 Read CCWater’s ‘Testing the Waters’ research (July 2014) 27 The eligibility threshold to switch is 50 megalitres of water a year in Wales.
25 Read CCWater’s ‘Exit Strategies’ research (November 2014)
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•

What consumers will see as a result of this work on
Market Reform:
The design of the market will be shaped to meet nonhousehold customers’ needs and expectations, but
will have considered the effect on those who cannot
or choose not to switch supplier. Specifically:

A sewerage system
4. that
works

Work with Open Water, Ofwat and companies to
develop a coordinated campaign to raise consumer
awareness about the approach of competition in the
water industry:

Work with governments on the early development of
upstream competition including, where appropriate,
researching customers’ views about their concerns
and what they see as the opportunities of upstream
competition.

3. Water on tap

Avoid the problems customers experienced as
competition rolled-out in other sectors, such as
energy, and address non-household customer
concerns about the market using evidence from our
“Uncharted Waters” 23, “Testing the Waters” 24 and “Exit
Strategies” 25 research. Currently 56% of SMEs believe
that water companies care about the service they
give to their business customers.26 We will encourage
companies to engage better with SMEs and improve
on this figure.

licensee after it exits the market place; and making
sure that high standards are maintained, and
increased prices are avoided, for those customers
who have been forcibly transferred to another
retailer.

2. Value for money

Work with Welsh Government and companies
operating in Wales so the services offered to nonhousehold customers strive to be innovative and are
of a high standard.

Right first time

Market Reform
Work with Open Water, companies, Ofwat and UK
Government to design a competitive retail market
that ensures services remain of a high standard and
will deliver benefits for non-household customers
without disadvantaging those who can’t or choose
not to change supplier. This includes helping to shape
the operational and market rules, draft regulations,
guidance, codes of practice and governance of
the market. It also means working to ensure that
customers are no worse off if their current retailer
chooses not to operate in the non-household retail
market.

1.

Value for money (continued)
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The outcome of the Competition & Markets Authority’s
re-determination of Bristol Water’s price limits will
deliver benefits to customers.

Customer concerns around having affordable bills will
be tackled; the proportion of customers who find their
bills unaffordable decreases from the current figure of
1 in 5.29

Resilience of water and sewerage services will be
delivered in a timely manner and at no additional cost
(for projects such at the Thames Tideway Tunnel) or
at a cost that is acceptable to customers (for projects
directly relating to services).
Fair charges
The percentage of customers who think their water
bill is fair will increase from the current figure of 54%.31
Companies will amend their charges schemes as a
result of us identifying issues that cause detriment for
customers and pressing for improvements.
Help for those struggling to pay
More companies will implement and refine social tariff
and other assistance schemes which meet the needs
and expectations of customers.
More customers will receive help through existing and
future assistance schemes.

Customers who need assistance are better informed
of where they can turn for help and what assistance is
available to them.

28 Figures from CCWater ‘Water Matters’, Annual Tracking research (July 2013)
29 Figures from CCWater ‘Water Matters’, Annual Tracking research (July 2013)
30 The period referred to Asset Management Plan 6.
31 Figures from CCWater ‘Water Matters’, Annual Tracking research (July 2013)
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Sharing outperformance
Where evidence shows water companies have
financially outperformed compared to Ofwat’s
price determinations, they will share this success
with customers – either through bill reductions,
extra investment, service improvements or financial
assistance to indebted and vulnerable customers.

A sewerage system
4. that
works

Governments, companies, advisory services and
other utilities will signpost low-income customers to
available assistance from various sectors to help them
cope with paying their household bills.

Email:

3. Water on tap

All key parties in the 2019 Price Review (water
companies, governments and regulators) will be
focussed on embedding customer engagement
into the process so that it delivers outcomes that
customers will accept and find affordable.

Investment and other deliverables specified during
2015-2030 will be delivered in a timely manner.

2. Value for money

Acceptable and affordable bills
More customers will receive a quality of service that
they consider represents good value for money in
return for the bill they pay; satisfaction levels will
increase above the current level of 69%.28

Right first time

What consumers will see as a
result of this work:

1.

Value for money (continued)
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1.

Water on tap

Right first time

WATER ON TAP – safe, reliable, good quality drinking
water that consumers value and use wisely

Water quality and public health
Work with the DWI and water companies to ensure
consumers have access to accurate and timely
information about drinking water quality and water
supply issues.

Engage with Ofwat during 2015 as it develops a better
understanding of what resilience means for the water
industry.
Leakage
Encourage water companies to prioritise leakage work
and communications about leakage in a way that
meets their consumers’ expectations.
Water resources and efficiency
Work with water companies as they develop water
resource management plans that consider consumers’
long-term needs, as well as their priorities, preferences
and ability to pay.
Work collaboratively with governments, water
companies and other stakeholders to provide
adequate information and advice to help consumers
make a conscious effort to use water wisely.

Work with companies, regulators and governments
to ensure the views of and impact on customers are
taken into account when compulsory, targeted or
smart metering programmes are being considered.
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Metering
Compulsory metering programme implementation
will be reviewed, and lessons learned will inform
future programmes.

A sewerage system
4. that
works

Reliability and resilience
Work with companies to maintain consumer
confidence in the reliability of their water supply.

Monitor companies’ progress on adapting to the
impacts of climate change to ensure services to
consumers are resilient, for example to drought and
potential flooding that could affect key water assets
and service.

3. Water on tap

Work with the Welsh Government on the development
of its long-term strategy to remove the health risks
associated with the historic use of lead in plumbing.
Ensure the views of customers are represented during
decision making on the adoption of private water
supply pipes in Wales.

2. Value for money

What we will do to achieve this:

24

Public health risks are further contained or eliminated.

Consumers’ needs and priorities will have been
considered explicitly in Water Resource Management
Plans.33.

Metering
Consumers’ views will have helped shape any
compulsory or targeted metering programmes.
Appropriate transitional support arrangements will be
put in place.
A better understanding of the likely benefits and
impacts of smart metering will be achieved.

Email:

enquiries@ccwater.org.uk

Website: www.ccwater.org.uk

Exit

5. Speaking up for and

32 Figures from CCWater ‘Water Matters’, Annual Tracking research (July 2013)
33 Water companies produce Water Resource Management Plans that set out how they propose to manage water resources over a 25-year time
horizon. These plans are monitored by the Environment Agency and Natural Resources Wales.
34 We will no longer be asking water efficiency questions as part of our ‘Water Matters’ annual tracking survey. Research into consumers’ attitudes
towards tap water and using water wisely will take place during spring 2015 through an Omnibus Survey. This will set a new benchmark for the
future.

A sewerage system
4. that
works

Consumers will be able to identify better how we can
use water and energy wisely – water efficiency and
the link to energy efficiency will be promoted through
collaboration with the Energy Savings Trust, Resource
Efficient Wales, Waterwise and other stakeholders.
Over time, our customer research34 will show an
increase in the number of customers acting on water
efficiency advice.

3. Water on tap

Reliability and resilience
Companies’ supply networks will be resilient and allow
for the provision of a safe and reliable supply of water
to consumers. Currently customer satisfaction is 97%
and should be maintained at least at that level.32

Water resources and efficiency
Key decision makers will be informed about the
potential customer impacts of new or changing
policies in water resources management, for example,
the proposals for abstraction reform.

2. Value for money

Water quality and public health
Consumers have access to accurate and timely
information about drinking water quality and water
supply issues.

Leakage
Consumers will be better informed about their
company’s policy and performance on leakage, with
companies providing information on their website and
in their billing information.

Right first time

What consumers will see as a
result of this work:

1.

Water on tap (continued)
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1.

A sewerage system that works

Right first time

A RESILIENT SEWERAGE SYSTEM THAT WORKS – a sustainable
service with minimal sewer flooding and that is used responsibly

Press companies to resolve sewer flooding problems
for consumers as it remains a key priority.

Continue to work with the industry and governments
on the implementation of Sustainable Drainage
Systems (SuDS) to reduce or control surface water
entering the sewerage network.

Consumers will be satisfied with the response from
their sewerage company following a sewer flooding
event. Complaints to companies and to CCWater will
reduce over the period.
There will be reduction in the amount of surface
water (rainwater) entering the sewer system; this will
contribute to reducing the risk of flooding and diffuse
pollution.
The transfer of private pumping stations to company
ownership will run smoothly and will generate
minimal customer complaints as a result of good
communications by the companies.

A sewerage system
4. that
works

Work with companies on customer issues ahead of
the transfer of private pumping stations to company
ownership.

Companies’ sewerage networks will be more resilient
and reliable, with incidents of sewer flooding and
overflows reduced for the benefits of customers and
the environment. Companies will make good progress
towards commitments in their 2015-2020 business
plans and customer level of satisfaction with overall
sewerage service will remain high, at 87%.

3. Water on tap

Monitor companies’ actions to adapt to the impacts of
climate change and its effect on consumers resulting,
for example, from sewer (internal and external) and
surface water flooding.

What consumers will see as a
result of this work:

2. Value for money

What we will do to achieve this:

5. Speaking up for and
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1.

Speaking up for and informing
consumers

Right first time

What we will do to achieve this:

35 More

Informing consumers
Tell consumers and agencies about CCWater and
about key water and sewerage issues so they can
make informed choices about how they use our
services.
Develop our website and its content to make it more
accessible, informative and navigable for all visitors.
Continue our media activity to inform consumers
about the action they can take to protect their services
and to access help and information available from
others (water companies/other organisations).
Ensure that our services are accessible to customers in
a language that will enable access and engagement
(including the delivery of our Welsh Language Scheme
obligations).

detail will be known once Defra makes an announcement about the plans to reform the abstraction licensing regime later in 2015/16.
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Ensure we are keeping key politicians and advisors
advised of key water consumer issues, including
attending appropriate committees, groups and
forums to highlight the opinions of water consumers
gathered through our research and other evidence.
For example, we will attend meetings and sessions
of the All Party Parliamentary Water Group, the
Wales Water Forum, relevant Parliamentary Select
Committees, and relevant committees of the National
Assembly for Wales.

Identify what governance arrangements need to be
in place for consumer engagement for future price
reviews and consider CCWater’s role in relation to each
company customer group (successors to current CCG)
to ensure they are viewed as legitimate in customers’
eyes.

A sewerage system
4. that
works

During 2015, work with governments, companies
and regulators to assess the likely implications of Silk
Review Wales devolution recommendations on water
services, and to understand how confusion about
border customers’ eligibility to switch supplier and
implications for customers’ bills can be avoided.

Challenging on behalf of consumers
Ensure customer engagement remains a central part
of future price setting, and a key part of the water
industry’s operation.

3. Water on tap

Influencing the agenda
Influence key legislation and decision makers on
important water consumer issues, such as the next
price review and retail exit, and on potential impacts
on customers of water resource management
plans, river basin management plans, the proposed
abstraction reform Bill35, the implementation of the
Water Strategy for Wales, consultation on mandatory
SuDS standards in Wales, and other Wales specific
legislation such as the Environment Bill.

2. Value for money

SPEAKING UP FOR AND INFORMING CONSUMERS by providing
a trustworthy, independent voice that empowers consumers,
by informing them about key water issues and ensuring
governments, companies and other stakeholders understand
water consumers’ views
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The consumer view will be considered as governments
prepare their legislation on abstraction reform and as
the draft Bill goes through the Parliamentary process.

Water companies will deliver improved service to
consumers on the areas we highlight as needing
attention, on the basis of our performance analysis
and that of Ofwat’s, and using evidence of consumers’
views.

Consumer interests will be represented and evidenced
at the CCG by strong CCWater representation, where
sound governance is in place.
Ofwat, governments and the companies will act on
customers’ views of customer engagement during
price setting and on the governance of company
customer groups to shape the framework for customer
engagement during future price reviews.
Informing consumers
Water consumers will know who we are and how to
contact us.
Agencies who work with vulnerable consumers, such
as Citizens Advice Cymru and Age Cymru/Age UK, will
know about us locally and nationally, and will seek our
advice on water and sewerage issues.

Consumers will get the opportunity to hear and see
our key messages in broadcast and print media (up to
75 million opportunities).36

Consumers will be able to access our services and
advice in Welsh (and other languages), or in other
formats, e.g. Braille, where they cannot otherwise
access or benefit from our services.
36Figures taken from CCWater’s Communications Strategy.
37Taken from CCWater’s Communications Strategy.

5. Speaking up for and

Consumers will be able to get the information and
advice they need on our website, including through
our online water meter calculator and our knowledge
database.37

A sewerage system
4. that
works

Water consumers will hear key messages through
joint campaign work with water companies and other
organisations.

3. Water on tap

Likely implications on (border) customers resulting
from the future implementation of the Silk Review on
devolution will be clearer and we can start planning
mitigation and communications steps.

Challenging on behalf of consumers
Customer challenge groups will be viewed as
legitimate in the eyes of customers, regulators
and the media because of the sound governance
arrangements in place.

2. Value for money

Influencing the agenda
As the UK Government develops regulations to allow
water companies to exit the non-household retail
market, adequate customer protections will be put in
place.

Right first time

What consumers will see as a
result of this work:

1.

Speaking up for and informing
consumers (continued)

.

Email:

enquiries@ccwater.org.uk

Website: www.ccwater.org.uk

Exit
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For example, during 2015 we plan to centralise our
complaint handling function into the Birmingham
and Cardiff offices. We anticipate that the closure of
our other six offices will save us around £400,000 per
year from 2016-17, and this will be reflected in future
Licence Fees.

Reporting progress and our
review

Email:

enquiries@ccwater.org.uk

Website: www.ccwater.org.uk

5. Speaking up for and

We review and publish progress on the delivery of
our Forward Work Programme every year through our
Annual Review and our Annual Report and Accounts.
Since April 2011, all non-departmental public bodies
(NDPBs), including CCWater, are required to undergo
a substantive review every three years. Our review is
due in the period that this programme covers, which
may have some impact on our resources. The outcome
of this review may also alter our work programme; we
will report on whether it does in our Annual Review
2015-16.

A sewerage system
4. that
works

Each year we publish an annual Operational Business
Plan which presents our focus and key priorities for
each year. The plan is published at the same time
as our Forward Work Programme and is reviewed
annually.

We have demonstrated, through our real term
cost reductions since we were set up, that we are
committed to providing good value for money and
minimising our costs to water customers.
In previous years, we have supplemented our annual
budget with accumulated savings to enable us to
deliver our Forward Work Programme. We anticipate
our budget for 2015/16 to be approximately £5.7
million, which includes the last of our accumulated
savings. From 2016/17, CCWater’s budget will be
funded entirely from our Licence Fee and will have
to match our forecast costs. As a result our Licence
Fee could vary by approximately +/- 5% per annum
depending upon the initiatives and activities we plan
to undertake.

3. Water on tap

Our Operational Business Plan

What we cost

2. Value for money

Our priorities and activities outlined under each of
the five key themes in our Forward Work Programme
accord with these governmental objectives. We have
identified the key areas of current and likely future
policy divergence at the beginning of this document
to ensure we factor this into the delivery of our
programme.

Right first time

We have incorporated UK and Welsh Government
objectives (water-related legislation, the draft Water
Strategy for Wales and Defra’s water policy) in the
content of our Forward Work Programme. Some of
these wider objectives on water also include reducing
the risk of flooding, improving water efficiency,
tackling affordability, making improvements in
preparation for devolution, and reforming the water
industry.

1.

How the Forward Work Programme
contributes to government objectives
for the water sector

Exit
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Forward Work Programme

2015/16 to 2017/18 for England and Wales

Head office:
Consumer Council for Water
Victoria Square House
Victoria Square
Birmingham
B2 4AJ
Email: enquiries@ccwater.org.uk
Comments and enquiries to:
Lia Moutselou
Consumer Council for Water
Caradog House
1-6 St Andrew’s Place
Cardiff
CF10 3BE
Email: lia.moutselou@ccwater.org.uk
See CCWater’s Operational Business Plan:
www.ccwater.org.uk/publications/obp/.

Email:

enquiries@ccwater.org.uk

Website: www.ccwater.org.uk
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