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South East Water Annual Stakeholder Conference:

Supporting those in need of extra help, now and in the future

31st January 2024

Village Hotel Maidstone, Castle View, Forstal Road, Kent

In Partnership with

south east"@ater‘




X\ Collaboration

south

east
water

Welcome to the

South East Water Annual Stakeholder Conference:

Supporting those in need of extra help, now and in the future



X\ Collaboration




,,2’( Collaboration

House Keeping

* Fire Exits
 Toilet Locations

* Audience Participation
e Hand up to speak

» Dietary Requirements / Allergies
* Photo consent
« Slides distributed
* Refreshment Breaks
«  Wifi
* Network - Vworks, Password - HappyM33tings
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Today’s Agenda

10:00 Welcome address
Rowena Hammond, Head of Customer Experience & Insight, South East Water
Mark Bailey, Director & Co-Founder, Collaboration Network

10:15 Case Study: A shared approach for improving outcomes for our Customers and our People
Samantha Beddoes, Customer Experience Manager, AXA Health
Rebecca Farquharson, Member Outcomes Manager, AXA Health

10:45 Writing with Heart: Crafting supportive messages for vulnerable customers
Neil Martin, Creative Director, The First Word

11:15 Refreshment Break - Morning Tea/Coffee

11:35 Expert Panel Discussion: Understanding the Challenges Faced by Vulnerable Customers and Access to Support
Featuring: Money & Pensions Service, Demelza, and Citizens Advice

12:35 Lunch Break - Buffet lunch held in the Restaurant
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Today’s Agenda

13:35 South East Water, Vulnerability Strategy Workshop
Led by Rowena Hammond, Head of Customer Experience & Insight, South East Water & Amy Wernham,
Resilient Customer Manager, South East Water

14:35 Case Study: Bringing the voices of vulnerable customers to life: Examples of positive and negative customer
service experiences
Lucia Bertello, Head of Social Insight at Three Hands

15:05 Refreshment Break - Afternoon Tea/Coffee

15:25 Keynote Talk: Ageing Customers: Optimise Journeys, Don't Patronise Needs
Lisa Edgar, Chief Executive Officer of the Big Window

16:15 Final Thoughts
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The home of cross sector collaboration,
bringing organisations together to
better support customers, colleagues

and to meet regulatory requirements.

Together, we can go further.
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The South East Water Team Today

Rowena Hammond Amy Wernham Cheryl Fitchet
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Welcome

Purpose

To bring organisations together to collaborate
on supporting those In need of extra help, now
and In the future

south east @ 11 Pure kno



South East Water - who we are

today’s public water service

» We supply over 2.3 million customers with
drinking water across the South East of
England

* Over 10% of our household properties are
registered for Priority Services

* Over 7% household properties are on one of bl
our affordability tariffs

Maidstone

* First water company to achieve the BSI 18477
Inclusivity of Services since 2019 and now one
of the first to achieve BS 1SO 22458 kitemark
for Consumer Vulnerability.

Bracknell
Tunbridge Wells

Famham Ashiord

« We have a Vulnerability Strategy and Resilient Haywards Heath
Customer Strategy that drives our approach
and key delivery initiatives — all published in

2019 — with a review underway

Cranbroak

Eastbourne

south east @ 12 Pure kno



Our Resilient Customer Strategy

The Resilient Customer Strategy brings together core elen
of support services to overcome barriers of awareness,
maximise support and prepare our most vulnerable custon
for current and future challenges

Affordability i Vulnerability

Water

Efficiency Resilience

south east @

Helps protect
the water
environment

Helps protect
the network
from

contamination

Looks
after their
plumbing

Uses water
efficient
and safe
products

Aware
of own
water use

Aware of
all payment
and tariff
options

Helps report
leaks

Reacts
intuitively
to the
weather

Aware of
discretional
water use
options

Lets us know
if theyor
someone they
know needs
extra support

Aware of
all service
related
communication
channels

Pure kno




Our team

Rowena Hammond

Head of Customer Experience and Insight

Amy Wernham Michelle Marvell Matthew Gibbs Leah Guest Laura Rafferty

Resilient Customer Manager (Household) Resilient Customer Manager (Non-household) Insight Data Scientist Engagement Programme Lead Engagement Programme Lead

Lucy Sibley Cheryl Fitchet

Community Partnership Lead Community Partnership Lead

south east @ Pure kno
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Case Study

Samantha Beddoes

& Rebecca Farquharson
AXA Health




A | Health

AXA Health

A shared approach for improving customer &
colleague outcomes

31st January 2024

Samantha Beddoes
Rebecca Farquharson
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Our goal is to measure and manage the ~4:: e
customer experience (including our i ;3
vulnerable customers), recommending action é? ...;':*
and continuous improvement informed by e [ é“
data and insight = I l)
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Voice of

e the

Customer
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A | Health
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| was listened to and treated
with empathy and patience. | was feeling
very anxious and stressed as it was a claim for
an operation which | was very nervous about.
The person on the phone was very
understanding and took the time to make
sure | had understood the procedures of the
claim. And at all times gave me the
opportunity to ask questions

Voice of the Customer



U

It’s never been a more important
time make sure your people have
a great experience.

%




Member Outcomes Team |

Customer Colleague Success & Claims Fulfilment

Membership has over 2000 employees in the UK and India dealing
with multiple processes and policies for our members. We have over
650 Personal Advisor within Customer Services.

Member Outcomes was set up as a function within Membership, to
carry out extensive Complaints Root Cause Analysis, and provide
operational insight to the business to improve the outcome for our
members.

21



The Challenge

We had little insight into how satisfied our members were with our
telephony service

AND

Our agents had little understanding of what a difference they were
making to our members

A% | Health




The opportunities of trialling
Agent Connect

* Agent Connectis the post telephony interaction survey

we have been trialling to ask members about their
experience.

It enables us to rate both individual agent performance
and customer satisfaction, in real time.

* Agent Connect not only asks the customer how they rate

23

us, but why they rate us that way. It enables us to get a
balanced picture at individual level of good quality
customer service and efficiency. It gives us opportunities
to share stand out moments of pride and close
knowledge gaps to improve capability and confidence.

Health



How

» 150 Agents were selected for the trial, across

p wo

» Agents were selected to get a mixture of

24

ions and contact centre teams.

experience and location

Personalised Agent statement about
themselves, to humanise the survey.

We launched February 2023 and continue to
see great results.




Outcomes

What we have learnt so far ....

25

Being able to close the loop and respond to the
individual needs of members quickly to prevent
escalation and any additional distress

Motivation and Moral have improved which we
have seen through feedback from our Personal
Advisors and Management Community

We have been able to use Agent Connect to help
measure customer impact after changes

e

Sharing of best practice across the broader
business, bringing colleagues together across
sites and in a new flexible working environment

Coaching and training opportunities have been
quickly spotted and tailored to the individual

Sickness and attrition rates have improved within
the group

A% | Health




Case Study

Agent Connect enables real-time visibility of vulnerability or customer support needs
that the member may not have felt comfortable sharing.

This case highlighted vulnerability. On seeing the response, the Advisor contacted the
customer to offer support and the call was extremely positive.

w Jess S

* % A Kk K I called AXA this morning because after recent breast from my GP my GP
has referred me to a breast cancer specialist. Having received a phone call
from the consultant secretary. | needed to get an insurance okay reference
number so | could facilitate seeing him and any ongoing treatment. Jess
was very understanding and she made her process very calm for me. I'm
65 and a full carer for my husband and | am a little bit overwhelmed Just
showed me kindness and patience, and | think to very much for her.

Listening
?) Multiple Choice Ploase toll us the reason for your call
To start a now claim, that was approved
[ ? Multipte Choice Was your query resolved?
Yes
e Scale How fairly do you think you were treated by AXA Meoalth?

o Scale How casy or difficult was it to do what you needed to d
o Scale Overall, how satisfied were you with your experience of calling AXA Health?

(?) Multipte Choice

26 yos AR | Health




How it's been received by colleagues

Our PA’s love 1t

"It is really motivating to get the good feedback after the last couple of years!"

Our Team Managers love it

"This is exactly what we need, she almost thought about leaving at one point because she is
very critical of herself"

27
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How it’s delivering for our customers

Robust data

() c .
40 /0 response rate; resulting in a large data set so
decisions are based on robust insight

Discovering the unknowns

Highlighting growing trends so we can act before these
manifest into large-scale issues

28
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Feea ol aucellesce

T Muitipis Choice
T Mualtiphs Choice

[ 5 P

She takes the time to listen and understand
any given situation. She’s very professional
and patient and goes above and beyond to
get the right information back. She was very
courteous by calling me back just so I had a
full understanding of what was happening
with my upcoming procedure , ,

Plivarian Bidl o b v o yow call?

To talk sheit sn manting clsm

Wi s guery neiedeed™

You

Fierwy ity 0 pou (Pl ow wonin iemilind By A58 Hoalgh?
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What’s next...
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Q&A
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Case Study

Neil Martin

The First Word
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BANISH THE BLAH,
BULL AND BUNKUM




CHANGE FOR GOOD
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The way we write has a el meon what our
vulnerable customers read

They're more likely to:
o skim-read 2 — = T
e Miss key messages 2 = | - T ’
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o mMmisunderstand content.
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The way we write has a el Won what our
vulnerable customers do

They might:
o Mmake a wrong choice
o follow the wrong instruction

o do nothing.
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/
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Which text would work better for vulnerable customers? Why?

In the event of your failing to have the repairs carried
out within the specified period, the Company may
exercise its powers under Section 75 (9) (a) and (b)
of the Water Industry Act 1991 to undertake the
repair itself and to recover from you any expenses
reasonably incurred. If the waste of water becomes
an emergency, or the premises appear to be
unoccupied, and the remedial steps have not been
taken before the end of the period specified above,
the Company is legally entitled to disconnect the
service pipe or otherwise cut off the supply to the
premises.

If you need any further information or support please
contact the Consumption Review Team on 0333 000
0123.

If you haven't repaired the leak by then, or we haven't heard
from you with any problems, we may fix it ourselves and bill
you for the cost. This is in line with what we're allowed to do
under the Water Industry Act 1991.

What else you need to know

To avoid wasting more water, we may cut your water supply
off for any of these reasons:

e The leak becomes an emergency
e It seems like no one is living in the property

If you need any help

If you have any questions about what you need to do now, or
you'd like some more information or support, please call us
on 0333 000 0123, with your account number to hand.
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Accusatory
language

Vague, passive
language

21.52

Sentences: 2
Avg sentence length: 48.00

Heavy-going

In the event of to have the repairs carried
out within the specified period, the Company may .

exercise its powers under Section 75 (9) (a) and (b)
of the Water Industry Act 1991 to undertake the
repair itself and to

. If the waste of water becomes
an emergency, or the premises appear to be
unoccupied, and the remedial steps have not been
taken before the end of the period specified above,

Potentially
confusing,
worrying legal
language

the Company is legally entitled to disconnect the
service pipe or otherwise cut off the supply to the
premises.

If you need any further information or support please

contact the Consumption Review Team 333 000
0123.

Hard to follow
50-word
sentence

Cold, distant
language




The
customer’s
options are

reiterated

Subheadings and
white space make
the message easy
to digest and revisit

84.51

Sentences: 6
Avg sentence length: 13.50

Easy-peasy

with any problems, we may fix it ourselves and bill €|

Clear, active
language explains

you for the cost. This is in line with what we're allowed to do

consequences

under the Water Industry Act 1991.

To avoid wasting more water, we may cut your water supply
off for any of these reasons:

e Theleak becomes an emergency /

e It seems like no one is living in the property

Shorter words and
bullet points give key
information

If you have any questions about what you need to do now, or

Inviting, warm

you'd like some more information or support, please call us
on 0333 000 0123, with your account number to hand.

language




ﬂ\'—i % L J""‘L‘m-"-‘.d' . Who we gre What wedo  How we'll help  Ourwork  Blog  Readability test Need a word? Wiaw

Paste your text into the box below and your score will pop up in the yellow box. Use the scale below to see how your score measures up to famous writers, politicians and

MEWSPADErs.
The test resds any use of . as a full stop. So remove email addresses and numbers (e.g. prices and dates) with a . to avoid getting a falsely high score.

We dorlt caplure of stone any of Uhe Lext wou enter into our readability test

If you haven't repaired the leak by then, or we haven't heard from you with any problems, we may fix it ourselves

What elze your y know
o avoid wasting more water, we may cut your water supply off for any of these reasons

and bill you lor the cosL This is in line wilth whal we're allowed 1o do under the Waler Industry Acl 1991,
oy hoshe,

The leak becomes an emergency
Il seems like no one is living in the properly 84 51
-

Sentences: &
Avg sentence length: 13.50

100 - 90 70 — 60 60 — 50 50 — 40 40 - 30 30 -20 0 -0
Super gimple Plain Englih Pty Challenging DiMMicult Heavy going very dificult
challenging

thefirstword.co.uk/readabilitytest
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Q&A
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Refreshment Break

11:45-170 35
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Expert Panel Discussion

Understanding the Challenges Faced by Vulnerable
Customers and Access to Support

¥ citizens N
advice demelza

Claudine Bell lan Park Anna Sillett-Mills

Money & Pensions Service Citizens Advice Demelza



Money &

Pensions
Service

Money Helper Resources & Money
Adviser Network

Helping you to help others

Claudine Bell claudine.bell@maps.org.uk

Regional Partnership Manager South Eas


mailto:claudine.bell@maps.org.uk

Who we are

%
Y RS
£

Department
for Work &
Pensions

i)
L= 2

HM Treasury

Financial Guidance
and Claims Act

Money and Pensions Service

An executive non-departmental public body sponsored by
the Department for Work and Pensions (DWP) with whom
we also work on pensions policy.

We work with HM Treasury on policy matters relating to
financial capability and debt advice.

Formed by the Financial Guidance and Claims Act 2018
that established a new single financial guidance body.

Majority of our funding comes from the Financial Conduct
Authority (FCA) from the levies they collect.

Money &
Pensions
Service




We have five core functions

Money

guidance

We provide information
designed to enhance
people’s understanding
and knowledge of
financial matters and
day-to-day money
management skills.

We deliver free,
impartial money
guidance to millions of
people through our
website, our contact
centre, WhatsApp and
our webchat.

Money and Pensions Service

Pensions
guidance

We provide information
to people about
workplace and personal
pensions.

We deliver free,
impartial pensions
guidance through our
website, technical
contact centre through
our pension experts and
through individual
appointments.

Debt

advice

We provide people in
England with
information and advice
on debt and are the
largest single funder of
free debt advice in
England.

Consumer

protection

We work with
government and the
Financial Conduct
Authority (FCA) to
protect consumers
against financial scams,
ensuring our customers
can identify and protect
themselves and their
finances.

Money &
Pensions
Service

Strategy

We will focus the
efforts of the UK
Strategy for Financial
Wellbeing through close
collaboration with
industry and
stakeholders to build a
financial wellbeing
movement in the UK —
to collectively improve
financial wellbeing in
the UK.

Source: Financial Guidance and Claims Act 2018 — 3.1 Functions

55



UK Strategy for Financial Wellbeing

Money &
Pensions
Service

We believe: A financially healthy nation is good for individuals, communities, business and the economy

\

Our vision: Everyone making the most of their money and pensions

v

Our shared Agendas for Change— the five ways we will drive change at scale, working with others

Financial Mation Credit Better Future
Foundations of Savers Counts Debt Advice Focus
Children, young people Working-age ‘struggling’ People who often use People All adults
2030 Who © and their parents and ‘squeezed’ people credit for food and bills who need debt advice
Natiﬂnal Y T Ty Dy ......;.......................... T T 1o IO A = A W ool Aoy i
Goals National Goal Naticnal Goal Mational Goal National Geal National Goal

5m more

people understanding

2m more

people accessing debt

2m fewer

peaple often using credit

2m more

warking-age ‘struggling’

2m more

We encourage Goal E+8 children and young people

organisations
of all sizes and
from all sectors
to help deliver
these goals

Outcome £

getting a meaningful
financial education.

Children and young people
will get a meaningful
financial education so that
they become adults able
to make the most of thelr
money and pensions.

and ‘sgqueezed’ peaple

saving regularly.

Feople will get the savings
hakit, bulld cash reserves
to help with short-term
emergencies and have

a clearer future focus in
their financial lives.

for food & bills.

More people will access
affordable eredit, and
mare pecple will make
informed choices about
borrowing.

advice.

People will access and
receive high quality debt
advice when they nead [t
because of stronger and
earlier engagement, and
because funding, supply
and services more closely
match need.

enough to plan for,
and in, later lifa.

People will engage
with their future and b
empowered to make
informed decizions for,
and in, later life.

Cross-cutting lens: gender
;- - N ]

Cross-cutting lens: mental health

Activation MaPSr'tl'uallgit to

i SUpRG! rtners
PE.":]d 5 Northernlreland 4 Scotland + Wales + England s
— delivery plan delivery plan delivery plan delivéry plan &5
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Financial wellbeing is about Mental health is not just the
feeling secure and in absence of mental disorder.
control. It is about making It is defined as a state of
the most of your money well-being in which every
day to day, dealing with the individual realises his or her
unexpected, and being on own potential, can cope
track for a healthy financial with the normal stresses of
future. In short: financially life, can work productively
resilient, confident and and fruitfully, and is able to
empowered. make a contribution to her
or his community.

Money and Pensions Service



Financial Wellbeing in South East England &
Engalind

In the South East In the South East

67% 47%

with bills or credit commitments struggle

are not satisfied with their . )
to keep up, are falling behind or have fallen

overall financial circumstances . . . )
behind with their commitments
In the South East

17%

often use a credit card, overdraft or

barrow maoney to buy food or pay bills

because they have run short of maney 3 40/

8 0 O k of homeowners with a mortgage

needed Debt advice in 2022. Thisii
a 4% increase from 2020

More people in the UK needed
debt advice in 2022 compared to
2021

45%

of employees run out of money
before payday




Money &
Pensions
Service

“MoneyHelper

MoneyHelper — free, impartial, unbiased support,
Information and guidance.

https://www.moneyhelper.org.uk/en

Money and Pensions Service


https://www.moneyhelper.org.uk/en

Money
YHelper

Benefits Everyday money

For free guidance you can
trust, we can help.

I

Benefits

Family & care
Money troubles
Savings

Blog

Money and Pensions Service

Family & care Homes

Talk to us live for pensions

guidence uging the
l telephone
y

%, 080000 3797

Cymraeg

calculators

Money troubles Pensions & retirement Savings Work oL

Frr eabompp=d=wem 0105 (11 IO

Haurs
kien PR A Nfar— B Gpna

Eu. Sonard
Luare | wbara: Glosd

Budgat Plannar

Yiour detailed spending bromodosn

e e e b e s I P SCrlane e nF T e rmincd 0 Wesiing v
IRLATITE R W eI S PR T M s ranea s T T O B RS, 0 sl mdy BT moaneed
ook mantored Pt alrirg paroacs= one ta halp

Zrmamymr md B e

How o uss aur online Budgel Fanne:

ayes L e

Do Epememrscon [owmmmson

Everyday money , e R

Homes [ . i . P - B
Pensions & retirement " ' SRn S S e

Work e =
Benefits Calculator

| TR T PO =1 U LR TR T OWRET N T RT L PRCCIPT SITI BT RO T |
g rdedb e ok i
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war vt e S A e sz
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Web chat
Lse our online web chat service
to find quick answers.

moneyhelper.org.uk

Maonday to Friday - Bam to 6pm
Saturday - 9am to 3pm
Sunday and Bank Holidays - closed

Money
“Helper

Got a question about your money or pensions®
There are lots of ways you can talk to us:

Money &
Pensions
Service

Callus
Give us a call for free and impartial
money and pensions guidance.

0800138 7777~

hWonday to Friday - Bam to 6pm
Saturday, Sunday and

Bank Hclidays - closed

" Calls are freo

WhatsApp

Meed help sorting out your
debits, have credit questions
or want pensions guidance?

Add +44 7701342744

to your WhatsApp and send
Us 8 message.

HM Govern



Cost of living guides Money &

Pensions

Service
Cost of living guides

Money
“Helper

oy

Saruiie Searaihey TN el B cee REIL Nurwy rousbes Neraurs & ralaw—un

Horve 3 Wrve rechine 3 Wz ar the ceet at g

Bill prioritiser: get help with your Living on a squeezed income Talk to your creditor
b“ls ind wavys to tac 5ing oo Il 13 or'slaty W MCINEs [ 2

Find ways to tackle tha rising cost of. lvirg, as Con'z let your mor.lc-, WOINes 2 Where can | get emergency help Wlth money and food?
Understard which Bs ard sayments 1o deal well 25 the sxba supporl you car Shim. credilor cen stepin Lo he'p, ‘
with Arat and haw ta svaid missing payments. Tak to

et b vy e i thic s e
“hhze sicgset

If you're worried about rising Stopping or reducing your pension Using credit wisely
mortgage rates contributions Pt A everycay items on credit ar struagling
Wiigh up your options, whethar you're 5 first Eafore you oo sything, understand what it with repayments? Follow cur action olan

time buyer or lsoking ta remorntgage. means far your long-terr plans. Visit G u ides

Money and Pensions Service


https://www.moneyhelper.org.uk/en/money-troubles/cost-of-living#Cost-of-living-guides

. . M &
Free printed guides ! Pensions

Service

Order Guides

Money Free guides, for consumers, public sector

Guest

")Helper organisations and commercial businesses. Login (=] Register %§ Language

Home Main website View all guides Guides by category v  Alternative formats Artwork

MoneyHelper guide ordering portal

Select a category below

Guides for me Guides for not for profit or Guides for commercial

public sector organisations businesses

63



https://moneyhelper.apsmos.com/ArticleOverview.html?sp=Sguide&sp=Sreset

Need for Debt advice Money &

Pensions
Service

-

Early signs that people in households with higher
ysIg |P\corr:1es are at risk 8 Money

Adviser
“ 38% 41% 37%

Network
% of people £20K/annum

T e 19% 18% 21%

2020 2021 2022

https://adviser.moneyhelper.org.uk/en

L’Helper HM Government

Money and Pensions Service


https://adviser.moneyhelper.org.uk/en
https://adviser.moneyhelper.org.uk/en

Money Guiders Network

Key

O thig calendar yeu'l find details f
Marey Guizar Metworks svents across
the LUK

You can sagn up to any af them for free.
Events g2 cokour-codes on the calenzar

as foliows:
Money Guiders Community Hub

LK netwirks events
TS IS0 AT SiEnis Started - November 2022
!ﬂ'ﬂﬁ refiork avents About ‘ Public Events ‘

Uctﬂher 2[}23 month  week day  list

Sun Mor ua Wed Thu Fri Sat

2 3 4 5

14:00 Saving Mo, 1400 Gamidling ...

Money Guiders Network
Money Guiders Competency Framework
Money Guiders Confidence checker

Money and Pensions Service



https://khub.net/web/moneyguiders/public-events
https://maps.org.uk/en/our-work/money-guiders/competency-framework
https://maps.org.uk/en/our-work/money-guiders/confidence-checker

More information

* |f you wanted to pick out and embed any of our tools and
resources please follow the link

Putting our tools and calculators on your site |

MoneyHelper. You will need to complete the following

syndication form Syndication sign-up | MoneyHelper and can

then highlight certain tools on your customer facing website.

 We do have a cost of living campaign if this may be of some
use for the cost of living pages on your website Share Money
Helper’s cost of living campaign | The Money and Pensions
Service (maps.org.uk)

* To help people into telephone or digital debt advice
https://adviser.moneyhelper.org.uk/en

Money &
Pensions
Service


https://www.moneyhelper.org.uk/en/about-us/partnerships/putting-our-tools-and-calculators-on-your-site#benefits
https://www.moneyhelper.org.uk/en/about-us/partnerships/putting-our-tools-and-calculators-on-your-site#benefits
https://www.moneyhelper.org.uk/en/about-us/partnerships/syndication-sign-up
https://maps.org.uk/cost-of-living-resources/
https://maps.org.uk/cost-of-living-resources/
https://maps.org.uk/cost-of-living-resources/
https://adviser.moneyhelper.org.uk/en

Cost of Living Issues

December 2023



Firstly a reminder of who we are

* A network of independent local charities operating
together across the UK

* We offer individual advice and support which is:
* Free to the client

* Independent

* Impartial

* Confidential



Trends of key cost of living issues since 2014

This chart shows the trend for some of our key cost-of-living issues over the past decade, based on the
number of people we helped with these issues each month. Use the drop down menu to explore trends for
each issue. The number of people helped with these issues has been climbing in recent months, and is now

at the levels seen last winter.

B FIF BEnergy B Energy debts @ Charitable Support and Food Banks [ Council Tax Arrears [IHomelessness
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The number of people we have seen who cannot afford to top up their
prepayment meter each month

Last December, we saw a record rise in the number of people who couldn't afford to top up their prepayment
meter. This suggests that the Government's support over the winter was not enough to keep people's heating
and lights on. These numbers have shot up again after a drop in the summer, which is a worrying sign for the
winter ahead. However, the November £300 Cost of Living payments seem to have provided some relief - as

this upward trend stalled last month.
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We are seeing growing numbers unable to top up their prepayment meters
We continue to break unwelcome records in the number of people we've seen who can't afford to top up their
prepayment meter. In 2022, we saw more people who couldn't afford to top up their prepayment meter than the

whole of the previous ten years combined. 2023 has been even worse. We've helped a record number of people who
can't afford to top up their prepayment meter - and nearly as many as 2022 and 2021 combined.
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Cumulative number of people we've helped with crisis support each year

By the end of November 2023, we had already helped over 208,000 people with crisis support (food bank referrals
and emergency charitable support). That's more than we’ve helped at this point in any other year on record - and

the whole of 2022.
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The number of people we've helped with emergency support referrals
every week

Between the 4th and 10th of December we helped more people with a food bank referral than in any other week
since last December - and it was the second highest week on record. In the same week, we helped a record
number of people with emergency charitable support.
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Cumulative number of people we've helped with homelessness issues
each year

We've helped more people with homelessness issues this year than at the same point in any of the last seven

years. This includes people helped with threatened homelessness, actual homelessness and local authority
homelessness services.
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Cumulative number of people we've helped who are homeless each year

So far this year, we’ve helped more people who are homeless than at this point in any other year. These
figures are just those who are homeless and excludes those who are threatened by homelessness
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Half of the people we help with debt advice are in a negative budget

There are a number of ways our data shows the circumstances of people in crisis. One example is when
people are in a negative budget - where their income does not cover their essential costs. Half of the
people we help with debt advice are in a negative budget - up from just over one-third in 2019 - even after
being helped by our advisers.
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Average Monthly Surplus among debt clients by group

The average person we help with debt advice used to have £19 left over each month after paying for their
essentials. Now, they have an average shortfall of £21 per month. Some groups are particularly deep in the red -

including single parents, private renters, disabled people, ethnic minorities, th self-employed and, more recently,
mortgage holders.
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Number of people who've been helped for the first time, or helped before,
with food banks or charitable support

Since the start of the cost-of-living crisis, we have referred unprecedented numbers of people for crisis support.
We've seen an increase in the number of people who've needed this help for the first time and who've needed this
help before. This means we are seeing more people in hardship and more people falling deeper into hardship.
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The number of people we've helped with benefits issues since 2019

In this chart, you can see the number of people we've helped with all benefits issues since 2019. Last
month, we helped a record number of people with their entittement to benefits, to help people get as much
support as possible.



https://public.flourish.studio/story/1634399/
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When we help people with one cost-of-living issue, they often need
help with another

Our frontline data shows the complexity of people's problems. The chord diagram below shows how when we
help people with one key cost-of-living issue, we often need to help them with another issue. For example,
among the people we helped with energy issues in 2023, over half (51%) need help with crisis support (like
food bank referrals or emergency charitable support)




Some Access Challenges for Vulnerable Clients

* Awareness of what is available

* Awareness of how it can be delivered

 Cultural challenges

e Health problems- especially mental health issues

* Travel issues

* Technological exclusion

* Multiple issues at the same time- fragmentation of service support
e Other.....
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Eltham, South East London

Community Hospice, East Sussex
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by Emily Parl Kingaley

I am often asked to describe the experience of raising a child with a disability -
to try to help people who have net shared that unique experience to understand it,
to imagine how it would feel It's like this .

When you're geing to have a baby, it's like planning a fabulous vacation trip = to Italy
You buy a bunch of guide books and make your wonderful plans. The Coliseum
The Michelangelo David The gondelas in Venice. You may learn some handy phrases in Italian
It's all very exciting

After months of cager anticipation, the day finally arrives.
You pack your bags and off you go. Several hours later, the plane lands.

The stewardess comes in and says, "Welcome to Holland."
‘Holland?!1?® you say. "What do you mean Helland?? | signed vp for Italyl
I'm supposed to be in Italy. All my life I've dreamed of going to Italy

“But there's been a change in the flight plan
PN They've landed in Holland and there you must stay
a7 4

L
0];’{ The important thing is that they haven't taken yoeu to a horrible, disgusting,
," filthy place, full of pestilence, famine and disease. It's just a different place
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Our Family Support Team

The Family Support Team at Demelza consists
of Family Liaison, Psychotherapeutic
services, Family Events, Practical Support

Our team share a depth of knowledge and
experience in various different areas
surrounding the best care for children with
complex health needs and the welfare of those
around them.

We are able to offer families practical, emotional and
social support and advocacy. We can provide
support to parents, carers, siblings and grandparents
in @ number of different ways.




Time to listen

Family Liaison can offer
emotional support by providing
listening support sessions, these

can be done at a time that is
convenient for you

89

Advice and information

We are able to offer advice and
information in areas such as
housing support, benefits, charity
applications, and signposting to
local services
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Support groups, activities
and events for the whole
family

We currently have a virtual
weekly timetable providing
sibling support, mindful café,
discussion sessions, art and
music therapy

Liaison with
professionals and
advocacy

We are happy to support you to
communicate and liaise with
health, education and social care
professionals

demelza



Creative Therapies

Demelza has a team of qualified Art and .
. Music Therapists working across Art Psychotherapists
_ ) and Music Therapists
Demelza sites, based in our South-East —7m [t ee e A (e
London and Kent hospices. Professional Council
(HCPC) Registered
Our role, as the creative therapy team,
is to enable feelings that are too difficult
to put into words to be expressed and
explored through art, music and play.
We work with babies, children, young
people and their families who access
Demelza services.

1:1 Art & Music Therapy (onsite, il
online, family home and in =
school/college) p—_—
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Creative Therapy Referrals

- We receive referrals directly from the children and families,
and professionals working with the family from hospitals,
education, social work teams and Demelza staff who identify a
need for well-being support.

Referred sessions
6-12 weeks to develop
therapeutic relationship
to process feelings

- These referrals are prioritised and the desired
outcomes discussed.

- Priority is given to End of Life sessions to families staying at
Demelza for End of Life care.

- Short Break creative therapy sessions to children staying for

respite care.

91
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Bereavement Service

. - Befriending
Keepmg the famlly at the Grandparents groups

centre of all decisions Dads & male carers
groups
-Siblings groups & trips

. i -Art, music and talking
Timely engagement in a therapies

way that is right for the  ereavement events
fqmi|y Peer support & cafes

92



Family Events

« Bringing family members together

« Building resilience and support networks
« Having fun

« Spaces to reflect and remember

« Making memories

1”) demelza



Family Events

Making memories & having fun
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What is the Practical Support Service?

The Practical Support team recruit, train and support volunteers who join Demelza to help
families directly with tasks such as:

Transport

Driving families to
appointments, day care,
activities etc.

Delivery drives -
transporting equipment,
therapy bags and
seasonal gifts

Gardening - mowing,
weeding, keeping
gardens tidy

Cleaning and organising
family homes

Decorating a room or
undertaking small DIY
tasks

Other practical tasks
families might need - pet
care, shopping, food prep

Food Parcels

Hey Girl products and
hygiene products

Utilities assistance - fuel
vouchers, energy
efficiency packs,

Other Areas

Family Events

Care Activities

Bereavement




Thank you for listening

How to contact us

For more information you can contact us using the details below — we’d love to hear from you

Telephone: 01795 845280 Monday - Friday between 10:00am - 4:00pm

Email:

@demelzacharity Demelza Kent Demelza Demelza
(Registered Office) South East London East Sussex



mailto:FamilySupportDepartment@Demelza.org.uk
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Workshop table plan A-Z

First Name Surname number

Rosie
Will
Alison
Mark
Charlie
Samantha
Claudine
Lucia
Amanda
Chelsi
Lisa

Rob

Sue
Hollie
Mick
Cecilia
Siobhan
Lisa
Janine
Callum
James
Liz
Rebecca

Adams
Archer
Arthurs
Bailey
Bauchop
Beddoes
Bell
Bertello
Byhurst
Moore
Connell
Crumbie
Curtis
Daines-Grey
Desmond
Duckworth
Duffy
Edgar
Enoe
Erskine
Evans
Everest
Farquharson

south east @

Cheryl
Matthew
Richard
Leah
Rowena
Lauran
Sara
Tom
Kellie
Louise
Simon
Jennifer
Charmaine
Bethanie
James
Emma
Jan

Nell
Michelle
Emma
Zoe
Gillian

4 Eileen
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Fitchet
Gibbs
Grinham
Guest
Hammond
Hampshire - Dell
Harris
Henderson
Humberstone
Humphrey
Ingle

Jadia
Keatley
Kennedy
Kirby
Lander

Levy

Martin
Marvel
Mccaughan
Mcleod
Monaghan
Murray Giles
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First Name Surname number

Steffie
Sue
lan
Chris
Eve
Laura
Jess
Rob
Jonathan
David
Jo
Lucy
Anna
Kevin
James
Jo
Fiona
Mark
Adam
Tracey
Erica
Amy
Hana

Newson
Nimmo
Park
Parry
Poulter
Rafferty
Roberts
Sandalls 1
Shaw
Sheridan
Shippey
Sibley
Sillett-Mills
Smith
Spruce
Steven
Straszynski
Thirlway
Tolcher
Veasey
Watts
Wernham
Westby
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Workshop table plan

Table 1

Leah Guest
Zoe Mcleod
Mark Bailey
Eve Poulter
Emma Lander
Eileen Murray
Giles

Janine Enoe

Table 6

Kellie
Humberstone
Neil Martin
Anna Sillett-Mills
Jonathan Shaw
Alison Arthurs
Bethanie
Kennedy

south east @

Table 2

Steffi Newson
Chelsi Moore
Samantha
Beddoes

Jo Steven
Mick Desmond
Chelsi Moore

Table 7

Rob Crumbie
Amanda Byhurst
Lisa Connell
Siobhan Duffy
Charlie Bauchop
Erica Watts
Cecilia
Duckworth

Table 3

Lucy Sibley
Jan Levy

lan Park

Sara Harris
Adam Tolcher
Gillian
Monaghan
Matthew Gibbs

Table 8

Jo Shippey
Simon Ingle
Richard
Grinham

Sue Nimmo
James Spruce
Rosie Adams
Mark Thirlway

100

Table 4

Callum Erskine
Rebecca
Farquharson
Kevin Smith
Tom Henderson
Hana Westby
Lauran
Hampshire -
Dell

Table 9
James Kirby
Jess Roberts
Lisa Edgar
Louise
Humphrey
Chris Parry
Hollie Daines-
Grey

Laura Rafferty

Table 5
Michelle Marvell
Lucia Bertello
Emma
Mccaughan
Fiona
Straszynski
David Sheridan
Sue Curtis
Charmaine
Keatley

Table 10
Cheryl Fitchet
Claudine Bell
Rob Sandalls
Jennifer Jadia
Tracey Veasey
James Evans
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Rowena Hammond
& Amy Wernham
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south east Water

Vulnerability strategy
workshop

Presented by Rowena Hammond — Head of Customer
Experience and Insight & Amy Wernham — Resilient
Customer Manager

31 January 2024




Overview of current Affordability & Vulnerability offering

 We have a broad range of financial and non-financial support services and offerings

* In 2019 our Vulnerability strategy was well received by our regulator and generally seen
as industry leading.

« Our current low-rate tariff for customers struggling financially is based on a capped bill
based on household income under £18,005. We will be increasing this to £21,000 in
2025.

« Over 65,000 customers are currently signed up to our social tariff and WaterSure with
capped bills due to specific medical or income / family reasons.

» For non-financial vulnerability, we have over 10% of customers now registered for our
Priority Services.

+ We have data sharing arrangements with 4 local authorities which has increased our
reach.

south east @ 103
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Current support and future challenges

Insight from our research with customers, stakeholders and
front-line staff shows our support packages are generally well
received and can make a real difference to customers who
may be struggling with paying their bill.

Our approach for the future is to retain these services whilst
revising some of them and ensuring that no customers are
worse off going through to 2030, and our support is
accessible, and designed and delivered with their specific
needs in mind.

However, we know there are a number of factors that are
impacting customers such as the cost-of-living crisis and
economic uncertainty, together with an ageing population and
more customers facing vulnerable circumstances.

Our AMP8 approach needs to build on our track record whilst
meeting these changing needs.

south east @

Payment plan
self-serve

_ _ Payment
Social tariff breaks

WaterSure Helping Hand
tariff scheme

Water
efficiency
home visit

Trusted Partner
programme

Debt advice

Water Free water

efficiency saving devices
advice

Flexible Payment Water Direct
Plans scheme
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We have identified 6 priorities to support customers from 2025

Financial support (/oY) Targeted awareness & Non-financial support
% PP f engagement PP

We will provide a broad suite of non-

We will provide a comprehensive

) : . : We will improve take-up of support ' ' '
package of financial support including throuah taFr) eted en apementp Zn d flranusll supptort serV|c.<ter? for
a move away from a capped social g g gag vuinerable customers with new
awareness raising. services being inclusive and

tariff to a discounted offer. . ) .
accessible in design.

— (@ Collaboration and data (— Inclusive water efficiency I "

: B . ) O Awareness and training
H N sharing ° offerings AL

=y ~® //37

We will better identify and
understand the needs of our

We will ensure everyone who works

We will ensure that everyone who is : .
for, and with us, are trained, act

| bl d hard h able to, can benefit from reducing ivel dh o th
vulnerable and hard to reac their water use, whilst supporting proactively and have access to the

customers through the use of open those who may need to use more. tools and information they need to
data and data sharing support vulnerable customers.

arrangements.

Extensive engagement with our customers and stakeholders has ensured we know these are the right areas for
us to focus on.

We’d like your support today to help us understand how to deliver some of these commitments.
south east water Pure knowg X"




What we'd like your views on

South East Water are in the process of developing a refreshed vulnerability strategy.

We'd like your views and expertise on some specific areas including:

O O
1. Identifying and spotting signs of vulnerability O h

2. Community resilience during events | I
3. Data shares

4. A new vulnerability stakeholder forum

A new approach to alleviating water poverty

Each table will have one theme to discuss, not all tables will have the same questions
You will have 40 minutes for discussion and then 10 minutes to feedback to the room at the end

We will share a summary note with you so that you have the opportunity to feedback after the event too
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Roundtable discussions

40 mins

south east/@ Pure kno



Question 1: Identifying vulnerability
Before you kick of your discussions, please take a few minutes to introduce yourselves and agree a spokesperson to

feedback to the room at the end.

1a. Do your organisations have support services in place for vulnerable customers? If so, what

are they?

1b. Have your organisations seen changes in the types and levels of vulnerabilities/additional

needs in recent years? If so, how?

1c. What methods do you use to proactively identify customers that may need additional

support? (e.g. access to data sets, geographic mapping, staff training).

1d. Have some methods been more effective than others? If so, how?

south east Water 108 Pure kno



Question 2: Community resilience during events

Background information

South East Water and its customers have experienced several unprecedented extreme weather events that have
caused interruptions to water supplies for household and business customers. Unfortunately, there have been
occasions when some customers were without water for multiple days, however some may be impacted for
shorter durations or intermittently.

South East Water have a Priority Services Register that customers can sign up to for free if they need additional
support. This may be short term while they are going through some temporary life changes or longer term where
customers may have restricted mobility, may be deaf, blind or partially sighted. It also includes elderly customers
or those suffering a sickness or illness.

During water supply interruptions, South East Water prioritise their customers on their Priority Services Register,
particularly customers on kidney dialysis, those with mobility difficulties and businesses such as hospitals and care
homes to name a few.

These customers can receive additional support during incidents such as more frequent updates, personalised
communications and bottled water deliveries to their home or business.

south east Water 109 Pure kno



Question 2: Community resilience during events

2a. Are there any particular groups of people or businesses that your organisation supports during emergency

situations? If so, who are they and what additional support do you offer?

2b. Are you aware of any gaps in support or harder to reach groups that would also benefit from additional support

during emergency situations? If so, what are they?

2c. Which stakeholder or community groups do you think South East Water should be engaging with during
emergency situations to better support vulnerable customers (particularly those that may not already be on the

Priority Services Register)?

2d. What additional support or services do you think vulnerable customers would benefit from if they had no water?

south east water 110 Pure kno



Question 3: Data shares

Background information

South East Water (SEW) currently have data sharing agreements with 4 local authorities. The data sharing
agreements enable the local authorities to share customer information with South East Water where they have
identified that the customer is struggling financially and would be eligible for their lower rate water charges.

This data feed enables South East Water to proactively contact the customer and automatically enrol them to
receive reduced water bills.

South East Water are the first water company in England to establish this kind of data share and it has been
recognised as a strength in their offering. It has helped to overcome access barriers for customers, particularly
those who are hard to reach, digitally excluded or perhaps are not aware of the lower rate water charges. It
also removes barriers as customers do not need to sign up.

Although the agreements have led to better outcomes for vulnerable customers, they are a challenging and
lengthy process to set up.

South East Water have an ambitious target to set up data shares with all 23 local authorities in their supply
area by 2027.
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Question 3: Data shares

Before you kick of your discussions, please take a few minutes to introduce yourselves and agree a spokesperson to
feedback to the room at the end.

3a. Do your organisations have any similar data agreements in place? If so, what are they and
who are they with?

3b. What do you envisage would be the biggest barriers for organisations (particularly local

authorities but also other sectors) in setting up these data sharing agreements?

3¢c. How can South East Water design a process that overcomes those barriers and makes it as

easy as possible for organisations to sign-up?
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Question 4: A new vulnerability stakeholder forum

Background information

South East Water would like to establish a new expert stakeholder group with the broad objectives of:
* Helping to ensure that they are delivering their commitments for vulnerable customers

* Supporting them to identify new ways to deliver their commitments

e To collaborate and share lessons learned across sectors

South East Water recognise that there are time and resource challenges with many organisations working to
support vulnerable customers.

They want to understand the most effective way of establishing a meaningful forum that can deliver its objectives
whilst being beneficial for all those involved.
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Question 4: A new vulnerability stakeholder forum

Before you kick of your discussions, please take a few minutes to introduce yourselves and agree a spokesperson to
feedback to the room at the end.

4a. Do your organisations have any similar vulnerability forums or groups in place? If so, how do
they work and what other organisations are involved?

4b. Are you aware of any cross-sector forums that are already in place for a similar purpose? If
so, what are they?

4c. If you were to join a forum of this kind, what key topics would you like it to cover and what
would you like to get out of it?

4d. How can South East Water design a new forum, or tap into existing forums, so that it is
beneficial and meaningful for all those involved? (e.g. method, frequency, incentive, sharing of
insights/best practice).
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Question 5: New approach to reducing water poverty

Background information

South East Water are introducing a new low-rate tariff for customers on low incomes. The tariff would be
available for customers with a household income of less than £21,000 p/a.

South East Water recognise that some households that earn more than £21,000 p/a would not qualify for
the tariff but may still need help with their water bills because they could be in water poverty.

Customers are considered to be in water poverty when they spend more than 2.5% of their discretionary
income on their water bill. South East Water have a long-term ambition to eliminate water poverty in their
area.

In addition to the low-rate tariff for those earning below £21,000, South East Water are looking to
introduce a new offering with a different eligibility criteria specifically to remove customers from water
poverty. This could be through a means tested approach, or use a different eligibility criteria.

The key aims of the new approach are:
* |tis as efficient as possible (i.e. targeting customers in genuine water poverty and in need of support)
* [tis as easy as possible for customers to sign up to the tariff

south east Water 115 Pure kno




Question 5: New approach to reducing water poverty

Before you kick of your discussions, please take a few minutes to introduce yourselves and agree a spokesperson to
feedback to the room at the end.

5a. Were you aware of water poverty and what are some of the challenges you might
expect in seeking to alleviate water poverty?

5b. Are you aware of any other organisations or existing approaches that provide financial
support, that South East Water could link into or utilise to address water poverty? If so,
what are they?

5¢. What factors do South East Water need to consider in order to make the new support
as simple as possible for customers to understand and access?
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South East Water Annual Stakeholder
Conference

Learning from Lived Experts

©Three Hands 2023
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THREEHANDS IiBii<1:11

Immersion. Insights. Innovation.

Powered by the voices of charities and lived experts, we help you improve life for
vulnerable and underserved customers.

Insight sessions Inclusive design Immersive innovation

Providing the ‘glue’ throughout is our Lived Experts Research Community, a group of
213 people whose lived experience, stories and ideas play a fundamental part in making *'ﬁ"
our projects and programmes real, visceral and highly impactful. W



INTRODUCTION TO OUR COMMUNITY

Our Lived Experts Research Community is
made up of 218 people who are at the
sharp end of issues that life can throw at
anyone, and who want their voices heard in
business.

Members have first-hand experience of a
range of issues, including financial
vulnerability, mental health challenges,
physical health problems, bereavement and
unpaid caring responsibilities.

Meet...*

Barry, who has lived through mental health problems

triggered by a traumatic childhood, resulting in the loss of a
well-paid job, a drinking addiction and financial problems.

Cynthia, who has given up work to care for a family
member with a long-term illness, and as a result is
financially vulnerable and risks becoming isolated.

of falling into debt, and prone to periods of anxiety.

Jo, whose disability leads to periods of ‘brain fog’ when she
becomes less capable of financial management, more at risk

*Not their real names
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LEARNING FROM LIVED EXPERTS

Let’s hear from some of our lived experts about
their good, and bad, experiences.



LEARNING FROM LIVED EXPERTS

But first, in a word (or two), what do you think
customers in vulnerable circumstances need from
your business?

Slido code #3255547



LEARNING FROM... VAL

= Gave up employment to care for her husband, who had been diagnosed with a serious illness
=  Spent savings on making their last few months together joyous and memorable
= Was left in debt after his death

= Disclosed her financial difficulties to her bank and credit card provider



LEARNING FROM... JAMES

= Has fibromyalgia and uses a wheelchair
= |s usually in pain and sometimes has brain fog

= Low savings and low income



LEARNING FROM... STEPHEN

=  Auto-immune disease, disabled, electric wheelchair user

= Varied customer service experiences (human vs. digital)

In the real world... ... and the virtual



LEARNING FROM... DOMINIC

=  Experienced bereavement in his early 20s when his older sister died
= Took on all of the death admin with financial services and other providers

= Fluctuating mental health issues, including anxiety around money management

On bereavement... ...and the resulting anxiety



LEARNING FROM... JACKIE

= Neurodivergent (ADHD)
= |Low savings and low income

= Varied customer service experiences



LEARNING FROM LIVED EXPERTS

Back to our question:
What do you think customers in vulnerable
circumstances need from your business?

Do you have anything to add?



GETTING IT RIGHT FOR VULNERABLE CUSTOMERS

Systems and processes

(“Hard-wiring”)

Processes for disclosure and use of data
Training and learning

Service specialists

Wide age range in a team (as a policy)
Time built in to customer interactions

Choice of channels

Behaviours & culture
(“Soft-wiring”)

Individuals going out of their way to help
Organisational culture

Empathy, understanding, compassion
Wide age range in a team (by chance)
Real world experience

Communications skills, including questioning
and listening



THREEHANDS fIiS1i<1: 1l

We apply the Three Hands mantra of creating business value and social value, hand in hand, to customer insight and innovation.
We believe that inclusive business means products, services and customer experiences that work for everyone; and that
‘vulnerable customers’ is far from being a niche customer group.

www.threehandsinsight.co.uk
T: +44 (0)20 3397 8840 E: mail@threehands.co.uk
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Optimising Journeys, Not Patronising Customers

Lisa Edgar, CEO, the Big Window
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Understanding vulnerability from all angles

3 angles to consider The individual context

The VC'’s situation determines their mindset which
might impact their ability to absorb information, follow
Instructions correctly and make decisions throughout
the journey. But context is also about how they
expect others to perceive and treat them

The

The journey process VC’s Information processing
For all customers, but particularly Specéf'c Most are acutely aware there are risks
needads

vulnerable customers the process
starts way before they interact with
the provider, and include both the
journey and the decision-making,
which itself can be the hardest part

attached to all decisions. But, simply
having this laid out in information is not
enough, many need help to process
and understand how it applies to their
situation
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But see it from an ageing angle

Please all stand
on one leg!
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Optimising, not Patronising — 5 key takeaways

Characteristics of vulnerability are more likely with age, particularly after the age of 75years, but the
ability and desire to mitigate for or adapt to them increases also — we age everyday, right!

It's usually anxiety rather than abilities that stop us in older life. We can still swim to the buoy, we just
stress about the undercurrent

Anxiety comes from perceived and actual newness or complexity. We can’t assume this means an issue
with digital — in fact, digital can be an older person’s friend — just ask Wendy!!

The key is to understand the psychological, emotional as well as practical needs as we go through the
customer journey — it matters how confident we feel, it matters how anxious we feel at the start and end

And we can normalise support or help — rather than patronise with it
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Characteristics of vulnerability more likely as we age

D
@4 vulnerability indicators
70% @3 vulnerability indicators
500 2 vulnerability indicators
0
1 vulnerability indicator -
50%
w, BN == = N
30%
20%
10%
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18-24years 25-34years 35-44years 45-54years 55-64years 65-74years 75+years

FCA Financial Lives data 2020 and the Big Window Vulnerable Customer research conducted for Saga, June 2020
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but vulnerabllity happens at the individual level — and this
Isn't how consumers themselves want to see it

14 of the 62 we recruited with ‘vulnerabilities’
believed they themselves or their decisions
were impacted by their vulnerabilities

Do not consider themselves
vulnerable or their everyday
activities to be impacted by their
circumstances

23%

FCA Financial Lives data 2020 and the Big Window Vulnerable Customer research conducted for Saga, June 2020

Health in Focus

Older people who have an ongoing condition are less likely to say it affects their day-to-

day financial activities 44%
A health condition or iliness lasting 12Zmonths or more

18-24years 25-34years

27%

18-24years 25-34years

After reweighting those people who have a LT condition by those of them who experience
difficulties with day-to-day financial activities
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The majority want to be understood, not labelled

| am not vulnerable (despite what my
medical records or circumstances say)

O They feel difficulties are less to do with them
and are more to do with the system or the
provider

O They do not want to be treated differently, feel
improvements are needed for everyone

O They are not old yet, many 70+year olds
| do not want to be considered as volunteer to support ‘older people’
or feel vulnerable, even though |

know | have health or other issues

O Though they know they might be less able one
day

the Big Window Vulnerable Customer research conducted for Saga, June 2020
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We get used to ageing, we need to make the idea a positive

We need to understand this mindset

Need to reframe, adapt, feel positive about
situations, have normalised age challenges

Sense of pride / desire to retain self-worth,
independence, not being a burden or feel less
able

Post-rationalise own way of doing things - the
‘'system’ is to blame for challenges

the Big Window Vulnerable Customer research conducted for Saga, June 2020
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But consumers don’t want to be left believing what you believe

But they worry about what you believe, and what that means for they end up
believing

Negative framing nags away,
self and world become smaller

Anxiety/lack of confidence around abilities
and decision-making

Fear of exposure as a poor consumer,
silly ‘old person’, a nuisance, feeling
isolated

Frustration, distrust and cynicism re big
cos, concern re labelling

the Big Window Vulnerable Customer research conducted for Saga, June 2020
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Let’s just challenge our own biases

The contribution of older people

£14bn £11bn £35bn
£10bn £5bn £18bn

£733bn
£77bn

Value of Value of Value of Value of
grandparenting volunteering caring employment
in the UK In the UK in the UK in the UK
Total net contribution Total net contribution

£847bn £41bn

For the UK 50+ population For the UK 65+ population

the Big Window in partnership with Saga: Generation Experience 2nd Edition, 2023
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And if you thought it was about digital...

82% 60%+

Of over 65s currently Of over 65s willing to buy key goods Of over 65s happy to manage
own a smart ‘phone such as mobile ‘phones, sports finances / utilities online

equipment, TVs, Kitchen goods online

the Big Window Experience Counts research for Saga, 2023
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The truth Is stuff happens as we age, but supporting this Iis a
responsibility we shouldn’t take lightly
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Let's see what Wendy has to say...







Understanding vulnerability from all angles

The individual context

The VC'’s situation determines their mindset which
might impact their ability to absorb information, follow
Instructions correctly and make decisions throughout
the journey. But context is also about how they
expect others to perceive and treat them

The

The journey process VC’s Information processing
For all customers, but particularly Specéf'c Most are acutely aware there are risks
needads

vulnerable customers the process
starts way before they interact with
the provider, and include both the
journey and the decision-making,
which itself can be the hardest part

attached to all decisions. But, simply
having this laid out in information is not
enough, many need help to process
and understand how it applies to their
situation
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Customer Journey Map |PMI| getting a new quote

Calling a PMI provider for a quote

Consideration You reflect on the call and

e Preparing to call

You confirm that you would

* Think about trigger
(retired/friend is ill)

* Review current policy if
have one.

* Review different product
coverage and prices,
perhaps online

* Make decision if want to
purchase at all.

Consider current health
needs/issues

* Note exact cover already
have for comparison

* Consider what features
want to keep / have in
policy

* Prepare for call

o Talk to an agent

You wait to get through
Explain your needs to agent
* Provide personal
information
* The agent talks you through
some important details
* The different options
available to you
* You write it all down

like to go ahead

* You ask final questions

* Make any tweaks to policy

* Confirm agreement

* Review and go through
regulatory questions

* Agree and confirm

* Give payment details

decision

* Go back online and check /
Martin Lewis

* Review decision with
possible buyers’ anxiety

* Receive documentation
online

Anxiety/worry - affordability
Lack of confidence
Irritation

Add option to have
information emailed or
signpost website and
links to video
explanations etc.
Provide multi-channel
way of getting info
without committment

Feel like a ‘stupid consumer’
worry / anxiety
Confusion

Offer ways to document

needs and compare
features/benefits and
structure info

Provide an indication of
the process if call for a
guote incl, number of
steps and timeline

Frustration
Relief getting through
Anxious about processing

I Reduce overload
Map out the call process
with clear steps
Say will receive follow-
up email with details of
discussion with agent
Offer option to pause
journey and consider

Pleased but concerned
Reassured with cover
Relief to complete process

! Reduce overload

Review steps

Give next steps and
purpose

Make ‘cooling off’ clear
Offer consideration
pause

Offer nominated other

Pleasure and relief with cover
Niggling doubts
Desire to check policy

Send email with
transcript

Provide clear
documents (that have
been tested for clarity)
Easy to use VC support
— multi-channel




Optimising, not Patronising — 5 key takeaways

Characteristics of vulnerability are more likely with age, particularly after the age of 75years, but the
ability and desire to mitigate for or adapt to them increases also — we age everyday, right!

It's usually anxiety rather than abilities that stop us in older life. We can still swim to the buoy, we just
stress about the undercurrent

Anxiety comes from perceived and actual newness or complexity. We can’t assume this means an issue
with digital — in fact, digital can be an older person’s friend — just ask Wendy!!

The key is to understand the psychological, emotional as well as practical needs as we go through the
customer journey — it matters how confident we feel, it matters how anxious we feel at the start and end

And we can normalise support or help — rather than patronise with it
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Thank you

Lisa Edgar, CEO, the Big Window e  °
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Regional Gathering
BRISTOL

Hosted by Computershare
The Pavilions, Bridgwater Road, Bristol, BS13 8A

14th March 2024 [10.00 - 16.30

Plus more Speakers to be Announced

What’s Included?

Industry Case Studies | Keynote Talk | Workshop
Networking | Full Hospitality

4
Exclusive to Members Aaptean EQ squore

Our Partners



)( Collaboration Network

< Y _ Sponsored by
London Conlerence 2024

®
Congress Hall, London | 24th April 2024 bSl

Featuring speakers from:

Novuna @

L loyds Bank Novuna E.ON Next lellO

Llowell  Lending Standards Board

Henle ( o
S Henley ofgem M &5 M <ona S
Henley Business Ofwat Ofgem Southern Northern COEO UK YES Energy BSI Markerstudy
School Water Powergrid

Our Partners

Plus more to be announced ~ DayProgramme  Drinks Reception 4
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