Customers

Utility Week Awards winner case study
Winner’s comments

“Families and communities
are increasingly becoming
fragmented and diverse so
we strive to provide a tailored
service for all our customers,
whatever their needs.
“There is no ‘one-size-fits-all’
in our book. We take particular
care to empower our teams
to make the right decisions
for customers based on their
situations, and genuinely look
for opportunities to create a
service strategy that works
for all.
“This award recognises our
industry-leading approach to
providing inclusive services
to a diverse community, and
it was a real high point in our
journey of improving the overall
experience for our customers in
vulnerable circumstances.”
KERRY POTTER, CONSUMER VULNERABILITY
MANAGER
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UKPN reaches out
to all its customers
A range of initiatives to better serve
the needs of potentially disadvantaged
customers won plaudits for UKPN, as well
as the Customer Care Award at last year’s
Utility Week Awards.
“It was only
when the DNO
consistently
reached 9 out
of 10 that it
went live with
the redesigned
website.”

U

K Power Networks (UKPN)
serves more than eight
million households and
businesses across the South
East. This equates to around
18 million people, millions of
whom are aged 65 or above, disabled, or both.
The company says it understands that the communities it
serves have diverse needs and so
it set out to work with partners
who represent these communities. Its aim was to achieve its
ambition of providing a “worldclass, inclusive service for all”.
Customer benefits
With inclusiveness in mind,
UKPN embarked on a range of
initiatives to enable it to communicate better with potentially
disadvantaged customers, and
its efforts were recognised at last
year’s Utility Week Awards with
the Customer Care Award.
One of its major projects was

to redesign and relaunch its
website to make it more inclusive. It embarked on this project
with two key principles in mind:
ensuring the new website was
“inclusive by design”; and codesigning the website in partnership with the network operator’s
customers.
Working with digital accessibility
charity
AbilityNet,
UKPN says it tested the design
and accessibility of the website
extensively.
Its first iteration was rated 6
out of 10 by a sample group of
more than 500 customers, then
7.5, but it was only when the
DNO consistently reached 9 out
of 10 that it went live with the
redesign.
The company also embarked
on initiatives to better understand the needs of deaf and visually impaired customers.
UKPN attended events such
as Deaf 50+, a programme for
deaf people aged over 50, where
it engaged with more than 400
people to understand how older
deaf people, many of whom do
not use online services and text
messages, like to communicate.
Video relay services were
introduced to enable British Sign
Language (BSL) speakers to communicate in their first language.
Information was also made
available in BSL on its website.
In addition to this, more than
270 customer service employ-
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What the
judges
said…
The judges praised
the work for
offering “muchneeded support”
to customers
in vulnerable
circumstances.

UKPN on Awards night, with guest host Sue Perkins (left) and Utility Week
acting editor Suzanne Heneghan (second from right)

ees have completed the deaf
awareness programme, which
was co-designed with the Royal
Association for Deaf People.
BrowseAloud, a program
that speaks website content, is
available to visually impaired
customers using UKPN’s website. Literature is also provided
in Braille and large print formats
for those with poor sight.
Customers with learning difficulties, meanwhile, have access
to literature in an “easy-read”
format, while focus groups were
organised with Age Exchange to
understand the needs of customers with dementia.
Staff were provided with an
autism awareness training programme, co-designed with the
National Autistic Society. The
training used virtual reality to
help employees experience a
power cut from the point of view
of people with autism.
What were the KPIs?
There were several key performance indicators for the programme of inclusive customer
care, including:
•	to improve customer satisfaction for customers on UKPN’s
priority service register (PSR).
This duly increased from 8.08
out of 10 (in 2013) to 9.23 out
of 10 (in 2018);
•	
to improve customer satisfaction levels for those living with dementia, after a

planned or unplanned power
cut, to an average of 9.6 out
of ten in 2018, up from 8.6
out of 10 the previous year;
•	
to redesign the company’s
website and not go live until
it consistently scored 9 out
of 10 in trials with customer
groups.
What were the benefits for
business?
UKPN says it wants to have the
“most engaged employees, most
satisfied customers and provide
best in class service” for all of its
customers.
The benefits for its business
included maintaining its record
in Ofgem’s stakeholder engagement consumer vulnerability
incentive scheme and retaining
its British Standars Institute
accreditation for inclusive service provision.
UKPN surveys its employees
each year on a wide range of
questions as it applies for the
Sunday Times’ Top 25 Best Big
Companies to Work For list and
this includes a corporate social
responsibility rating called “giving something back”.
The network company says
its score for “giving something
back” increased from 60 out
of 100 in 2017, to 64 out of 100
in 2018.
Furthermore, PSR customers
scored the DNO 9.23 out of 10 for
customer satisfaction.

Customer Care Award
Category sponsor: Capgemini

Award winner:
UKPN
•	Annual company turnover:
£1.6 million
•	Number of employees: 6,100
•	Customers: 8.3 million properties
Entry criteria:
• Please provide a brief outline of how
you have provided outstanding customer
care, whether though a single initiative or
on an ongoing basis
• Please quantify the scale of ambition
of your entry, in relation to your company
size and size of customer base
• What have been the quantifiable
benefits for customers?
• How have you measured the success
of your changes and how is the measure
verified?
• What has been the business benefit
and did it achieve its objectives?
• How did this contribute to CSR goals
and/or go “beyond business as usual”?
The Utility Week Awards are held in
association with Capgemini, CGI and
Microsoft

 The 2019 Utility Week Awards will be opening soon.
Sponsorship opportunities are available – contact Utility Week
business development manager Ben Hammond on benhammond@
fav-house.com or 01342 332116 for more information.
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