
 

 

Category: Community Relations Campaign 

Company: Dwr Cymru Welsh Water 

Entry title: Capital investment programme 

 

 
Brief and objectives: 
Welsh Water is investing £130 million on a major project to improve the reliability and 
acceptability of drinking water across Wales & Hereford between 2016-2020. The project 
presented an opportunity to proactively engage with customers in the areas affected by the 
work. 
 
The communications and engagement plan was produced to maximise the exposure and 
understanding of the necessary improvement work undertaken by Welsh Water and our 
Capital Partners, through innovative techniques and temporary disruption. 
 
The campaign is centered on the need to complete the work and the benefits it will bring to 
communities and businesses. Emphasis was placed on the potential for disruption with 
supply and the need to reassure customers that this is associated with delivering a 
consistent and reliable water supply. 
 
Objectives: 

 Raise awareness of innovative techniques that the company goes to in order to 
ensure supplies and services to customers are consistently maintained and 
improved. 

 Position Welsh Water as a socially responsible company - taking steps to future proof 
its water supply for customers. 

 Inform customers of how the work will potentially impact them and crucially mitigate 
risk of them reporting issues which are linked to work. 

 Achieve 75 recorded pieces of positive customer feedback for the year August 2016 
– August 2017. 

 Achieve 12 items of positive press coverage within the year August 2016 – August 
2017. 

 Reach 125,000 people across the areas affected. 
 

Rationale behind campaign, including research and planning: 
 Meeting with counterparts in other water companies to look at best practice and use 

this as a basis to develop own strategy tailored to Welsh Water customers. 

 Invested in 2x customer information vans. These were branded for the work and 
provide a means of getting into the heart of communities where work taking place. 

 Developed a suite of ‘customer friendly’ literature and site branding which 
incorporated a specific campaign logo so that the brand and work was easily 
recognisable. 



 Met with elected representatives and other community opinion formers ahead of work 
starting to brief them on investment. 

 We worked with an advertising agency to create a tailored & targeted advertising 
campaign which varied per region. 

 

Strategy and tactics, including creativity and innovation: 
[Traditional public information events & presence at other local events taking place]  
Effective way of communicating our messages to customers. They offer face to face 
interaction and reassurance to customers regarding the work. As well as hosting our own 
events where we have invited customers to attend we also had a presence at other localised 
events e.g farmer’s markets, Christmas fairs, shopping centres and food festivals etc 
 
[Customer engagement officers] 
In order to achieve the level of customer engagement we employed 2 informed customer 
engagement officers to work on the customer information vans. They ensured the vans were 
strategically placed in communities during the most disruptive work to enable customers to 
engage directly with us about the work. The vans were branded to be instantly recognisable 
during the work. 
 
[Targeted advertising campaign & site branding] 

 Bus and bus-stop advertising 

 Localised social media advertising 

 messaging on petrol station nozzles 

 paid advertorials in printed press 
As well as the advertising we developed a suite of site branding in customer friendly tone of 
voice and we created a recognisable ‘character logo’ for the work. 
 
[Media Relations] 
The high investment figure and innovative techniques offered newsworthy content for both 
print and broadcast media outlets. 
 
[Stakeholder management] 
Community opinion formers play a crucial role in disseminating information on investment 
work throughout a community. Targeting this influential group was done through inviting 
them to attend site meetings, hosting specific meetings for them and inviting them to 
information events. 
 
[Creation of customer friendly area of the website] 
This hosts specific content and information regarding the work including interactive maps of 
the areas where work taking place, customer literature, an animation and advice to 
customers on what to do in the event of an issue linked to the work. 
 

Implementation of tactics: 
Our multi-level community engagement programme incorporated the following: 
[Customer Engagement] 
Over the past year we have engaged with over 200,000 customers through: 

 Direct mail 

 Local events 

 Public information events 

 Customer Information Van 

 Social media 
 



[Stakeholder Engagement] 
We’ve met and presented to: 

 Local Councils 

 AMs 

 MPs 

 Community/town/rural council’s 
 
[Branding & advertising] 
A suite of branded materials, specific to the zonal studies scheme were developed. This 
featured on correspondence customers received through to branding around the work areas. 
 
Targeted advertising was also used to convey the campaign messages to customers. 
[Animation] 
 
An animated film helps inform customers about work we are about to undertake in their 
communities to help manage their expectations and likely impact it will have on them. The 
animation is used to promote the work via social media and at local events. 
 
 

Demonstrate tangible benefits to the communities where the campaign was 
targeted, including any sustainability: 
The communications and constant feedback loop helped us keep communities informed and 
also helped us improve our schemes so the impact on customers would be kept to a 
minimum. 
 
The level of engagement showed that customers and communities valued both the work we 
were doing to leave a lasting legacy of better water for generations to come, but also 
appreciated the techniques and efforts we went to to keep them informed in an engaging 
and friendly way. 
 

Measurement and evaluation: 
Video – showing customer engagement through the work - 
 
Customers reached – 200,000+ customers engaged with throughout the campaign having 
had meaningful conversations with our team and receiving the targeted information. This 
exceeded our target of 125,000. 
 
Customer Feedback – 106 official recorded pieces of customer feedback. This information is 
passed to our project teams, to help improve our Capital programme and improve 
communications with customers in the future. 
 
Media Coverage – The project has generated 15 separate items of positive media coverage 
in print, online, and radio. Coverage included The South Wales Evening Post;  
Wales Online and BBC Wales Positive Stakeholder Feedback. 
 
Social media – targeted Facebook and YouTube advertising on fortnightly cycles - 
November 2016 – February 2017: 

 Amount of people ‘reached’ (number of unique users who have seen the post) by 
social media advertising in the four target areas = 177,697 

 Amount of video views on Facebook and YouTube advertising for active areas = 
92,561  

 



Budget and cost effectiveness: 
Budget: £200,000. 
Total spend came in under budget circa £176,000: 

 2 x community engagement vans & 2 x community engagement officers - £150,000 

 Social-media advertising - £4,000 

 Bus advertising & bus-stop adverts - £6,000 

 Campaign collateral (including animation) - £5,000 

 Direct mailings - £11,000 

 


