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Central Networks takes communication, both 
internally and externally, very seriously. Over the 
last year we have implemented a number of 
initiatives aimed at continuously improving service 
for customers and their communities, and the 
working lives of our employees.   
 
Our Website Improvements 
 
In 2006 Central Networks was the first, and 
remains the only DNO to launch a live 
network information map on its website. 
Customers are able to check estimated restoration 
times for power cuts and planned outages. 
(http://www.central-networks.co.uk/Content/ 
Service/serv_LiveNetwork.aspx) 
 

Users can see whether the problem is related to 
the low or high-voltage parts of the network, 
exactly how many customers are without power, 
the streets and postcodes where power is 
unavailable, details of the fault and a start time for 
the outage.  All of which customers tell us they 
want to know.  
 
The objective of the map is to increase our 
transparency by communicating real-time 
information on power outages to our customers. 
Although customers themselves might be without 
power, the service provides a fast and effective 
way for their friends and family (for example) to 
find accurate information, or for customers to look 
up information on an incident whilst at work. 
  
The interactive map is fed from live system data 
and provides a fast, accurate and up-to-the minute 
service 24 hours a day, seven days a week.  
During the storms which hit much of Great Britain 
in January 2007 over 50% more people accessed 
the incident map online than on a normal day. This 
demonstrated that the website can cope with high 
volumes of activity and that customers value it. 
 

 

We always want the views of our customers and 
from time to time run online customer satisfaction 
research on the Central Networks website. The 
latest study ran for 12 weeks during 2006 and 
proved that, overall, customers were satisfied with 
our website and generally they could find what 
they were looking for.  The next wave of research, 
scheduled for autumn 2007 will prove invaluable in 
further monitoring the success of the map. 
 
We endeavour to access more of our ‘hard to 
reach’ customers. As well as our Braille and 
‘Language Line’ capabilities, which allow customers 
who telephone us to speak to a trained translator, 

we have developed a multi-lingual web page to 
provide information and contact details for 
customers whose first language is not English. 

   
 

With the help of the East Midlands Language 
Agency, we selected the most widely used 
languages across our area: Arabic, Punjabi, Hindi, 
Mandarin, Urdu and Gujarati.  Each page of our 
website has a link – written in the relevant 
language – to a dedicated page which provides 
information in that language.   
 
Communication in the Community 
 
As part of our Plugin2engineering project we have 
partnered with 20 specialist schools in our region.  
Plugin2engineering is designed to support the 
teaching of the science of electricity at Key Stages 
3 and 4 by helping students see how their learning 
applies to the real world.  Staff volunteers help 
students gain insight into engineering and the 
energy industry through visits, after school clubs, 
career talks and activity days. 
  
Electricity can be one of the most difficult 
elements of the science curriculum for students to 
grasp. Our intention is for the activities and 
supporting equipment we have created to 
encourage a better understanding, both of its 
principles and its application. This will serve to 
raise the appeal of science and engineering as 
professions and help reduce the steadily declining 
interest in engineering seen over recent years. 
 
Educating children to stay safe around both high 
voltage and domestic electrical equipment is 
extremely important and we help to spread 
awareness of this through our Power Discovery 
Trucks. The brightly painted trucks are fitted out 
with a range of activities designed to make it fun 
and exciting for visiting youngsters to learn key 
safety lessons. 
The trucks visit around three primary schools a 
week during term time and accommodate around 
60 children each day. During 2006 we visited 198 

“Communication is at the heart of our 
company values.”  
Bob Taylor, Managing Director, Central Networks 
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schools and many regional events, educating over 
22,000 young people on key safety messages.  
Furthermore, attending County shows in the 
summer months enables us to reach farmers, 
anglers and campers with safety messages. 
  
To support the trucks, we have a dedicated 
website www.powerdiscoveryzone.com, which 
teaches children how to stay safe around 
electricity through fun features such as games, 
experiments, fact files, a monthly competition and 
jargon buster. There is also a teachers’ zone with 
downloadable teaching resources and curriculum 
links.  

 
 

As well as the initiatives above, we ensure good 
communication is part of an overall package 
integrated into wider business processes.   
 
During the last year our ‘improving customer 
service’ or ‘Lean’ project has altered the way we 
work on customer outages. We examined our 
restoration process from a customer’s perspective 
and redesigned it to become as efficient as 
possible. This improves service for customers, 
ensures we answer customer queries in our 
contact centres and delivers better service on site. 
  
We have developed and distributed 2,500 free 
‘outage packs’ to every parish council in our area 
to demonstrate items every household would 
benefit from having in the event of a power cut.  
Each pack contains an analogue phone,  hand 
warmer, foil blanket, battery operated radio, torch 
complete with batteries and a wind up mobile 
phone charger. 
 
Because some customers go elsewhere for advice 
about electricity we have developed a suite of 
customer advice leaflets for all Citizens Advice 
offices in our area.  The leaflets cover topics like 
‘Electrical Safety in the Home’, ‘Safe Fishing’, and 
‘Advice during a Power Cut’. This helps us 
communicate who we are, what we do and informs 
our customers of how to stay safe around 
electricity. 
 

As well as our ongoing research to learn from 
customers who have contacted our Customer 
Liaison Team, we commissioned research for 
callers following a loss of supply.  Each month 
one hundred customers are contacted to establish 
their level of satisfaction with their call and we use 
the feedback to continually improve our service. 

   
We have had significant success in communicating 
with our customers through working with a 
number of media organisations and 
Crimestoppers.  We firmly believe we have a 
responsibility to provide communication in the 
form of radio and TV coverage on a wide range of 
supply, safety and educational information. 
 
As part of our overall communication strategy we 
have developed a customer service road-show 
which will visit a number of shopping centres and 
parish councils in areas where we are aware that 
our network is underperforming. This enables us to 
provide network investment information and 
answer questions directly with our customers. 
 
Whilst the regulatory requirement is to provide 2 
days’ notice of planned interruptions, we know 
from customers that they prefer more time to 
make arrangements and plans.  Therefore we 
continue to provide a minimum of 5 working 
days’ notice in the event of a planned 
interruption to supply. 
 
Central Networks took part in a company wide 
employee survey enabling employees to provide 
feedback on their manager, environment, team, 
business and the tools available to them. 
 
In summary, Central Networks prides itself in 
being a company that happily visits customers 
rather than writing to them, to provide answers to 
their questions.   
 
We believe we are, again, at the forefront of 
customer service innovation and creativity with our 
interactive Network Information Map. Along with 
improving communication with customers 
(including ‘hard to reach’ customers) and the 
community using our website, leaflets and packs 
we continue to ‘go the extra mile’, exceed our 
licence obligations and improve communication 
with customers and employees every day.   

“It is only from talking to and working 
with customers that we can find out what 
they want. All customers have different 
needs.”             
       Phil Wilson, Customer Operations Manager 
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SUPPORTING INFORMATION 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

A screen shot of our Live 
Network Incident Map 

A Gujarati letter 
used following a 
power cut in 
Leicester.  

 

A screen shot of our Power 
Discovery Zone web site. 


