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2.1 Introduction (repeated from part 1, 1.1) ~ :

I'm delighted to introduce our stakeholder engagement strategy and activity
for the past year.

We deliver a service for 5.1m customers in the region, and the only way we can continue to do that
efficiently and effectively is by speaking to the people and organisations that affect what we do, and
are affected by what we do.

Stakeholder engagement is a fundamental part of our decision-making process at Electricity North
West. The past year shows a step-change in our approach and we've focussed on embedding clear
governance and reporting of engagement to help reinforce what we have been doing for years.

Engagement helps us make the most of shared knowledge, manage risk, and address issues in a
timely way to the benefit of our organisation and our stakeholders.

Our vision is to be the leading energy delivery business —and that includes leading on
stakeholder engagement.

This year's overview of our stakeholder engagement activity shows exactly how we have worked to
embed engagement principles throughout our organisation in line with internationally-recognised
best practice.

We've engaged Deloitte LLP to provide independent assurance on our stakeholder engagement
reporting and commitment to the AA1000 AccountAbility Principles Standard (AA1000APS) in
2012/13.

Over the past year we have formalised a thoroughly structured approach to our engagement with
stakeholders in line with the AALO00APS principles of inclusivity, materiality and responsiveness.

We've worked directly with AccountAbility to move our processes forward and further formalise
our strategy. As a result, our engagement approach has improved significantly in credibility, scope
and outcomes.

Our revitalised strategy and framework —documented in our new ‘Stakeholder Engagement Manual’
for all of our people — explicitly expresses senior buy-in, details our robust processes and governance,
and explains the roles of our newly formed internal and external stakeholder panels.

We've put a lot of effort into raising the profile of stakeholder engagement within our business to encourage
recognition, participation and documentation. New governance procedures also help ensure the feedback
from our engagement is put to full use, and is able to genuinely influence our business decisions.

Stakeholder engagement has always been at the core of how we do business at Electricity North West.
Building strong and solid relationships with stakeholders, truly understanding what is important to
them, and adapting how we do business in response to their views is an inherent part of our culture.

We have long-prided ourselves on our flexibility and dynamism as a relatively small organisation,
allowing us to respond quickly and effectively to stakeholder issues at a local level.

Our revitalised approach ensures enough flex to allow us to respond to stakeholders at different
levels in a relevant and timely way, and enough structure and governance to make it meaningful
and trustworthy.

Sk Loe

Steve Johnson, CEO.
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2.2 OQutcomes, engagement, impacts and monitoring

2.2.1 Improvements to our stakeholder engagement approach

STAKEHO!
ENGAGE%NT
ACTIVI

IMPACT ON POLICIES, IMPACT ON
BUSINESS PROCESSES STAKEHOLDER
AND DECISIONS GROUPS

OUTCOME FROM STAKEHOLDER
ENGAGEMENT

MONITORING AND
REPORTING

Customer

New External Stakeholder

Panel to challenge our Our Internal Stakeholder
Commitment to, and Benchmarking, and New Internal Stakeholder approach resulting in Panel meets formally
formalised processes for,  reviewing feedback Panel of senior managers transparency of our every quarter to review
internationally-recognised  from regulator’s 2011/12  established. New stakeholder engagement  our approach and
stakeholder engagement  stakeholder engagement  stakeholder manual commitment and improve our processes.
standards scheme developed processes ensuring The external panel meets

proportionality and biannually

responsiveness

New document created

New document ‘Customer
communications for
project managers and
contractors’ developed
and rolled out to business

Feedback from variety

of stakeholders that
communications of our
projects and maintenance
schemes could be
improved

including ‘impact
assessment matrix’ for work
on different stakeholders,
triggers and actions
required to mitigate impact,
and template letters for

Explicit and formal
consideration of impacts
of our work on different
stakeholder groups

Internal Stakeholder
Panel and key operations
contacts to review take up
and use

communications 4 .
lomestic customers

CASE STUDY 1 Keeping our customers and stakeholders informed
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Community CR Index
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formalise and improve
our CSR commitments

companies

our activities

We recognise that sometimes the only It's important that we keep our customers and other The new process supports project managers by
contact customers might have with us is stakeholders infom_led about what we're doing in their provi'ding a stgp-by-step guide, an impact assessment
when they have a problem, or when we're area, and the huge investment that we're delivering to matrix for projects and letter templates for
. . . . benefit them. No one likes disruption, but customers have  communicating with customers.
causing them disruption by roadworks. told us that understanding the reason for it goes a long
way to reducing complaints.
,wwﬂw We've worked with our project managers from major
— TS 050 ey w";f" projects and maintenance, as well as the communications
petes S e ”’;;:'l\ww‘““ s o team and customer directorate, to develop a new plan
eres ;ﬁ“ﬂ%ﬂww _wmb’”ﬁ“’“ to help make sure that we give consistent information to
,_-"‘" Gt vl » customers.
SETIONS, * g R
kS ;U'ﬂf."muw‘% i .ﬂ%m&w“‘ Chris Dunn, programme manager, said: “Improving our
-M““m‘gm""""ﬁm psey x5 communication with customers will help people know T ETRANS
ot 69 " ;ﬁ‘,,m"*"w who we are and what we do. By being more proactive we P
?ﬁm@ﬂ:ﬁﬂ: e can reduce complaints, criticism and negative feedback. e a
5 s o0 :m?w%aw ’f‘\,‘&‘n o This process will make it easier for us to communicate
e O™ e 955wk \with our customers and other stakeholders”
Ongoing engagement Transparency of
Appointment of Corporate with local communityand ~ Annual CSR report, CR processes, engagement
Szgal Res onsibilitryp education establishments  Index entry, CSR policy, and input on processes CSR report, CR index,
Manager P and providers highlighting ~ Volunteering policy, and activities, structured CSR forum
g need for more structured  Corporate charity policy approach to community
approach to CSR engagement
54% scored in first anct)r:lsréinww:]uili{tswgsss Benchmarking against other Transparency and
year of Business in the Y 8ag structured assessment of  Annual assessment



2.2.2 Improvements resulting from engagement with customers

OUTCOME FROM STAKEHOLDER

ENGAGEMENT

Bringing energy to yoyr

LCL.';-‘L-ELIAQL.

Customer directorate
formed, new customer
director role and new
single-number contact
centre established

Renewed focus on
reliability and customer
service

Switched On microsite
developed, videos on our
role created, and social
media presence initiated

New language cards
created to assist face-to-
face communication with
customers whose first
language isn't English

CASE STUDY 2

STAKEHOLDER
ENGAGEMENT
ACTIVITY

Customer research
feedback

Engaged customer panel
and focus groups (Dec 12
and Mar 13)

Feedback from engaged
customer panel on lack of
knowledge about our role
and operations

Ongoing customer
feedback

Language cards

IMPACT ON POLICIES,
BUSINESS PROCESSES

AND DECISIONS

New customer director
appointed April 2012. New
contact centre launched in
December 2012

Influenced materiality
matrix and customer
priorities. Development
of Customer strategy
document and customer
contact centre standards

More outward facing
documentation and
engaging online presence

Engineers now carry
cards with information

in a number of different
languages when entering
premises for cut-out
changes

IMPACT ON
STAKEHOLDER
GROUPS

Single number contact
for any query. Replaces
previous separation
depending on nature of
call (emergencies and
general enquiries or
connections)

Customer contact centre,
strategy and standards
developed. Business plan
to address reliability and
increase in proactive
customers contact

Easier to understand role
and therefore engage
meaningfully

Customers understand
what we're doing and
why. The cards make the
jobs quicker, so more
cut-outs can be changed,
improving safety

MONITORING AND
REPORTING

We regularly monitor

our customer contacts
through Ofgem results
and our own independent
surveys to continuously
improve

We have tracked these
results over time, since our
first engaged customer
panelin March 2011,

and February 2012. And
will continue to run the
research annually to track
changes in opinions and
priorities

Set questions included in
regular research to track
and benchmark answers
over time

Feedback from field staff
recorded and plans are
in place to extend cards
to all customer-facing
employees for different
situations

STAKEHOLDER ENGAGEMENT INCENTIVE SCHEME
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Sorth W Our current programme of work to replace ageing  Instructions from the card to our employees read:
aiegngeves @Y cut-out fuses in customers’ homes, means that « Use card 2 for your customer to choose their preferred
' it is essential that customers understand our language.
requirements and are comfortable allowing us : F'“‘: the:tllastomen’s . - etectricity
access to their properties. preferrecianguage in
cards 3 - 16 and show SR e
Feedback from customers on doorsteps clearly it to them to read. Your
showed that there was a need for us to find a way of customer can choose R S *:'__‘:’
communicating information to customers whose first from the following - OSSN
language isn't English. optionsto decidewhat | EUESIIATISIARINIO Y
As well as reviewing the letters that we send to customers  they want to do next: B D) bk s 031
in the first instance, we have worked closely with The Big - Yes- please show 0 o R 12
Word - a specialist translation company - to develop a me to your electricity o e
series of language cards with information in the 13 top meter s s
languages spoken in the North West. -No- ‘;4: will ring our = ¥ ==
e - o i sty
When our employees call at a property, they can ask the tar::tshe:oal's “;;:::;i: g | s | e
occupier to point to the language they want to e _'\’z’e - AR R D]
read information in. If the customer still does not ring our translation
understand, then our employees can call our language service to answer an =
line provided by The Big Word translation service to speak i Y
to an interpreter. questions you may
have.
. ; New mobile website Simpler, more efficient
Analysing web traffic o R
¥ - which showed huge launched. Topics included and effective site for Monthly monitoring of use
Mobile website launch . . 88 based on two-year trends customers accessing ¥ ring
. increase in access via . . . of mobile website
J— - mobile devices for most visited sections of website from
Ll St e e main site smartphones or tablets
‘electricity

%



%

2.2.2 Improvements resulting from engagement with customers (cont.)

STAKEHOLDER
ENGAGEMENT
ACTIVITY

IMPACT ON POLICIES,
BUSINESS PROCESSES
AND DECISIONS

OUTCOME FROM STAKEHOLDER
ENGAGEMENT

IMPACT ON
STAKEHOLDER
GROUPS

MONITORING AND
REPORTING

e Improvements include ‘AAA

for website and new - . .
accessibility statement Accessibility assessment adjust text size feature
( enwl.yco uk/ based on best-practice added to website and
ten'ns:an d—cor; ditions/ web development descriptive photo tagging
o . for audio web readers
accessibility-policy
Proactive information cards
New customer hand-delivered to customers
About our work site . . .. Domestic customer near to where we have
ﬁ?ﬁ“mwwww;» information cards for civil research feedback made excavations to kee
ey g ;’Ef work in their area them informed and hel P
“mﬂmﬂwexﬂ“‘“’“ o em informed and help
LT - manage expectations

CASE STUDY 3 Customer information cards

To help us meet this customer demand, we have
developed a new way of keeping customers informed
about work near their properties.

Where we have made excavations we'll now keep local
people better informed by hand-delivering information
cards to them to help manage their expectations as to
what is happening and why we may need to return to site
at a later date. The new cards also include our contact
details if they would like any more information.

We are now also hand-delivering customer information
cards when we respond to civil work requests. Feedback
from customers who may have asked us to clear an
overgrown substation for example, told us that they
were not always aware of when the work is going to be
done. This can result in the customer calling on multiple
occasions, even where we have confirmed that a job is
planned.

To resolve this situation, and make things as clear as
possible to customers, we now hand-deliver cards to
customers who have reported maintenance issues to us
when we visit the site. Our first visit is often an assessment-
only visit and our card explains that we will return to carry
out the work.

Best practice customer service and our own
customer surveys have shown that customers
want to know what we're doing in their area.

oand 185 4181

option 2

Web users can determine
size of text required

and use readers to

read descriptions of
photographs as well as
text

Customers kept informed
of the reason for our work

and when we will be back.

Contact number available
so that they can call for
more info if needed

[

to customer feedback:
- initial visit within 7 days
- work complete within 28 days

et e

When we return and complete the work, we hand-
deliver a second information card. Where customers
may not actually see us on site, the cards reassure them
that we have been and have addressed their concerns
without the need for them to contact us.

About our work sjte
e ke e e s,
) 200 ey o,
e S ey et s e
oo 8 56t g,
O gty

Equality and Diversity
group meet monthly to
discuss accessibility and
other issues

Continuous monitoring
through customer surveys

»

b e e s ey ey

e e
00 10 e 2 ot e i,
ey
By cating

Hand-deliver cards to

Customers who

report civil issues with
substations will receive
cards when we have
visited the site, and a
second card when we
have completed work
as they may not see us
onsite

Continuous monitoring
through customer surveys

New customer customers who have
information card for Domestic customer reported substation issues
responding to civil work research feedback when we visit the site,
request and again when work is
complete
‘electricity
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2.2.3 Improvements resulting from engagement with public sector stakeholders

OUTCOME FROM STAKEHOLDER
ENGAGEMENT

Educational programme
to enhance Science,
Technology, Engineering
and Maths (STEM)
engagement in the North
West

MP engagement strategy
updated with focus on
more tailored info to MPs

Streetworks information
card and new
comprehensive refresher
for employees and
contractors

CASE STUDY 4

The nature of our investment programme
inevitably leads to some short-term disruption
for customers and other stakeholders. Our
streetworks activity requires a high standard
of safety and communication so that our
stakeholders understand the need to carry out
the work and that they remain safe around it.

STAKEHOLDER
ENGAGEMENT
ACTIVITY

IMPACT ON POLICIES,
BUSINESS PROCESSES
AND DECISIONS

Education programme
linked to graduate and
apprenticeship schemes in
order to ensure a long-term
approach to educational
needs of the North West

Liaison with schools,
education providers and
Museum of Science and
Industry

News releases now issued
to relevant MPs, improved
process for dealing with
constituent complaints

MP events and individual
interactions

Develop best-practice
approach, develop training
programme, and develop
best-practice guides to issue
to all course attendees
using plain English, clear
checklists and diagrams in a
format for use in the field

Reviewed lessons learnt
with Bolton, Cumbria,
Oldham and Salford
highways authorities,
our employees and our
training provider

Improved streetworks processes

North West highway authorities recently increased

their quality audit regime and their attention on the
signing, lighting and guarding around utility companies’
excavations and the reinstatement of the highway. To
meet the increased expectations of customers and other
stakeholders we began a programme to change the
culture of working in the highway and to deliver the safest
and best quality street works in the North West.

Our objectives were:

- Develop a best-practice approach to street works,
change behaviours and ensure the safety of customers
and employees

* Minimise disruption and improve customer experience
in line with our company values

* Achieve compliance with all aspects of street works
legislation

« Deliver a safe, quality service first time, thereby
improving customer service, reducing cost to serve and
our carbon footprint.

To develop our approach we worked in partnership with
local highway authorities, our contractors, the North West

IMPACT ON
STAKEHOLDER
GROUPS

Our primary-school
programme, BrightSparks,
covers the Key Stage 2
syllabus for electricity.
The innovative one-day
programme helps
teachers with a topic that
is considered difficult to
teach

Better understanding of
our relevance to MPs

Improved compliance
with streetworks
requirements, improving
and ensuring consistency
in signage, lighting and
guarding, and minimising
disruption to local
authorities

MONITORING AND
REPORTING

Quarterly feedback
meetings with providers
as a group, monthly
meetings with individual
providers, feedback forms
from schools

Ongoing engagement
plus specific feedback
requested every two years
from selection of MPs

Real-time site monitoring
—handheld devices
enable employees to
report back on site set-up
with photographs and
other key information.
Post-site monitoring to
underpin our best practice
approach and ensure
standards are maintained

Joint Utilities Group, the Energy Networks Association

and third party specialists.

We reviewed lessons learnt with Oldham and Cumbria
highway authorities, our employees and our training
provider, Utilise, to develop a one-day refresher training
programme to drive through the improvements.

We also worked with Bolton and Salford highway
authorities to implement an approach to satisfy all

stakeholders’ requirements.

Our collaborative working delivered:
- Best-practice approach and consistent policy and

monitoring of street works

- Comprehensive training programme for employees

and contractors

« Improved working relationships

« Improved performance in site set up and quality

« Increased knowledge and understanding

« Best-practice guides for employees and contractors
« Training programme and guidebook for internal and

external auditors.

Metal thieves are
putting lives EIRE  joint metal theft letters

. and leaflets distributed
in hotspot areas by

Lancashire Police

Hotspot areas regularly
identified and shared with
Police. Regular joint scrap
yard raids attended

1-1 meetings set up with
Lancashire Police to
address rise in metal theft
incidents

Police to distribute letters
to raise awareness and
encourage reporting of
suspicious activity

Continued engagement
with Police with specific
operational and
communications contacts
established

‘electricity
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2.2.4 Improvements resulting from engagement with industry

OUTCOME FROM STAKEHOLDER

ENGAGEMENT

STAKEHOLDER
ENGAGEMENT
ACTIVITY

IMPACT ON POLICIES,
AND DECISIONS

BUSINESS PROCESSES

IMPACT ON
STAKEHOLDER
GROUPS

MONITORING AND
REPORTING

The Institution of
Engineering and Technology

Copacity to Customers

Institute of Engineering
and Technology (IET)
accredited engineering
training scheme

Improved competition in
connections

Tailoring Capacity to
Customers (C2C) contracts
to stakeholder needs.
www.enwlco.uk/c2c

CASE STUDY 5

Our innovative Capacity to Customers
(C2C) project could be a gamechanger for
electricity networks. As demand increases,

C2C offers a way for networks to cope

through managing the network and usage
differently, without building more costly assets.

Engagement directly with
IET to accredit course.
Development of course to
meet requirements

Accreditation for three years
for both the CEng and IEng
schemes

We were the first DNO to
submit entries to Ofgem

in every market segment.
We have passed six of

nine segments with one
decision pending, improving
competition

Work with Independent
Connection Providers
(ICPs), Independent
Distribution Network
Operators (IDNOs) and
Ofgem

Identified levels of interest,
the needs of different

C2C pre-trial four-month customer segments and

customer engagement the value they place on the
different elements of C2C
contracts

C2C contract development

For it to work, we need to attract some of our industrial
and commercial customers to sign up to new interruptible
contracts. But how can we make them attractive?

We carried out a four-month customer engagement
campaign involving approximately 1,800 industrial and
commercial customers in our region to answer that
question.

This research was designed to identify the level of interest
in C2C, the need:s of different customer segments and the
value they place on the different elements of the C2C
contract.

To develop the best way to communicate C2C to
customers, we carried out a pilot survey in which
respondents assessed a short introductory video and
supporting material. It was found helpful to explain

C2C as being like a motorway with a hard shoulder - ie
containing a high level of expensive capacity that is used

Successful graduates

on our course will
receive CEng or IEng
accreditation, improving
the standard and
qualifications of our
workforce

Customers are protected
by effective competition
in around 80% of the
connections market in
the North West. IDNOs
and ICPs will see market
opening up

Tailored contracts with
the right level of returns
to make viable and
attractive propositions

only for exceptional circumstances. This capacity
could be used a normal lane at no additional expense,
but would require careful management on the rare
occasion of an emergency.

Our engagement found that there is an appetite for C2C
amongst our stakeholders. Over half of the industrial
and commercial customers contacted found the C2C
concept appealing. However, when they considered
specific examples of rewards using present levels of
Interruptions Incentives Scheme (lIS) incentive as a test
value, only 26% would take up the contract.

We discovered that despite the general interest in C2C,
higher incentives would be needed if larger amounts
of demand are to become available. We have now
tailored our contract offering and have to date signed
up three companies for our groundbreaking trial.

Annual self-assessment
report submitted to IET

Continued feedback from
ICPs, IDNOs and Ofgem
following submissions and
decisions

CC team monitoring
reaction to contract offers
and contract take ups.
Ongoing engagement
with customers already
signed up

switched O

Training &
Developfment

-

N
ﬁl}j LCN Fund

‘ Low Carbon Networks

\_

stribution Use of Systi

sditage Distribution Charging Hathpde
e s EDCM ata for il EMY custoeners i §
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Management
Development Programme
initiated for employees

£9m innovation project
started: Customer Load
Active System Services

(CLASS)

Promotion of our unique
Extra High Voltage
Distribution Charging
Methodology website

Employee engagement
through performance
reviews and surveys.
Successful feedback from
Leadership Development
Programme

Programme available to
support current and aspiring
people managers at all
levels in the organisation.
Improving training and
promoting best practice

Partnership working with
industry to submit Low
Carbon Networks Fund
(LCNF) bid to Ofgem

Successful bid resulting

in £9m project to test a
voltage-reduction scheme in
the North West

Feedback from industrial
and commercial
customers requiring
further information on
bills

Information regularly
uploaded to website

STAKEHOLDER ENGAGEMENT INCENTIVE SCHEME

Managers, and potential
managers are given the
theory and practical tools
to help them manage
effectively now and in
their future roles

Innovation opportunity
for our partners, and

for customers, potential
savings due to reduced
need for added
infrastructure

Up-to-date information
on bills and breakdown of
charges on-demand

Pre-and post-module
feedback from each
candidate. Review
meetings with external
provider

Monitoring in line

with LCNF project
requirements, and regular
reporting and meetings
with partners

65% of Extra High Voltage
customers have logged
into the website since it
was set up (44 out of 68).
Further work planned

to engage those not yet
active on system



2.2.5 Improvements resulting from engagement with NGOs

OUTCOME FROM STAKEHOLDER
ENGAGEMENT

1z
NEA

Action for Warm Homes

Review approach to Fuel
Poverty

CASE STUDY 6

We want to help our customers, and
make sure that we share our knowledge
and information with other relevant
partners to improve the service we offer
for those in our area who are fuel poor.

STAKEHOLDER IMPACT ON POLICIES,
ENGA(.-'::%MENT BUSINESS PROCESSES
ACTIVITY AND DECISIONS
Investigating scheme
with Stockport Council to
National Energy Action improve energy efficiency,
meetings rather than having to

reinforce the areas
electricity network

Fuel Poverty work

We have been in detailed discussions with National
Energy Action - a national charity aiming to eradicate fuel
poverty - to discuss ways we can help. One way we can
easily help is by raising awareness of the issue and energy
efficiency measures. As a result of this engagement

we have amended our BrightSparks school education
sessions to include information on fuel poverty which we
will roll out to schools as part of our ongoing programme
from September 2013.

In November 2012 we held an event for North West MPs
to discuss the issue of fuel poverty in the North West.
Our guest speaker was Professor John Hills (pictured)

of the London School of Economics, whose government-
commissioned report, ‘Getting the measure of fuel
poverty: final report of the Fuel Poverty Review’, was
published in March 2012.

IMPACT ON
STAKEHOLDER
GROUPS

Council could see lower
usage and disruption
minimised

MONITORING AND
REPORTING

Success could show
benefits of funding energy
efficiency rather than

investing in reinforcement.

Pilot project will be
closely monitored with
formal report to Executive
Leadership Team

National Energy Action also attended and have since
became founder members of our External Stakeholder
Panel. We are continuing to keep MPs informed of our
activity and will work with them where fuel poor areas
are identified in their constituencies.

Our discussions with stakeholders in this area have
helped us focus our efforts on helping to reduce costs
for customers through energy efficiency. Our approach
to help reduce energy usage, has benefits for both
customers who will use less and therefore pay lower
bills, and benefits for the network, which with less
power being used, will have less need for expensive
and disruptive reinforcement. This reduction in need for
reinforcement will of course in turn reduce customers’

bills further.

*7 Martin Mere
Saving wetlands
k WUAVAE for wildlife & people

Renewed service for
vulnerable customers
with new British Red Cross
partnership

Relaunch of customer
password scheme to
boost awareness

Project initiated with
RSPB, Martin Mere
Wildfowl and Wetlands
Trust, and Lancaster
University to investigate
reasons for and solutions
to birds colliding with
overhead power lines

New process for
capturing before and
after photography of
Undergrounding for
Visual Amenity (UVA)
schemes

Engagement with
vulnerable customers
and service providers
and benchmarking other
distribution network
operators’ provision

New partnership established
following review with
previous provider

Vulnerable customer Customer-facing employees
feedback indicating lack issued with new laminated
of knowledge about information cards, and
service webpages updated

Ongoing engagement
with Martin Mere
Wildfowl and Wetlands
Trust site following bird
collisions in 2011

Funding committed to
research project that
will provide evidence for
industry best-practice

Quarterly UVA meetings

attended by National EE;:;?:Z:]\I do::;?ﬁ\?éisrtszo
Fas (R A e NP/AONB commissioned
of Outstanding Natural hotogranh

Beauty (AONB) reps S

Service now more flexible
and more tailored to
customers needs

Added level of security
when letting people into
their homes by asking to
verify password

Directly involved
stakeholders to benefit,

Regular monitoring
meetings to ensure
vulnerable customers are
getting the help they need

Monitoring of take-up of
scheme and six-monthly
review of implementation

Monitoring as per project

and also wider network milestones and reviews
for environmental groups,  leading to final report
and DNOs to benefit from  in 2015
research
Photography no
longer falls between
organisations ensuring Reviewed at regular
that key before and after ~ meetings
shots are obtained for
every project
‘electricity
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2.2.5 Improvements resulting from engagement with NGOs (cont.)

OUTCOME FROM STAKEHOLDER
ENGAGEMENT

IMPACT ON
MONITORING AND
STAKEHOLDER
CROUPS REPORTING

New contents of
‘emergency pack’ for
vulnerable customers

CASE STUDY 7
We introduced emergency packs for vulnerable
customers in 2011 to help those customers in
need of extra assistance during power outages.

a thermal mug and a wind-up torch.

The packs originally contained gloves, a blanket,

STAKEHOLDER IMPACT ON POLICIES,
ENGAGEMENT BUSINESS PROCESSES
ACTIVITY AND DECISIONS
LED lights with hooks and
magnets for customers
Review meetings with with arthritis now available.
e 8 Hats also added to packs,
British Red Cross and .
and contents tailored to
feedback from vulnerable
customer needs. BRC also
customers

flasks and portable gas
heaters

provided with large capacity

Regular review sessions
to discuss the services we
offer, feedback on specific
incidents, suggestions

for improvements and
customer feedback

More tailored contents
for emergency pack in
addition to thermal mugs,
gloves, and wind-up
torches

Improved emergency packs for vulnerable customers

Feedback from customers received via our partners at

British Red Cross, with whom we have regular briefing and

evaluation sessions, showed that the contents could be
better tailored.

Customers with arthritis told us that the wind-up torches
were difficult to use, so we now also provide battery

powered lights with hooks and magnets so that they don’t

have to be held.

Feedback also showed that gloves were appreciated, but
hats would help keep people warmer so we have also
added them to our packs.

With the cost of these packs to other customers in mind

we have now removed blankets as standard as these were

expensive and feedback from customers showed that
many already had suitable duvets or blankets available.

We have complemented our provision of thermal mugs
by adding large capacity flasks and gas heaters to British
Red Cross so that our vulnerable customers can get hot
drinks and keep them hot.

We've also added the option of providing telephones that

don’t need a power supply so that we can contact

Contents for emergency packs to be
tailored to each customer:

1. Blanket

2. Emergency number sticker

3.Gloves

4.Hat

5. Notepad

6. Pencil

7. Priority Services Register information leaflet
8.Telephone

9. Thermal mug

10. Torch (wind-up or battery-powered)

customers during faults to keep them up to date, and
they can contact us or anyone else they may need to
speak to.

We are committed to continuing to improve the
contents of these packs through ongoing engagement
with British Red Cross, other stakeholders and our
customers.
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For more information please contact:

Electricity North West
304 Bridgewater Place
Birchwood Park
Warrington

Cheshire WA3 6XG

Telephone: 01925 846931
Email: sustainability@enwlco.uk
Web: www.enwLco.uk/sustainability




