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1. Introduction

1.1.  The next regulatory price control review period, known as RIIO-ED?2 is a five year period and is
the second for electricity distribution to be deter
Innovation and Outputs framework. This price control period runs from 1st April 2023 to 31st
March 2028.

1.2.  WPD is required to submit a 200 page Business Plan document, supplementary annexes,
detailed cost tables, financial information and a range of other documents which form our
submission under RIIO-ED2 to Ofgem, which will be used to determine allowed revenues for the
price control period.

1.3.  Our RIIO-ED2 Business Plan has been produced and compiled in line with the following key

principles:

Co-created with our stakeholders and supported by them.

OurPlani 6 prepared with our stakeholders for delivery |
Aligned with WPD6s purpose and values.

Affordable for all of our customers.
Sustainable and will enable net zero before 2050.

R

1.4.  Everything in our business plan submission is driven to achieve the following four strategic
outcomes for customers

1. Sustainability 2. Connectability
Lead the drive to net zero as early Customers can easily connect their electric
as possible. vehicles, heat pumps and renewable generation.

3. Vulnerability 4. Affordability

First class vulnerable customer support Maintain excellent customer service, safety

programme where everyone benefits in a and network performance and transform

smart future. the energy grid for future generations, while
keeping bills broadly flat.

4
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1.5. The diagram below (figure SA-05.0) shows the structure of the full Business Plan submission with

1.6.

1.7.

1.8.

1.9.

1.10.

5

the red box showing where this document fits into the overall suite of documents.

Main documents Support documents

Regulatory documents

Supplementary 1 Business Plan Data
Annexes Templates (BPDT)
Expansion of details
in the Business Plan
and more detail on Business Plan Data
expenditure. Templates Commentary

Our Business Plan
28

Final Submission

Reference
Documents Financial Model
An Overview of Documents which
our Business Plan provide reference
2023-2028 information to support
the Annexes (e.g. third
party reports etc.)

Our Business Plan _— o
2023 - 2028 Engineering Justification

8 Papers
Strategic Summary Engineering
Justifications
Navigating our Plan and Cost Benefit CBA Excel Models
and Business Plan Analysis
Guidance Checklist

- Summary tables for
2023 - 2028 Outputs, Uncertainty

Mechanisms and

Board Assurance Consumer Value ConsumeriValue
Statement RIIO-ED2 Propositions Propositions

2023 - 2028

: RIIO-ED2
Redaction Explanatol Key Strategies

Statement

Figure SA-05.0 Business Plan submission structure

Chapter 5 of the RIIO-ED2 Business Plan details our enhanced stakeholder engagement
approach and the programme of co-creation with stakeholders that has led to the fully justified
Business Plan for the period from 2023 to 2028. It covers our activities spanning the four WPD
distribution licences of West Midlands, East Midlands, South Wales and South West. Our core
and wider commitments have been developed following extensive consultation with more than
25,000 stakeholders over more than two years.

This document is a Supplementary Annex to Chapter 5: Giving Customers a Stronger Voice, of
WP D 6 s -EDR BuSiness Plan document and sets out our approach that has delivered a
programme of enhance engagement.

We appreciate that the readers of the WPD RIIO-ED2 Business Plan suite of documents will
range from regulatory experts and well informed stakeholders through to new customers who
may have had little previous knowledge of WPD.

This document is aimed at readers who require a more detailed understanding of the
commitments that will be delivered. A less detailed description of the outputs can be found in the
Our Business Plan 2023-2028 First Submission or An Overview of Our Business Plan 2023-2028
documents.

This document is subdivided into the following sections:

WPD Business Plan 2023 1 20281 Annex 3: Giving Customers a Stronger Voice: Enhanced Engagement



Executive Summary

An overview of how WPD developed and delivered its RIIO-ED2
stakeholder engagement programme, and arrived at the proposed
commitments detailed within the Business Plan

How our Business Plan has
changed since first
submission (July 2021)

An overview of the key changes made to the final submission following
stakeholder feedback on our July 2021 submission

Our Business Plan
engagement approach

A detailed explanation of how our engagement approach for RIIO-ED2
was established, including; what we set out to achieve and why, and
how we worked with stakeholders from the very beginning to agree the
process

Our engagement delivery

A detailed explanation of how our RIIO-ED2 engagement programme
was delivered, including; the mechanisms used, our timetable of
activity and how the needs of differing stakeholder groups were

considered and accommodated

Insights: How stakeholders
co-created our Business
Plan

A comprehensive overview of how the feedback received from
stakeholders was used and managed by WPD and how these insights
can be traced throughout the development of the Business Plan

Overall Business Plan
acceptability

An overview of the research methods used to determine whether
customers found the Business Plan acceptable and the associated bill
impacts affordable

Measuring customer value

A comprehensive overview of how we have ensured that the services
WPD deliver are valued by our customers, including the steps we have
taken to robustly measure this

Customer Engagement
Group

A detailed explanation of how and why this independent, challenge
group were formed, and the impact they had on the development our
Business Plan

10

Ongoing stakeholder
engagement strategy for
RIIO-ED2

An outline of the enduring stakeholder engagement strategy that has
underpinned our approach to engagement when building our RIIO-ED2
Business Plan and the key deliverables it will achieve for our
stakeholders

11

Consumer vulnerability
strategy for RIIO-ED2

An outline of our bespoke vulnerability strategy, detailing how we will
support customers in vulnerable situations throughout RIIO-ED2 and
the unique initiatives that will be delivered to do this

12

WP D &scial Contract

A standalone document, but a core component of our RIIO-ED2
Business Plan, WPDO6s soci al cont
to operate as a responsible corporate citizen and support the
communities we serve

13

Appendices

A list of important supporting documents referenced throughout this
annex with links to where they can be accessed and viewed




2. Executive summary

2.1.

2.2.

2.3.

7

In this annex, we outline how we have successfully delivered our most comprehensive and

inclusive stakeholder engagement programme ever to arrive at the ambitious proposed
commitments we will deliver for stakeholders in RIIO-ED2. Using a co-creation approach, we
have developed the Business Plan from a blank sheet of paper, ensuring that the Business Plan
is developed with our customers, for our customers.

Our plans for RIIO-ED2 are ambitious and industry leading. We have engaged more than

25,000 stakeholders (7,300 of these were direct, in person engagements) at over 280
engagement events. Building on an impressive track record during the last regulatory period,
our plans focus on delivering excellent customer service, harnessing the benefits of a smart
future, driving industry leading sustainability plans, and prioritising digitalisation and innovation 1
all while supporting our most vulnerable customers, tackling fuel poverty and ensuring bills
remain affordable for everyone. This engagement has included our broadest ever range of
stakeholders, including extensive and representative perspectives from bill paying customers
and future customers. As explained in section 4.9 in greater detail, WPD considers the widest
possible definition of 6 s t a k e,lstovinglte engage with anyone who has an interest in, or is
impacted by, our operations. This is therefore inclusive of bill paying customers i a key group
whose voices we represented robustly throughout our engagement programme i but also
stretches beyond this to any individuals, organisations, representative bodies or businesses that
are affected by WPD, or can influence/affect our operations and/or performance.

Every commit me n t

i BusMER<IRdar has been made in response to an area of focus

identified as a priority by stakeholders, to ensure that it meets the different, wide ranging needs
and expectations of the customers and communities we serve. We have collaborated with a
broad range of stakeholders at every stage to co-create the specific commitments and targets
we will deliver, hosting annual workshops to set our strategy and priorities, as well as research,
surveys, conferences, webinars, consultations, Business Plan walk-through events and bilateral
meetings. This enabled us to identify new and emerging priorities and respond to current and
anticipated shifts in wider society and resulting stakeholder expectations. Key highlights of our
programme are contained in figure SA-05.1:

Over 25,000

stakeholders
engaged at over
280 events

3 drafts

of our Business
Plan published and
widely consulted

on prior to final
Ofgem submission

87% - 97%

stakeholder
acceptability of

WPDG6s co
commitments

Over 1,000

initial actions
co-created with our
stakeholders

80-82%

end user customer
acceptability of the
overall plan (only

4% fNunacce

Every
commitment

well justified via

up to five rounds
of engagement

and refinement

Figure SA-05.1: Key headlines of our engagement with stakeholders

1st DNO

to establish a
Customer
Engagement Group

166

meetings and 72
challenges

473

future customers
and

over 12,000

domestic and
business customers
engaged
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Aspiring to deliver the best engagement programme

2.4.

2.5.

2.6.

2.7.

I n 2013, \HEDDBusinessIPlarQvas fast-tracked by Ofgem, based on the wide range
of engagement that helped define and shape our plans. For RIIO-ED2, we were determined to
deliver a similarly industry leading engagement programme, enhanced further by evolving our
approach in line with the challenges of today, going significantly beyond the standards we set
for ourselves in RIIO-ED1 while reaching a greater volume and variety of stakeholders. Doing
so has been a very important driver for WPD because it will ensure:

The most robust and reliable engagement and research findings amongst all DNOs

1 The broadest range of stakeholder perspectives have been considered in the co-
creation of our Business Plan

1 We are constantly challenging our assumptions and seeking brand new initiatives,
services and policies that challenge the status quo, by tapping into the widest

possible pool of stakeholder knowl eddes and
mi ssingodo at every s tahaysmysmkeholdengveng e ment and

This has led to a significant increase in the breadth of influence from customers and
stakeholders on our Business Plan. With engagement covering all aspects of our plan, from
detailed negotiation on our core commitments to large customer engagements identifying where
bill payers want us to be more ambitious, our programme has gone further than ever before to
gather a range of insights and deliver a process of co-creation with stakeholders (see section 6).

While broadening the scope of our engagement, we have also amplified the voice of end user
customers (domestic and business) and future customers i bringing them to the fore (see
relevant sub sections of section 5 and section 6). This additional effort, supplementing our
traditional market research and engagement with well informed stakeholders and established
consultee groups, has added valuable perspectives to our planning not seen in this scale in
regulatory Business Planning to date.

We began our programme early, starting in 2019, meaning that we were able to fully complete
our preliminary engagement phase and begin our commitment co-creation work with
stakeholders in person before the coronavirus pandemic hit. Indeed, even after we switched to
online engagement methods, we worked closely with partners to ensure that Covid-19
limitations did not materially impact the stakeholders we engaged or the depth of the collected
feedback. In many cases, it has actually led to greater attendance and participation levels,
thanks to the quality and range of our virtual engagement opportunities for stakeholders.

An iterative, three year process

2.8.

Our aspirations for an industry leading engagement programme led us to start early (see figure
SA-05.2). We have delivered an unbroken programme of engagement since 2008, with ongoing
engagement throughout RIIO-ED1. Our specific programme for RIIO-ED2 began as early as
2019. As we commenced our preliminary engagement phase in January 2019, we also became
the first DNO to establish a Customer Engagement Group (CEG). This was very important and a
purposeful decision as we wanted to ensure that the CEG could provide scrutiny and challenge
at every stage of our stakeholder engagement programme. Before our first engagement
activities of the Business Planning process began, we had already shared our planned strategic
approach with the CEG and made immediate refinements as a result of their scrutiny, to ensure
the most robust and reliable approach from the outset, avoiding the need to potentially re-run
activities later in the process. For example, one of the first things that the CEG led us to do was
to benchmark both engagement methods and frameworks from other industries. By reviewing
water, gas, transmission and rail Business Planning efforts, we designed an industry leading
engagement approach (see section 4.16 onwards). Starting early has also allowed us to develop
a transparent and multi-phased approach to consultation, with five phases of consultation
accompanied by three draft Business Plans being created in this time. This process has enabled
stakeholders to be fully immersed into the process - developing, evolving and endorsing the plan
into one that focuses on key customer priorities and is realistic while also being ambitious and
well justified.

expe



January 2019 CEG formed and meetings underway Stakeholder strategy agreed

Stage 1: Preliminary engagement:
1 4 priorities

3 ’ 3 4 1 stakeholders 1 enn%Z?ﬁchzm 3 2 5 focus areas

November 2019 Stage 2: High level social value research
Stage 3: Business Plan development

8,061 e | 18 e | 1,000+ “2

October 2020 Stage 4: Business Plan refinement

o
3 8 46 stakeholders 1 engagement 67 ch)rr]Hﬁiic;Oerﬁts
: — 100"‘ comvr\:gr?:ents

January 2021 First draft Business Plan published

March 2021

Second draft Business Plan published

April 2021 Stage 5a: Business Plan acceptability

3,779 swenos | 5w | AL e

July 2021 First submission to Ofgem Challenge Group

August 2021 Stage 5b: Business Plan gap analysis

6 : O 13 stakeholders 80% acg(\algtr::ce 42 com:ri?t?rI\ents

December 2021 Final submission to Ofgem

Figure SA-05. 2: Summary of WPD6s engagement process
final Plan and commitments

2.9. Guidance from our customer expert groups led us to start the consultation process with a blank
piece of paper, ensuring the most collaborative process possible. Our early inperson events
allowed attendees to scope out the high level outcomes customers wanted us to deliver and the
priorities we should investigate further. This set the foundation from which we built increasingly
more specific and targeted engagement (see section 5).

9
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2.10.  As our programme continued, we co-
created commitments with stakeholders
in workshops in early 2020 (see figure
SA-05.3) before moving towards the
Business Plan development phase. To
determine the appropriate level of
ambition for our customers and
stakeholders, we introduced optioneering
early on in the process. In January 2021,
WPD was the first Distribution Network
Operator to publish a first draft Business
Plan with options, costings, and an
accompanying consultation. Across all
stages, we undertook specific efforts to
check that we had not missed anything in
earlier phases by playing back feedback
received from previous phases and Figure SA-05.3: Stakeholders co-creating
asking different stakeholder groups to commitments at a WPD engagement event
review the insights delivered by others,
with the aim of building consensus and increasingly targeted and specific commitment targets
(see section 6.30 onwards).

2.11.  Our preliminary engagement stage was purposefully designed to enable stakeholders to
consider the widest range of options for the future, by starting their considerations from a blank
sheet of paper. This was not because WPD was not able to anticipate likely areas of significant
focus, but as a deliberate method to ensure we were never assuming these outcomes and that
we never gave stakeholders narrow, pre-existing options that were bound to our existing way of
operating. In a number of areas, stakeholders may want us to build on our track record of
delivery and achieve incremental improvement, but in others they may want to propose entirely
new ways of operating. That is why it is vital that we ask open, non-leading questions to
understand stakeholder requirements.

2.12.  We asked stakeholders to start with a blank sheet of paper to tell us the high level outcomes
they wanted WPD to achieve for customers in our next Business Plan. The decision to do so
was an intentional strategy to:

Update our understanding of stakeholder priorities
Identify significant changes in expectations

Invite suggestions for ways to improve, change or evolve our operations.

2.13.  As the planning process developed, the Business Plan
development stage returned over 1,000 suggested As aresult of our
actions and focus areasins t a k e h @wndverdss 6 . .
Inevitably, as we then entered the refinement stage, we extensive co-creation
began to narrow down the options based on the areas of .
strongest consensus. As we did so however, we always process, When thIS
gave stakeholders the option to suggest something c :
completely different if they felt something was missing or cu I min ated In-our

had been misinterpreted. This was vital to ensure we f| rst d raft Bus | ness
delivered non-leading, objective engagement. While

fewer than 5% of customers on average chose to Plan consultation,
suggest an alternative in our first draft Business Plan

consultation, this was a testament to the thoroughness fewer than 5% of
of our process to build up to these precise commitments
stakeholders

based on extensive, iterative engagement, rather than
customers feeling they did not have an opportunity to .
6break the moul dbé and stohegeg requested alternatlve n
is evidence that, where customers felt strongly that the c

plan could be improved, they took this option to suggest commitments
alternatives.
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2.14.  There was only one area in which stakeholders felt WPD had made a notable omission this
stage. A high proportion of stakeholders wanted to see us make an explicit commitment to drive
ongoing efficiency in our operations and keep bills low. In our second draft plan, we sought to
address this with an initial efficiency commitment. Although this was broadly welcomed by
stakeholders, a notable proportion of 38% took the opportunity to request a further change to
this commitment, citing a lack of specificity in our target. This has culminated in the very specific
commitment to now deliver £95.5 million in efficiency savings in RIIO-ED2 (see core
commitment 16 in Chapter 2 of Our Business Plan 2023-2028 Final Submission).

2.15. By defining our draft commitments, options, likely expenditure and bill impacts early on in the
process, we have been able to gather specific feedback on our commitments and deliver a
Business Plan that has greater refinement than any other DNO.

Building from the initial workshops and through two consultations and further engagement on
our first draft submission, customers and stakeholders have been able to negotiate the
development of the final set of commitments. This work has been tracked, with summary tables
showing how support has developed from high level discussions (e.g. positive of activity in the
area) through to specific actions reviewed and agreed with stakeholders (see Section 6.38
onwards).

2.16. It is important to highlight that the results of the engagement programme i synthesised findings
from over 280 engagement events with more than 25,000 attendees and triangulated insight
that has delivered 42 fully and specifically supported core commitments and over 400 wider,
contributory commitments i did not happen overnight (see figure SA-05.4). WPD committed
significant resource in
2019 to build a robust

Phase 3 Phase4  Phase5
Phase2 Business Business Business | Phase 5b

Phase 1

B Preliminary n
reSearCh framework for commitment engag[emen ?Igﬁjzl dev:lltfpnmen refiFr’llngmn ach:;tnanc an(;aypSiS
. . t t
RIIO-ED2 _I Settlng out Ensure customers are not left behind in the
clear requ|rement3 of smart energy transition by offering at least
18 | 600,000 Priority Services Register customers
What was needed from a bespoke smart energy action plan each
eaCh phase Of the . Support at least 113?/0eoagfuel poor customers
programme before it 19 | to save £60 million on their energy bills over
RIIO-ED2.
Commenced’ What we Expand the reach of our Priority Services
expected to learn, and Register todag(;oe/asﬁc 75% of total e_Ii’?ibI_e_ I
customers an 6 of customers with critical
how engagement and 20 medical dependencies to ensure those in
findings WOUld be g_reate?thneeq”rgcelivg targgted _suppolrt
- services. This will include registering at least
Ol’ganlsed and managed. 50,000 additional hard-to-reach customers
H each year.
The CEG was glven the Achieve a 'one-stop-shop’ service so that
I 1 customers only have to join the Priority
opportunlty t.O review and 21 Services Register once to be registered
challenge this before automatically with their energy supplier,
. water company, gas distributor and
de“very began, as We” as telecommunications companies.
during and post event. Maintain high quality data to allow us to
ThIS framework haS acted deliver bespoke support to customers in
vulnerable situations by proactively
H 22 contacting over two million Priority Service
as the foundation for Register customers once every two years to
iterative p|anning, with remind them of our services and update their
ltivle svnthesis reports records (with 60% via direct telephone call).
mu_ p y A p Take aleading role in a coordinated approach
delivered to business Wide ’ V‘?“E.a ra}ngz_of irf1dustr|)|/ ;l))artic_ipants_ .
r including funding for collaborations wit
leads and the CEG from com community energy stakeholders) to share
ear|y 2020 '|' near|y two mitm best practice and co-deliver schemes to
) ent ensure vulnerable customers are not left
ears anhead ofr fina behind by the smart energy transition.
y head of final
Business Plan submission Figure SA-05.4: Example summary table showing the build in
(see section 6). stakeholders upport for WPDO6s core c
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Expert input and challenges

2.17.  The successful delivery of our
Business Plan owes a great deal to
the expert input and challenges to
both the engagement programme
and the plan itself through the
various stages of development. Our
Customer Engagement Group (see
figure SA-05.5), recruited early in
the process and containing high-
calibre members with extensive
and overlapping expertise to
ensure they challenged one
anot her 6 swadcbnsuftdd i
before, during, and after each
engagement phase.
input on the planning of
engagement, the execution and
delivery of events, and the links
between the voice of customers
and stakeholders and the actions
webve taken has been invaluable. This impact is a
group brings to the table, their comprehensive understanding and first-hand experience of
practices in the wider utilities sector, and the structures put in place to provide members with
everything needed to independently scrutinise the plan (see section 9).

2.18.  To ensure a leading engagement programme, and accurate, unfiltered feedback, WPD also
enlisted the consultancy support from leaders in each required field. Ranging from market
research agencies, event facilitators, to an independent secretariat for the CEG, and third-party
management for our synthesis process, ensuring confidence in our findings through
independence was a top priority (see sections 5.8, 5.13, 6.18 and 9.28).

2.19. To encourage and benefit from challenges, WPD relied on transparency across all aspects of
the planning process. By publishing a range of documents; starting with the Business Plan
consultations but also supplementary content such as synthesis reports and the Customer
Engagement Groupbs challenge 1| o0g, an attitude of f
by stakeholder feedback, and held to account if we are not (see section 9.32 onwards).

2.20. Following the first submission of our plan to Ofgem, we undertook gap analysis to identify areas
that were missing and/or not fully contextualised in our plan. Gap analysis included the collation
of formal challenges from our Customer Engagement Group andOf gemdés Chall enge Gr o
well as detailed feedback from our wider stakeholders, including Citizen 6 s Advthee e and
Welsh Government. This led us to identify 180 areas for improvement and potential gaps to
address in our plan. Significant changes to the plan have been made as a result, which are
detailed in section 3.

2.21. These changes have been communicated to stakeholders and we have also robustly tested the
acceptability of the our plans with a broad, representative range of over 12,000 end user bill
payers.

2.22. We have been keen to test the robustness of our plan by seeking acceptability of the

commitments and the plan throughout our consultation process, using qualitative and

quantitative engagement methods. Since our first draft submission in July and following our gap
analysis, we 6 eamtinued to seek further input from wider stakeholders and presented them

with potential new or revised commitments to ensure that our commitments are solid, ambitious

and meet stakehol der s & engagamdrd throughai serieshofbbsspdken ¢ | u d e
workshops and research surveystotestc u s t o muidingisess to pay and overall acceptability

of the Business Plan.



2.23.

2.24.

We have achieved exceptional levels of customer support for our Business Plan such that:
1 Only 4% of customers consider our plan to be unacceptable
1 80%-82% of end users found the Business Plan to be highly acceptable

1 68% found the proposed bill to be affordable or very affordable, with only 7% finding the
plan unaffordable.

These results are all the more impressive as the final research was undertaken in October

2021, during a time of headline national news about soaring wholesale energy prices leading to
multiple supplier failures and concerns about millions of customers defaulting to the energy

price cap, with future bill rises to account for this. We therefore found greater consumer

nervousness about energy process and the need to keep bills as low as possible than in our

first round of acceptability testing in March 2021. However the acceptability of WP D6 s f i nal
remains very high.

Conclusion

2.25.

Overall, RIIO-ED2 presents exciting challenges to our business, particularly with the transition to
a smart, low carbon, flexible energy system. These challenges can only be solved by continuing
to engage customers and stakeholders early and extensively. We do not seek informative
engagement with stakeholders to comment on and amend pre-determined proposals i by
contrast, we have involved stakeholders in the creation of every commitment and have sought
to share decision making power as part of a comprehensive, collaborative process. As a result,
we have co-created and negotiated a highly ambitious Business Plan that will improve our
industry leading performance further, stretch us to innovate and deliver our most extensive
range ever of positive outcomes for customers, meeting the needs of our entire network today
and keeping pace with these into the future. Our aspiration to deliver a leading engagement
programme, relying on iterative development and expert challenge, has led us to our most
ambitious Business Plan yet.

pl a



How we updated our RIIO-ED2 Business Plan as a
result of stakeholder feedback from the July 2021
submission

3.1. Priortothisfinal submi ssion, WPD&s fir st susmitedioGgemon Busi ne
and Ofgemdéds Challenge Group in July 2021. This was
in our consultation process (January, March and July 2021) and our plans have therefore been
subject to extensive stakeholder influence, co-creation and refinement prior to the formal
submission. This is reflected in the very high acceptability rates achieved for our final Business
Plan.

3.2. Since our July 2021 submission we have received feedback from a wide range of sources
including Ofgem, Of gdem@BD&h aCu etngme IGr BWwWglshge ment Gr |
government and Citizens Advice3. In addition we have undertaken four stakeholder workshops,
conducted detailed willingness to pay customer research with a further 1,500 end users, bill
paying customers and acceptability testing with over 1,600 customers (including future
customers). We have also have reviewed all other published DNO plans to consider best
practice approaches.

3.3. We have undertaken analysis of all of the feedback that we received and where appropriate,
participated in collaborative discussions to gain a more detailed understanding of the issues
raised. We have provided further information and clarified some of the assumptions underlying
the feedback with the aim of working closely with stakeholders to identify an appropriate route to
update, expand and refine aspects of our plan. This approach was particularly beneficial in
addressing the detailed feedback provided by WPD6s Cust omer Engagement Grou
July 2021 submission we have formally met with our CEG on a number of occasions to discuss
our progress in amending the Business Plan. We have also undertaken external benchmarking
where appropriate.

Changes from first submission to final plan T In summary

3.4. We have made significant changes to the Business Plan since our July 2021 submission. Each
of these fits within six overarching areas of change, whereby we have acted to:

1. Ensure that WPDG®6 s urpdstaview of the fltuamesuptake af low carbon

technologies (LCTS).

Specify clearer outcomes and strategic drivers for all areas of our plan.

3. Enhance the justifications for all core commitments and areas of significant spend, including
setting out the full range of options considered when identifying investment.

4. Clarify how innovation and digitalisation are embedded in all we do and quantify the efficiencies
it has led to.

5. Update the financing parameters and assumptions to reflect the very latest modelling.

6. Further enhance the overall scope and quality of our strategies in relation to innovation,
digitalisation and DSO.

N

1 https://www.ofgem.gov.uk/publications/riio-2-challenge-group-dno-draft-business-plan-response-letters

2 Qur report to the RI10-2 Challenge Group (westernpower.co.uk)

3Citizens Advice views on the electricity dist-ribution
ED2 - Citizens Advice



https://www.ofgem.gov.uk/publications/riio-2-challenge-group-dno-draft-business-plan-response-letters
https://customerengagementgroup.westernpower.co.uk/our-report-to-the-riio2-challenge-group
https://www.citizensadvice.org.uk/about-us/our-work/policy/policy-research-topics/energy-policy-research-and-consultation-responses/energy-consultation-responses/citizens-advice-views-on-the-electricity-distribution-network-companies-draft-business-plans-for-riio-ed2/
https://www.citizensadvice.org.uk/about-us/our-work/policy/policy-research-topics/energy-policy-research-and-consultation-responses/energy-consultation-responses/citizens-advice-views-on-the-electricity-distribution-network-companies-draft-business-plans-for-riio-ed2/

3.5. Within these headings we have taken a number of substantive actions to improve and refine our
final Business Plan. In summary these include:

Our final 42 core commitments have been consolidated and refined, ensuring measurable
outcomes and targets for every one.

This Business Plan is now based on expenditure to achieve WPD®& Best View, which
represents the most realistic uptake of LCTs and demand growth.

Clearer quantification of the efficiencies we will deliver for customers has been added,
including £723 million of embedded savings, and a commitment to achieve £95 million of
further savings in RIIO-ED2.

A new Destination Net Zero: Business Innovation & Efficiency Strategy and Whole Systems
Strategy has been written.

Included clearer explanation and examples of how innovation and digitalisation will transform
services for customers, driving efficiency and cutting edge thinking across WPD®& entire
business.

Better demonstration of the comprehensive justifications and wide range of options
evaluated for our core commitments and areas of major discretionary expenditure.

A new Supplementary Annex SA-02a: Our commitments i Justification analysis has been
written.

Updates of DSO, Digitalisation, Environment, Major Connections and Customer Vulnerability
strategies.

A reduction to six final Consumer Value Propositions.

A revised uncertainty mechanism for load related reinforcement.

An updated expenditure total and financing parameters, including cost of equity of 4.96%
(5.8%) in the first submission Business Plan in July 2021.

3.6. Our response to this feedback has been governed by our clear strategic aims to deliver a
mature and wide ranging stakeholder engagement approach that offered stakeholders
unprecedented levels of input. We therefore built on the extensive co-creation that led us to our
first draft proposals, and worked to achieve a negotiated final settlement that secured very high
levels of acceptance amongst customers, achieving a wide range of positive outcomes that
carry huge social value for our customers today and in the future.

Changes from first submission to final plan i In detail

3.7. Taking each of the six overarching change areas in turn, the following section outlines in greater
detail how feedback from our stakeholders has led to improvements in our final plan.

ChangeliEnsure that WPDOG6s plan is based o
future take up of LCTs

3.8. In the period 2023 to 2028 we will be at the heart of a radical transformation of the energy
sector, including significant changes in the operation of the energy market and our role in
enabling huge uptakes in LCTs including electric vehicles and heat pumps. We have produced
our most accurate, robust and granular forecasts of the future energy needs of our customers.
However as some key influencing factors are external, including regulatory and government
policy decision, there is some uncertainty regarding the exact pace and scale of change,
including the levels of investment required. In our first submission Business Plan WPD
identifiediaewdbCerft aciamayeintty r(dcdwei basei ewde)tapwd a
most realistic view we expect based on our forecasting and engagement with local authorities).
This Best View of the investment required on the network for the RIIO-ED2 period utilises
national forecasts, combined with local information and references common cross-sector
scenarios. The Best View identifies the most credible and likely growth requiring investment on
the network.



3.9.

3.10.

3.11.

Our July 2021 Business Plan baseline expenditure for reinforcement and strategic investment
was based on our Certainty View with a proposal that additional investment above this should
be taken forwardt hr ough a vol ume driver uncertainty
questioned whether our approach would ensure consistency with net zero targets and take
account of local customer-led drivers. We were also challenged to consider whether the
arrangements that we proposed could risk being a blocker to LCT uptake in certain scenarios.

Within this final Business Plan we have amended our approach so that our stated baseline
expenditure is now based on our Best View of the future take up of LCTs. This Best View is net
zero compliant and therefore provides confidence that we will deliver net zero targets and meet
the needs and aspirations of our customers.

As a result of this change, baseline Totex will be higher than originally presented in our July
2021 Business Plan; however, we will do all this while ensuring that customer bills remain
broadly the same as present day levels. Our current calculations estimate that the impact of the
increased expenditure would result in a £3.37 increase to the average domestic bill. We plan,
however, to largely offset that increase by delivering efficiencies, coupled with changes to the
financing parameters and other aspects of the RIIO-ED2 framework. Further detail on bill impact
can be found within Chapter 9 of our Business Plan: Financing our Plan.

Change 21 Specify clearer outcomes and strategic drivers for all
areas of our plan

3.12.

3.13.

3.14.

3.15.

3.16.

A consistent challenge throughout the feedback that we received was to ensure the presence of
a clear o6gol den t hr érnadykeytstaregicdgvaroand outtomes we ihtend
to deliver. We have responded to this by illustrating how each individual commitment and action
contributes towards a common strategic purpose and four key outcomes we will achieve for
customers. This has made our strategic intent much clearer throughout, including clarifying the
interrelationships between the strategies and annexes we have submitted.

We have introduced a new strategy document called Destination Net Zero: Business Innovation
and Efficiency Strategy. This new strategy provides a summary of our ambitious vision for the
future and identifies the key roles played by innovation, digitalisation and efficiency in driving
transformational change across the all aspects of our business and key services to customers,
in order to deliver net zero as efficiently and effectively as possible. The Business Plan, other
strategies and annexes have all been reviewed in line with this new strategy to ensure that we
present a consistent view of our strategic intent.

We have reviewed all of the commitments made within our July 2021 first submission Business
Plan and ensured that all commitments are consistently outcome focused (rather than output
focussed). In addition, we have simplified and amended the wording of a number of
commitments to ensure the outcomes are clearer. We made our targets more challenging in
some circumstances and included new measurable outcomes where required.

Four core commitments have been consolidated and merged with existing commitments, to

make the outcomes and benefits clearer. A fifth commitmenti 6 To cr eat e a | ow

technology energy advisory service for customers, providing a support service for people
looking to switch to electric vehicles, heat pumps orso | a r i hAsvéen removed.
Stakeholder feedback was clear that WPD was not best placed to directly deliver this service.

We have also added two new commitments:

In line with our review of the business plans published by other DNOs we have introduced
Commitment 1571 To achieve a 10% net gain in biodiversity (in line with nationally
recognised assessment tools) for new major projects and for selected primary and grid
substation sites.

mec hani

carbo



Commitment 25 - Build decarbonised communities and local energy schemes by providing
£540,000 shareholder-funded support per year to install solar PV on schools in areas of high
economic deprivation.

3.17.  We have enhanced existing commitments in some circumstances; for example, commitment 33,
which relates to improving network reliability, has been updated to incorporate our plans to
utilise vulnerable customer data to prioritise network improvement schemes. For commitment
26, which relates to customer satisfaction levels, we have increased our ambition from 90% to
93% in light of updated baseline performance data from the latest 2020/21 regulatory year.

3.18.  Our CEG challenged us to further justify that we are best placed to deliver the actions
associated with each of the CVPs identified in our July 2021 first submission Business Plan, and
to give the most robust view possible of the positive value we will deliver by doing so. To
ensure that we followed a rigorous and best practice approach, we engaged external
consultants to benchmark our CVPs. As a result, we have reduced the number of CVPs from
eight to six. We will no longer progress with the following as CVPs:

Create a National Energy Plan for Wales: Since our first submission was published in July
2021, the Welsh government has already initiated this process and we will therefore support
their activities as the most efficient and effective way forward. As such, this activity no longer
meets the definitions specified for CVPs and has therefore been removed.

Create a low carbon technology advisory service for consumers: As detailed above, our
stakeholders felt that WPD was not best placed to deliver this service and risked duplicating
the efforts of well-established community outreach organisations. Instead we will look to

partnerwithanumber of these agencies and integrate thei]
range of support schemes in relation to addressing customer vulnerability and alleviating fuel
poverty.

3.19.  We have amended our CVPs to update the calculation of the benefits that will arise from
delivery of the proposals, set out clear plans for how WPD will track delivery, and explain our
justifications and stakeholder support for why we believe WPD is best placed to deliver the
initiatives. We have also clarified how the proposals deliver si gni fi cantly beyond 6
Usual 6 activities for DNOs and surpass Ofgemds bas
views and identify how the proposals link with the strategic aims of the wider Business Plan.

3.20. We have reviewed a number of specific requests to provide further information or to make
existing information clearer and we have made amendments to the plan where we consider this
appropriate. Examples of additions/amendments that we have made at the request of
stakeholders include the following:

Identifying our expected network capacity position at the start of RIIO-ED2 within Annex 6a,
Load Related Expenditure.

Providing region specific bill impact data within Chapter 9 of the final submission Business
Plan

Updating our methodology to determine a more robust estimation of our PSR reach.

Introducing energy efficiency as a product within our DSO Strategy and our Vulnerability
Strategy.



Change 31 Enhance the justifications for all core commitments and
areas of significant spend, including setting out the full range of
options considered when identifying investment

3.21.  The CEG challenged us to ensure that our Business Plan is well-justified against a broad range
of criteria, and that our final core commitments are sufficiently comprehensive and ambitious.
We have used the assessment criteria developed by the CEG in order to test our approach and
made a number of changes as a result of the feedback we received. The criteria require that
WPD must:

i. explain why actions are appropriate for a DNO to undertake (WPD best placed to deliver) and
that electricity distribution customers should fund;

ii. demonstrate that we have considered alternative approaches to meet these objectives and
explain why the proposed approach is best;

iii. demonstrate that the costs are efficient and that the benefits of the actions plausibly outweigh
the costs (recognising benefits may not all be quantifiable and may be uncertain);

iv. test whether a representative sample of customers, as well as stakeholders, supports the
Business Plan when properly informed of the costs and benefits;

V. propose how the initiatives included will be treated in the price control so that customers are
not exposed to unacceptable risks (e.g. paying and not getting the benefits);

Vi. provide any assurance undertaken or commissioned by WPD and explain how this has been
taken into account.

3.22. Our final plan now includes a new annex, Supplementary Annex SA-02a: Our Commitments T
Justification Analysis. This document demonstrates how each core commitment was
developed, and the options that we considered, in order to demonstrate clear justification for our
proposed activities.

3.23. WPD is required to submit Engineering Justification Papers (EJPs) for major projects or
aggregated investment programmes aimed at reinforcing the network or improving asset health.
All EJPs have been reviewed following our July 2021 first submission Business Plan to provide
a greater level of detail on the reasons for investment, the benefits of investment, and to reflect
our final expenditure proposals. Reinforcement EJPs have been aligned with our Best View and
we have introduced 6Touch Once to 205006 considerat
of early investment.

Change 41 Clarify how innovation and digitalisation are embedded in
all we do and quantify the efficiencies it has led to

3.24.  The CEG challenged WPD to make the most of opportunities for transformative change by
demonstrating that we will continue to take an integrated, holistic and far-reaching approach to
digitalisation and innovation. We have reviewed the Business Plan to ensure that we present
clear evidence of how innovation and digitalisation are embedded in delivery across a range of
our operations and how they contribute to our transition to a smart, decarbonised energy future.
Within Chapter 3 of the final submission Business Plan: ®elivering a smart and flexible
electricity networkdwe have set out specific proposals for how we will utilise innovation and
digitalisation to drive enhancements in the following core areas of our Business Plan delivery:



A smart and flexible network
Delivering an environmentally sustainable Community energy

network Environment and sustainability
Innovation and digitalisation
Customers in vulnerable situations
Meeting the needs of our consumers and network | Social Contract

users Customer service

Connections

Network resilience

Safety

Business IT security and cyber resilience
Workforce resilience

Maintaining a safe and resilient network

3.25.  The impact of our utilisation of innovative and digitalised solutions across our business is
already significant. The Business Plan includes £723 million of embedded efficiencies that have
been driven by these approaches, evidencing the way in which our innovation and digitalisation
activities have already delivered benefits for our day to day business operations.

Change 51 Update the financing parameters and assumptions to
reflect the very latest modelling

3.26. We received a range of feedback in relation to the financing of our plan and undertook renewed
modelling in order to test the appropriateness of our assumptions before the submission of our
final plan. We have made a range of changes as a result, which are detailed within Chapter 9 of
the final submission Business Plan, entitled Financing Our Plan. In summary, key changes
include the following:

Our July 2021 plan was submitted on the basis of a Cost of Equity of 5.8%; we have updated
this to 4.96% for the final Business Plan.

The cost of debt has also been updated from 2.087% to 2.217%.

Further information has been provided in relation to dividends and updated assumptions
behind this.

3.27.  We were challenged to ensure that we had applied appropriate rigour to identifying potential
efficiency opportunities with the aim of providing best value to the customer. We identify two
types of efficiency:

Catch-up efficiency: This is based on service performance improvements that we have
identified and developed throughout RIIO-ED1 that will be rolled out and applied across our
business in RIIO-ED2.

Ongoing-efficiency: This relates to our ability to make further incremental gains in
productivity over the course of RIIO-ED2.

3.28.  We have reviewed our forecasts for catch-up efficiency and ensured that these are clearly
identified within Chapter 6 of the final Business Plan, on Expenditure. In addition to internal
scrutiny, external benchmarking has been applied to our asset replacement unit costs. In brief,
WPD has built efficiencies into our plan which will avoid £723m of additional Totex funding.



£818 million of efficiencies are embedded in our
business plan
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Figure SA-05.6: overall efficiencies
3.29.  These efficiencies fall into the following high level categories:

Digitalisation initiatives in connections

Flexibility and smart grid developments

Updated managed wayleaves policies

Unit cost efficiencies

Working smarter

Owning and operating a cleaner, safer and more efficient vehicle fleet
IT and system initiatives
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3.30. For ongoing efficiency, which reflects our view of the efficiencies that future changes will enable
us to make during RIIO-ED2, we have increased our assumptions from 0.3% to 0.5% per
annum. This is equivalent to £95m over the five years of the RIIO-ED2 price control.

Uncertainty mechanisms

3.31. Our uncertainty mechanisms have also been reviewed in detail. We have participated in
ongoingcross-i ndustry discussions via Ofgemb6s Strategic |
also participated in direct bilateral meetings with Ofgem. We have refined our uncertainty
mechanisms to make them more efficient, transparent and practical to deliver, limiting the
burden on licensees and Ofgem in order to achieve regulatory efficiency. We are confident that
our mechanisms will actively support stakeholder uptake of low carbon technologies.

3.32. Uncertainty mechanisms are financial mechanisms that flex the allowed revenues for DNOSs,
linked to changes in requirements not factored into baseline allowances, thereby protecting both
customers and companies from risk. In the case of the uptake of LCTs, including electric
vehicles and heat pumps, uncertainty mechanisms will ensure that we can quickly and efficiently
facilitate increased spend if the pace of change dictates additional activity but also to protect the
customer if the rate of change is slower than anticipated.

3.33. Our Flexibility Allowance uncertainty mechanism, a subset of the load related expenditure
uncertainty mechanism, has been fundamentally changed. Within our July 2021 first
submission Business Plan we proposed a volume driver; however, this approach was
challenged on the basis of value to customers. We have since reviewed our approach and
proposed a new mechanism where we are rewarded not on the basis of volumes delivered but
by taking into account the type of solution delivered (i.e. whether undertaking conventional
reinforcement or utilising flexibility services), thus ensuring that the reward is appropriate for the
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type of solution delivered. This will ensure that WPD is not rewarded at the expense of
customers and vice versa.

Change 61 Further enhance the overall scope and quality of our
strategies in relation to innovation, digitalisation and DSO

3.34. Both the Customer Engagement Group and Ofgemds Cha
further enhance the scope and quality of our strategies for innovation, digitalisation and DSO.
We have reviewed our strategies in line with the detailed feedback we received, recognising the
importance of implementing cultural change within the wider business in order to fully embed
the delivery of these strategies and ensure the impact and benefits extend to all areas of our
service.

3.35. Key changes for the DSO strategy included:

reviewing our approach to governance and ensuring that appropriate steps are taken to
ensure the independence of the DSO T including the establishment of a separate DSO
Energy Management Centre focused on real time decision making,

providing clarity on the power and energy impacts on our network of the changes we are
making, and

identifying the impact of stakeholder engagement on our approach to flexibility.

3.36. Key changes for the Digitalisation Strategy included:

ensuring that the means of measuring the success of our actions were tangible and
guantifiable,

providing greater clarity on the benefits of our actions to customers and stakeholders and
including case studies to assist this process,

describing risks to progress and how we intend to mitigate these risks, and

providing more information on our strategy for engaging with digital solution users.

3.37. Our new Destination Net Zero Business Innovation and Efficiency Strategy summarises key
messages for innovation, including:

the creation of an innovation, coordination and rollout team to share innovation best practice
across the company,

the importance of clear governance processes, and

the introduction of inter-dependent portfolio themes for innovation which underpin business
improvement and transformation as a whole.

3.38. As a result of this review process we have also undertaken the following:

Identified within strategies the relationship between innovation, digitalisation, DSO and our
Business as Usual activities.

Signposted upfront where our strategies overlap, enabling readers to cross reference
activities across strategies.

Developed a Whole Systems Strategy which identifies our ambition to collaborate with
stakeholders across a range of vectors to deliver net zero.



4. Our Business Plan engagement

approach

Our objectives

4.1.

4.2.

4.3.

22

Furthest reaching
engagement
programme ever

Every key decision
well justified

Evidence of
influence at every
stage

Unrivalled
transparency and
accountability

High ambition

Frequent, challenging and high quality engagement with stakeholders is crucial to the success
of any organisation and is the core foundation on which our Business Plan for RIIO-ED2 is built.

Our overarching goal for engagement when building our Business Plan was to deliver the most
extensive and impactful programme possible. We sought to deliver the highest quality
engagement, identify our broadest stakeholder audience ever (including new and emerging
groups) and engage using a range of techniques specifically tailored to our stakehol d er s 6
diverse and bespoke needs.

Our objectives were to deliver:

Highly robust
insights

Capture a robust view of what is expected by the broad range of
stakeholders across our area

Deliver the best, most wide-ranging stakeholder engagement
programme, in terms of:

i Size and breadth of programme

1 Widest scope of influence ever for stakeholders

1 Engagement led by the experts and those responsible for delivery
within WPD (to ensure discussions are as productive and
meaningful as possible)

f Ensuring a range of accessible
preference for engagement i including in person sessions, online
forums, social media, webinars and surveys.

Ensure every decision in the Business Plan is well justified and plans
are co-created with stakeholders wherever possible

Demonstrate that engagement has extensively influenced our decisions
at every stage of the preparation, development and refinement of the
Business Plan

Set new standards of transparency and accountability by simplifying and
sharing the Business Plan with customers and stakeholders wherever
possible

Deliver a highly ambitious and efficient Business Plan i shaped entirely
by stakeholder needs and priorities (today and future) 7 that will act as a
vehicle to achieve highest possible levels of service and performance for
customers.
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Working with stakeholders to agree our approach

4.4,

4.5.

4.6.

4.7.

4.8.

23

Before commencing our engagement programme for RIIO-ED2, in 2018 we began by asking
themsel ves

stakehol

der s

should look like for WPD.

The aim of this activitywa s

to

explore

to

ways

hel p shape

t o

and

stretch

def i

identifying the maximum range of Business Plan components they felt they could shape, and
the level of support they would need to do so. We also sought their insights to determine the
most effective engagement mechanisms for Business Planning and the amount of decision

making power stakeholders should be given.

In an innovative step, we invited Citizens Advice to present at a series of six stakeholder

workshops (see figure SA-05.7) held across our region to discuss ways in which all DNOs
could give customers a stronger voice in future Business Planning. In response, stakeholders
were clear that they wanted WPD to allow them to have a much broader influence than ever
before. We also asked which stakeholder segments were best placed to review the following
Business Plan component areas and to rate their importance (see figure SA-05.8).

Figure SA-05.7:

Ci
Senior Policy Researcher presenting at
a WPD stakeholder event
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SA-05.8: Areas of our Business Plan

influence

stakeholders indicated they would like to

At subsequent stakeholder events in 2018 and early 2019 (see Appendix A01), we worked with

stakehol

der s

to

agree

WPDO6 s

engagement

approach

We set ourselves a number of challenges, which involved seeking stakeholder views to help
answer the following questions:
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Are we speaking to the full spectrum of people
impacted by our operations now and in the future?

Maximum inclusivity:

Are we always avoiding asking leading questions -
handing the decision making power to stakeholders
themselves and allowing them to start with a
blank sheet of paper?

Maximum maturity of
approach - targeting
co-creation and negotiation:

Most importantly, are we turning these conversations

. . into meaningful and measurable actions to improve the
Maximum impact:

lives of the people who rely on us every day, and to allow
stakeholders to track the results of their feedback?

Maximum inclusivity

4.9. We adopt the widest possible definition of the term &takeholderd with the ambition of engaging
anyone who has an interest in, or is impacted by, our operations. This can present its own
challenges as each group brings a unique perspective and set of priorities, meaning WPD has
to work hard and create the right conditions to achieve compromises and build consensus (see
figure SA-05.09). The key to overcoming this has been to work closely with our stakeholders,
balancing the various considerations and reaching a consensus that works for everyone
wherever possible. After all, their views reflect the diversity of our 8 million customers, who pay
for the work we do and therefore have a right to influence our service.

410, The term O6st ake""m‘" — “
therefore inclusive of, but
broader than, our bill paying
customers. Therefore, when
referring to our customers,
WPD does not distinguish
between connected, bill paying
customers (currently 8 million)
and wider consumers (anyone
in the region who uses
electricity from the network,
including young people and
future customers). When we
speak of a customer we are
inclusive of both, as we do not
differentiate how we deliver
our day-to-day services and
customer access channels
based on this distinction.
Customers and consumers i

all are treated equally. Figure SA-0509: The scale of WPDO0s engage
workshops, held in roundtable formats with stakeholders
from different perspectives on each table to ensure issues
are debated and priorities placed into their broader context
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4.11.  As such, we work to the broad definitions shown in figure SA-05.10:

Individuals, organisations, representative bodies or
businesses that are affected by WPD, or can influence/affect
Stakeholders our operations and/or performance (including those with a
legal, financial or operational responsibility to do so)

Customers Anyone in our area who uses electricity from our network:
-This is inclusive of8milout not
connected bill payers

Figure SA-05.10: WP DG6s definition of Ostakehol derd

4.12.  We have a good track record of working closely with customers i with a comprehensive
stakeholder engagement strategy which has been in place since 2007. The overarching strategy
is enduring, extensive and consistent - ensuring that a clear focus and continuity of our core
objectives is maintained. Key components of this strategy can be found in section 10 below,
along with details of how our ongoing stakeholder engagement strategy will be delivered during
RIIO-ED2. We know that adaptability will be crucial. While the core principles remain consistent,
the strategy is highly adaptive to changes in stakeholder expectations and the environment in
which we operate.

413. A critical first stage in WPD6s engagement strateg
database, in order to identify new and emerging stakeholders, as well as evolutions within
existing stakeholder groups. For example, within existing stakeholder segments, such as local
authorities, we have seen the emergence of new specialisms including those with
responsibilities for net zero planning, low carbon technologies and smart city projects. We have
also seen entirely new stakeholders emerge, including electric vehicle charge point operators
and flexibility providers.

4.14.  Ahead of each round of engagement events, we task an independent research consultant to
source new, specialist contacts to match the topics covered.

4.15.  As figure SA-05.11 outlines below, the types of stakeholders that have participated in our
engagement in order to build our RIIO-ED2 Business Plan include:
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Stakeholders
Industry, workforce
and supply chain

National policy

Local energy
influencers/partners

Customers

Central
government

departments
(e.g. BEIS
OLEV etc)

Trade press

Industry
bodies

——

Local
authorities

Local
government
)

Energy
Networks
Association

Welsh
Assembly
Members

——

Etc...

Local
enterprise
L partnerships

Mayors and
combined [
authorities

Domestic

,—
g

-[ Business

—

[ Suppliers

]‘_ Transmission

companies

Future Fuel poor

representatives

Vulnerability
representatives

i

Charities

r N

Community || | Highways
energy 1| agencies
groups « —

Consumer
interest
bodies

Healthcare

—

- N
J— -
Universities | |_|Environmental

and research H groups
institutes
— Etc...

Figure SA-05.11: Types of stakeholders

[

Gas
distribution
networks

—

Innovation
H  project

| partners
l WPD staff I— Supply
 chain and

_contractors |

I Shareholders I—

Trade
l Investors I—[ Unions l

Parish | | Emerg_ency
councils | services
Distributed
generation || Storage/
renewables
|
Aggregators ——
| | Flexibility
[ ] roviders
Developers P
p
Energy a Major
consultants connections
Independent | | [
DFI,\IOS Independent
—H connection
Non- providers
government D—
- ——
organisations Trade

- associations
Major energy

users

i
[

Etc... Academics

EV charge
point
installers /
manufacturers

|

Maximum maturity of approach i targeting co-creation and

negotiation:

Etc...

The aim of our engagement has always been to give customers a very strong voice in our

planning process. To do this, we have organised bespoke co-creation engagement events to

to i

nfl uence

and shape

our

d-epdsions

We challenged ourselves to go significantly further than our programme for RIIO-ED1 (which

received a very high rating for stakeh ol der engage me+drdack @ach@ lwpasOfod am)t,

asking stakeholders not only to influence, change and refine our plans - but to take part in co-
creating our plans from the outset, starting from a blank page (see figure SA-05.12).

4.16.
enable stakeholde r s
way possible.

4.17.
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WPD

Inform Consult

Involve Co-create Negotiate

Opportunities | Open to Priorities Commitments | Precise

to make influence directly co-created commitment
comments on | and reflected with levels
pre-written addressing | in acfions | stakeholders negotiated

commitments | concerns developed | from scraich

Maturity of programme & stakeholder input in decision-making

Hosted events
for deliberately
selected

Co-created
Customer commitments
Collaboration refined with
Panel- stakeholders.
Independently led] Precise targets
roundtable negotiated to
discussions with balance
participation from slakeholder
priorities and
requests with
policy/action plan pragmatic
drafting. delivery
considerations.

Inviting
slakeholders to
get involved stakeholders
online and to give with
their views on the | presentations,
business plan by | sharing plans
taking partinan | for the future
online survey | and asking for
which asks for | feedback on

Deliberative
workshops
aimed at
understanding

what customers
prionlies are
now and what

For example:

priorities
previously
identified.

feedback on
specific ideas.

in the future.

Figure SA-05.12: Levels of engagement maturity and the extent to which stakeholders have
influence over decision making

4.18.  To ensure we delivered the most effective engagement programme possible to address the
needs of a broad cross-section of stakeholders, we commissioned an independent review of
best practice approaches to engagement. The review covered a wide variety of sectors
including water, gas and rail and revealed a broad range of engagement activities by these
companies.

r

4.19.  This report (see Appendix A02), alongside feedback
received from direct engagement with Citizens Advice,
helped us to identify a five-stage scale for the maturity of
stakeholder engagement programmes across a range of
UK industries. It revealed that the majority of utility
companies across water, gas and transmission sectors
have traditionally deolnisvuelrteg
engagement, where stakeholders were asked to consider
a range of pre-written commitments and options, but
rarely had the opportunity to develop these with the
compani es 0 fO®ndheocsasionavtherdtbey
did so, these were within pre-set parameters often
shaped by the existing activities historically delivered by
these companies.

4.20.  We challenged ourselves to deliver a programme that
moved significantly beyond these standards. After all, we
recognised that RIIO-ED2 was always going to look very
different for our customers as the UK moves rapidly

towards a zero carbon future. Electricity demand is likely Figure SA-05.13: Stakeholders
to rise; there will be a further acceleration in renewable, starting from a blank page to
decentralised energy generation, a huge growth in begin to specify their priorities
electric vehicles and substantial changes in the way we and the actions they would like
heat our homes. |t BusinessPare n WPD tolake o address them

drives that change, seizing on the opportunity to achieve
decarbonisation at pace. Therefore it was essential to
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enabl e stakehol ders to st aandtoskttheimbwradesirddlowiconkes s heet o
for what WPD should deliver for customers in this new and exciting low carbon energy future
(see figure SA-05.13).

4.21.  We targeted maximum stakeholder input in our decision making based on this scale and, where,
possible stretched beyond this model to achieve new standards for achieving negotiated,
collaborative Business Plan settlements with our stakeholders. We have sought to deliver co-
creation with stakeholders at every stage of our RIIO-ED2 Business Plan engagement process.
Moreover, once initial proposals were developed with stakeholders, we then sought to progress
to work in partnership with them to agree the precise commitment levels (including considering
multiple options for varying levels of ambition) and targets they wanted to see WPD deliver.

4.22. During the process of planning for RIIO-ED2, there were key environmental and regulatory
obligations and government policy decisions that we must deliver (e.g.thegover nment 6s t ar g«
for net zero carbon emissions by 2050). There were a number of key focus areas we therefore
anticipated being included in our Business Plan. For example, the shift to build and operate a
smarter, more flexible energy network, and work to facilitate the connection of increasing
volumes of electric vehicles and other low carbon technologies were highly likely to feature. Our
expertise in running the electricity network for many generations, together with our longstanding
stakeholder engagement track record, also means we have built a considerable knowledge to
anticipate some customer needs. However, we are always mindful never to assume.

4.23. In a number of areas, stakeholders want us to build on our already impressive track record of
delivery and achieve incremental improvement, but in others they may want to propose entirely
new ways of operating out si Therefaod, it wadivéal thakwec ei ved 0Os't
asked open, non-leading questions to understand stakeholder requirements of WPD. For this
reason, we sought to provide only essential context and information on our current baseline
performance.

4.24.  While in many cases the priorities and actions suggested by stakeholders have not come as a
surprise, starting from a blank sheet of paper was intended to:

L 2 3

Refine, challenge Identify significant Invite suggestions
and update our changes in for how we can
understanding expectations improve, change
of stakeholders or evolve our
priorities operations
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Maximum impact:

4.25.

4.26.

4.27.

29

We are driven at all times by
the mantra that &ngagement
leads to actiond After every
major workshop, we
published an independently-

. Complaints

BAU engagement

. Bilateral meetings .
. Customer satisfaction -

Targeted engagement

Additional sources

Workshops .
Surveys .
. Willingness to pay .

:— oo:
<

Research
Legislation
Regulation

produced findings report so
that stakeholders have full
transparency of the feedback
we have received. To ensure
we structured all opinions

A J

S

A

Stakeholders

Event N
and methods, we put ventope ame
appropriate architecture in Region Segment
place (summarised in figure N B
. te
SA-05.14) to effectively : nowiedaeiene
collect, organise and s
visualise: 5=\ €
_E_-_,?-.. il il
1 The sources of Synthesisreports,  Engagementdashboards,
information providing all feedback  breaking down coverage to
(engagement research on a specifictopic identify gaps/ weaknesses
etc.),

1 The stakeholders we Figure SA-05.14:

interacted with

Summary of

Community updates,
building trust with the public
with 'you said, we did’

WP D6 s

Feedback

Stakeholder
Event

Topic

app

organise and visualise stakeholder feedback received

1 The feedback collected.

As outlined in section 6, after each phase of our
stakeholder engagement programme, we
produced a synthesis report summarising all of
the key feedback received. This helps to provide
the physical thread between the engagement
conducted, the feedback collected, and the
decisions made in response. It enables us to
demonstrate at the end of each stage of
engagement, whose feedback has shaped our
plans and proposals at that point, and in addition,
gives our stakeholders assurance that key items
of feedback have not been overlooked.

To clearly demonstrate the impact of feedback on
our Business Plan, in 2018 we agreed with
stakeholders that we would publish four versions
of our plan for them to scrutinise (see figure SA-
05.15). This meant that we published two draft
versions of our Business Plan ahead of the first
submission to Ofgem in July 2021 and consulted
again ahead of our final submission. This has
maximised the opportunity for stakeholders to
understand how we have arrived at our proposals
and to provide additional input.

Business Plan 1

Jan 2021

Business Plan 2

Feb

Published for stakeholders

Consultation & research

Published for stakeholders

Apr
Consultation
& acceptance
May testing
Jun

Business Plan 3

First submission to Ofgem
& published for stakeholders

Aug

Sep

Consultation & refinement

Oct

Nov

Business Plan 4

Final submission to Ofgem
& published for stakeholders

Figure SA-05.15: WPD06 s

process

four versions of our Business Plan
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A seven stage engagement process

4.28. Our engagement approach during the RIIO-ED1 process involved consulting with stakeholders
heavily in our decision making and followed a three stage engagement approach, with a further
twostagest o be compl et ed af t etoOfgetm.erhispappaoach was awardedi s si on
a 6 g K(pestive)rating by Ofgem and cited as a key contributory factor in the decision to fast
track our Business Plan. It encompassed:

1) Preliminary engagement; 2) Willingness to pay research; 3)

I € EVE B Business Plan development and consultation.

4) Business Plan outcomes; 5) Business Plan delivery/performance

Post submission: -
review

4.29. Before RIIO-ED2, we learned from best practice and identified opportunities to go even further
than our counterparts in other industries, delivering an industry leading stakeholder engagement
programme. As outlined above we also hosted @re-ED2 workshopséto ask stakeholders how
they would prefer to be engaged and to outline their desired levels of involvement. Acting on this
feedback, we built an engagement programme to deliver co-creation, improve on our leading
approach to engagement in RIIO-ED1 and ensure the Business Plan is built in a staged, phased
way with multiple points of stakeholder refinement and endorsement up to the final submission
of the plan.

4.30. For RIIO-ED2, we agreed with stakeholders to deliver a seven stage engagement process,
factoring in time for ®&uekesnPanrmdé f ianemlédnpdetailtd s¢ ages

social val ue BusemessePlanath e pinande testingd, which our
only the best stakeholder engagement programmes undertook in water, gas and transmission
sectors.
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4.31.

stages is as follows:

Deliverable(s)

Stage 1:
Preliminary
engagement

Stage 2:
High level social
value research

Stage 3:
Business Plan
development

Stage 4:
Business Plan
refinement
(detailed social
value research)

Stage 5a:
Business Plan
further refinement

Stage 5b:
Business Plan
gap analysis

Stage 6 (post
submission):
Business Plan
monitoring

Identify the high level outcomes
WPD should commit to deliver.

Identify initial stakeholder priorities
(areas where outputs and
performance improvements are
expected); to ensure all
stakeholder interest areas have
been recognised.

Identify suitable representatives
for future engagement.

Identify specific improvement
levels within each priority area and
their value to customers

Co-create early commitments with
stakeholders

Develop initial costing for each
commitment

Negotiate output levels and refine
our commitments

Present the final plan to
stakeholders for review (and
voting) before first submission to
Ofgem

Identify refinements to
commitments based on
stakeholder feedback.

Present the final plan to
stakeholders for review (and
voting) before submission to
Ofgem.

High level outcomes
Stakeholder priorities (grouped
under outcomes)

High level view of stakeholders
to engage

Evidence of value placed on
each high level priority area
Evidence of
preference/expectation for
service improvement levels

1st draft of commitments
(grouped under
outcomes/priorities)

Initial costing for commitment
(and therefore Business Plan
as a whole)

2nd draft of commitments
Updated costing for each
commitment based on changes

Stakeholder approval of the first
submission

Stakeholder approval of the
final plan

Establish preference for
new/revised commitments
Establish acceptability of CVPs

Identify the key performance measures stakeholders would like us to use

to monitor progress against our promises

The process (figure SA-05.16) followed by WPD to build our Business Plan with stakeholders in

Jan'i
Nov 2019

Nov 2019
T June
2020

Febi Oct
2020

Oct1 Mar
2021

Mar - July
2021

Aug 1
Dec 2021

2022



Stage 7 (post Provide an update on our progress in delivering the Business Plan, our

submission): performance against key output measures and identify areas of 2023
Business Plan emerging stakeholder interest or concern

performance

review

Figure SA-05.16: Stages of our stakeholder engagement process for RIIO-ED2

Overarching strategic principles

4.32. Using this process, we have shared our proposed actions at an early stage, addressed any
feedback and continually refined and added detail to our commitments. This has resulted in the
most scrutinised, well justified, stakeholder-endorsed plan we have ever produced.

4.33.  We focus on building long term relationships with stakeholders, who frequently return to engage
with us because they recognise the value we place on their feedback. To continue this success,
we must challenge ourselves to develop our approach further, learn from best practice, and
seek to deliver our most pervasive and stakeholder-led engagement programme ever.

4.34, Our enduring strategy for ongoing engagement is set out in section 10 and many of the
principles that have proved so successful during the Business Planning process will therefore
continue. In summary, our approach has been guided by five key principles, to be:

. Inclusive: Our plans are designed to deliver for all stakeholders, including the hard
to reach and seldom heard voices. We have explicitly targeted and represented
these within the various 6éend userd surveys,
have undertaken. We have identified new, emerging and increasingly local
stakeholder groups, as well as changes in the needs of existing stakeholders.We
used a wide variety of engagement methods to
size-fitssal | 6 approach. T hieincludeng @it face w ¢acesamdlam ¢ t
online portal T are designed to suit the type of stakeholder, and make it as easy as
possible for them to respond.

II.  Transparent: This means means publishing all feedback we have received and the
actions that have resulted from it. We have shared the findings from each individual
engagement activity and have also produced a standalone synthesis report after
each engagement stage (see figure 5.5 for an overview of our engagement stages).
These were produced by an independent, third party to combine the feedback
received objectively and to present the key findings in a single, comprehensive
report.

[l Proactive: We identify and proactively reach out to stakeholders so they do not
need to contact us and do not exclude any group. We have built trust by ensuring
engagements include the full range of stakeholders and have demonstrated a lasting
commitment to acting on their feedback. We use it to influence short and long term
planning, extending beyond the five year RIIO-ED2 period.

V. Purposeful: The intention of every engagement is to learn, improve and co-create
our plans with stakeholders. Our focus is always on meaningful, two-way
engagement that shares decision-making power with stakeholders and directly
shapes our actions. We avoid short survey responses and other information
gathering that makes it difficult for stakeholders to offer detailed responses.

V. Expert-led: Our engagement programme is led by expert business owners, with
significant experience who has direct responsibility for acting on insight.
Stakeholders tell us they value the fact that the WPD staff responsible for acting on
their feedback are also the ones who participate in the delivery of the engagement.
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4.35.

4.36.

33

For this Business Plan, we have
engaged with our largest number and
most diverse range of stakeholders
ever. Their respective knowledge,
interest and direct experience of WPD
and/or the wider energy sector varies
significantly. In response we have

Those we work

their knowledge
or whose role
necessitates a
detailed interest

closely with to build

broadened the range of engagement
technigues and mechanisms, tailoring

these to best suit the audience and
utilising best practic
sizefitssal | 6 approach. The
select must suit the type of stakeholder

we are engaging, not what is

convenient for us. When tailoring our
programme in this way, we considered
stakeholders in relation to the following

matrix (figure SA-05.17):

fairly regularly with
WPD

Those impacted
by WPD but with
little knowledge
of us

Those who interact

In doing so, we aim to include

stakeholders from all levels in our

Business Planning processes, and to

avoid giving disproportionate attention

to those who are 061 ou

resourced to engage than others. This
. . Volume of stakeholders -
includes reaching out to hard-to-reach

consumers who may not have Figure SA-05.17: Knowledge and interest
participated in engagements before. levels of our stakeholders

Those impacted
in the future by
decisions we
make today

5
~

A unique selling point for WPD is that we ensure a rich diversity of viewpoints at every major
engagement event. As a result of our efforts to update our stakeholder database frequently, we
are able to ensure the following stakeholder segments are regularly featured alongside one
another at events:

Local authorities Consumer bodies

Energy consultants Government representatives

Domestic customers Environmental groups

Parish / community councils Industrial customers / major energy users
Community energy groups Major connections customers

Business customers Storage and renewables provider / installers
Developers Trade associations

Utilities Vulnerable customer representatives
Charities Other

Independent Distribution Network
Operators / Independent Connections
Providers

While these groups inevitably have differing opinions on some topics, by hosting mixed,
roundtable format discussions, it helps to place their requirements in the broader context of the
full range of factors WPD must consider within its Business Plan. It also helps to enhance the
knowledge and understanding of our stakeholders. By ensuring stakeholders do not operate in
an echo-chamber with only with likeminded participants, this helps us to build consensus and
understanding of the full range of actions WPD is required to take, and that customers are
asked to fund. By doing this, we find that stakeholders are largely very understanding and open
to the views of others, and that consensus can be reached.
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Commitment at senior level

4.37.  With 6,500 employees serving 8 million customers, the efforts of every single person at WPD
play a fundamental role in achieving our goals.

438. WPD6s culture empowers staff to take personal resp
outcomes for customers. Each employee understands the essential part they play to engage our
stakeholders and how this feedback is used to adapt, improve and drive positive impact for our
customers.

4.39.  This ethos stems from strong leadership and commitment to engagement at a senior level.
Seventy senior managers have facilitated stakeholder workshops as part of this Business

Planning process,and WPD6s CEO and Directors have personally
stakeholders too (see figure SA-05.18). They have facilitated roundtable discussions at our
overarching stakeholder workshops, participated intopic-s peci fi ¢ surgeries, atten

Customer Panel (CP), Connections Steering Group and RIIO-ED2 Customer Engagement

Group (CEG). In addition, they have held bilateral engagements with Members of Parliament,

the Department for Business, Energy and Industrial Strategy (BEIS) and Ofgem, particularly on
keyaspects of our delivery t o netzepphegreentedoeeryUKS6s achi
from Covid-19, and our industry leading support programme for vulnerable customers which are

integral components of our Business Plan.

More than 70
senior managers
have facilitated
stakeholder

workshops
Il ncludi ng
CEO and Directors

Figure SA-05.18: WPDb6s CEO, Phi l <
discussions at a stakeholder workshop.

The environment we expect to operate in

4.40. WP D @ssiness Plan sets out an ambitious programme of work to drive transformation in the
energy market, including the decarbonisation of transport, the widespread adoption of energy
flexibility services and support for the ambitious, bespoke energy plans in the local communities
we serve.

4.41. Key changes in our operating landscape for RIIO-ED2 include:

I.  Our vital role delivering net zero:

1 Low carbon technologies are already changing energy flows across the distribution network,
in particular on the low voltage network. On top of this, demand for electricity is expected to
rise significantly. These huge increases are largely a result of increased local generation,
and the growing use of electricity for transport and heating.

1 As a Distribution Network Operator with a Distribution System Operations function, we have
a fundamental responsibility to help deliver i and not just facilitate -t he gover nment 6s 2
net zero target. Stakeholders do not want us to be passive. Instead, they believe we should
be a key driver and innovator of the changes needed. That means we must actively
encourage the connection of O0clean6 | ocal gener at
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uptake and develop new ways of utilising existing capacity through extensive flexibility
services, avoiding the need to build bigger networks.

II. Localism and supporting the bespoke energy plans of individual communities:

1 Netzero is a national target but will be delivered
the local authorities have declared climate emergencies, setting targets well in advance of
2050. It will take a co-working approach between WPD and a wide range of stakeholders to
achieve an effective, decentralised energy system to deliver these ambitious targets.
Change is happening at different pace across sectors and regions. For example,
Lincolnshire (which has significant coastline with offshore wind) is planning to connect high
volumes of distributed generation to our system, while urban areas like Nottingham and
Bristol, which have set ambitious decarbonisation goals of 2028 and 2030 respectively, are
pursuing huge increases in electric vehicles to decarbonise transport, alongside other key
measures.

1 This is why our engagement strategy could never follow a 6 o siee-fitssal | 6 appr oach.
Instead, we must adapt our strategy to meet the differing requirements of our stakeholders
and to tackle the very individual and complex issues facing each region. This calls for
increasingly localised engagement. We must engage with local stakeholders to understand
their existing energy plans, which can then be fed into our future energy scenarios. Equally,
we will provide stakeholders with details of our modelling to help inform the creation and
updating of their local energy plans.

. Delivering an O0open dataodo future:

1 To deliver net zero, we not only need to change the way energy is used and delivered; we
also need to ensure that the data that underpins this change is effectively utilised.
Stakeholders are already asking for access to more and better quality data to help plan their
own energy initiatives.

1 Data will be vital to show how and when electricity is being used and to avoid disruption to
the network, as changing electricity habits make demand much less predictable in the
future. Factors including 6clustering6, where se\
same street, and contrasting behaviour, for example where one consumer charges while
another discharges, will drive significantly different flows on low voltage (LV) networks.
Where the LV network becomes stressed and complicated, more detailed analysis is
required i and that is where access to data is vital. Without data, the increased usage of
electricity and changes in customer behaviour could cause massive disruption to the
distribution network system.

1 Data will be required to inform key network management decisions on investment or the
development of Distribution System Operator services, including demand side response,
flexible additional generation or flexible demand/access arrangements. Stakeholders expect
us to adopt an open data policy, sharing all data unless restricted by privacy, security or
commercial confidentiality reasons. We will then work alongside partner agencies to unlock
value from this data and use it to trigger new, innovative services.
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Summary of our key engagement mechanisms

5.1. Since 2019 and the initial stage of Business Plan development, we have engaged more than
25,000 external stakeholders on our plans for RIIO-ED2. We have used a variety of techniques
to allow stakeholders to engage in the way that best suits them. Some key examples we used
during the co-creation and negotiated refinement of our plan are outlined in the tables below.
This includes the volumes of stakeholders engaged during each of the five stages of our
programme carried out to date.

5.2. It also indicates how our engagement methods have been tailored to encompass the full range
of stakeholder knowledge and interest levels, as per our matrix listed in section 4.36 above, and
based on the following key:

Key 1 Stakeholder knowledge/interest level:
Expert

- Interested

® Limited knowledge

Future customer

5.3. Engagement with stakeholders from specific sectors was never viewed in isolation. We shared
the feedback collected with stakeholders from the other segments and via our overarching
workshops, in order to build consensus and used the consolidated feedback gained to inform
the content of our future engagement, and ultimately our final Business Plan proposals.

WPDG6s approach to segmentation

5.4. We purposefully segmented stakeholders within our engagement activities and research by
knowledgel/interest type rather than by attitude/behaviour. While the creation of customer
6personpabarswpbhin r-meear £haf(ky gibwhdcpnclededthate t ¢ )
this is not appropriate for this type of regulatory Business Planning. Ultimately, the way that the
charging methodologies operate and the socialisation of core distribution costs means that any
segmentation we undertake in our research must be actionable, with the ability to form
commitments and future services and policies that meet the needs of the stakeholder segments
used.



Segmenting stakeholders by the 48

stakeholder types outlined in Section 4.15 (see

figure SA-05.19 for an example) allows us to

tailor our engagement to the varying

knowledge levels, for example, adjusting the

level of technical language we use or how

much detail we share on particular subjects.

Our ultimate aim is to then deliver adaptability

within our core services to cater for the

different behaviours and attitudes of those

different customers, but acknowledging that all

customers pay and therefore receive the same

core service level as standard. For example,

while all customer receive a high standard of

customer service overall during power cuts 1

with various access channels for information

and a major focus on providing proactive

updates - we offer an additional, enhanced

service for key groups such as customers in vulnerable situations or fuel poverty. We do so
with the full support of wider stakeholders who, as part of our segmentation approach, have
understood the needs of these different stakeholder types and agreed that WPD should offer
tailoring within our service delivery for these key groups. The same is true within the area of
new connections, for example, where customers expect a high standard of core service overall,
but with bespoke, additional enhanced offerings for key groups such as community energy
schemes which need a little more hand-holding through the process.

Within each stakeholder type however, we always sought to account for the behavioural
differences amongst stakeholders by ensuring a full balance of perspectives were achieved
within each research sample, in respect to gender, geography (urban vs rural), age,
socioeconomic background and ethnicity.

Our customers pay for everything we do, so in addition to the extensive input of expert and well-
informed stakeholders, we have included greater input from end user bill payers and future
customers than ever before (see section 5.25 onwards for a full overview). For example,
domestic customers and/or stakeholders representing them have been involved in 19 of the 26
stakeholder engagement forums outlined below (see figure SA-05.20), with over 12,000 views
received.



Figure SA-05.20: WPDGsSs <cor e

Stakeholder
groups involved /
targeting

Engagement

method Description

Wor kshops wi t hDomestic, business,

permanent panel of 38 expert connections,
stakeholders, with emergency
Customer representatives spanning all resilience,
1 Collaboration WPD6s key stak healthcare,
Panel segments government,

utilities, academic
institutions, fuel
poor and vulnerable

Example of output: Appendix
A03
Events with expert stakeholders
to explore topics in greater depth
and practical considerations and
implications to be addressed. Connections,
. __e.g. Vulnerability stakeholders; vulnerable
Topic-specific EV stakeholders (e.g. motorway —customers, electric
bilaterals and service operators). Example vehicles,

expert forums include: Community environment, future
workshops ~ energy workshops, connections energy scenarios,
surgeries and future networks = community energy
events etc
Example of output: Appendix
A04
Customers,
Connections Wor kshops with dd?\slﬁ:gﬁgz'
Customer permanent panel of 40 expert eneration
Steering Group ¢onnections stakeholders and 58 gene !
g p distri ) community energy,
d istributed generation
an ; Independent
3 o e — owner/operators, with a broad Connection
G . representation of connection Providers
eneration stakeholders ’
Owner ) Independent
Operator Example of output: Appendix D'St"cb)gg‘r’;‘tgz“"’ork
L AL consultants and
utilities

38

stakehol

der engagement met ho

Total engaged

Stakeholder
Expertise
Level

Stage 1: preliminary
engagement
Stage 2: willingness to
pay
Stage 3: BP
development
Stage 4: BP refinement
Stage 5a: Acceptance
Stage 5b: Gap analysis

38 = 30 29 = 28
1187 - 1349 11 - 563
128 - 122 98 - 62
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Engagement

method Description

Bilateral meetings with every
local authority and Local
Enterprise Partnership in our
region to have in-depth

Local discussions on local energy
authority strategy, scenarios and
projected low carbon
local energy

. technology and generation
plan bilaterals uptake volumes
Engagement summary and
recommendations: Appendix
A06

Qualitative workshops in a
roundtable format, with
stakeholders with reasonable
levels of knowledge and

G0 ErEElen IlDegitgnic: ti i%letntif;/ pnriori\?il:sD
5 stakshl’(])lder from scratch and co-create
WOrKSNOPS  graft commitments to address

these

Published summary reports:
Appendices A01, A07, A08

Innovative approach where all
ders ar

stakehol
plan document in advance.

Total engaged

Stakeholder
groups involved
/ targeting

Stakeholder
Expertise
Level

Stage 1: preliminary
engagement
Stage 2: willingness to pay
Stage 3: BP development
Stage 4: BP refinement
Stage 5a: Acceptance testing
Stage 5b: Gap analysis

Local authorities and

133 - - -

Local Enterprise - -
Partnerships

Domestic, small
businesses, major

energy users, parish

councils, local
authorities,
consumer interest
bodies, charities,
connections
providers, =
community energy
groups, developers,
trade associations,
utilities, universities,
environmental
groups, storage
providers, energy
aggregators

330 - 393 222 - =

Domestic, small
businesses, major

WPD then delivers a series of 2- energy users, parish

3 minute quick-fire
presentations on every key
priority area, followed by
quantitative voting on every
WPD proposed commitment
(levels of ambition, overall
acceptability and stakeholder

Consultation
6 6spril
workshops

requirements for alternatives).

Then a series of breakout

councils, local
authorities,
consumer interest
bodies, charities,
connections
providers, = - - - 88 59 -
community energy
groups, developers,
trade associations,

discussions for stakeholders to utilities, universities,

suggest alternatives

First draft Business Plan

consultation report: Appendix

A09

39

environmental
groups, storage
providers, energy
aggregators
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Total engaged

Stakeholder |Stakeholder
Description groups involved | Expertise
[ targeting Level

Engagement
method

engagement

Stage 3: BP

development
Stage 5: Acceptance

Stage 1: preliminary

Stage 2: willingness to
Stage 4: BP refinement
Stage 5b: Gap analysis

Domestic, small
businesses, major
energy users, parish
councils, local
authorities,
consumer interest
bodies, charities,
connections

providers, = - - - 86 56 81
community energy
groups, developers,
trade associations,
utilities, universities,
environmental
groups, storage
providers, energy
aggregators
Local authorities,
Sessions hosted at local depots vulnerable customer

Sessions to provide
stakeholders with an overview
of WPDO&s Busines
respond and to invite questions

; and clarifications on the
7 Webinars content
First submission to Ofgem
Business Plan webinar
presentation: Appendix A47

LQCEU network  for key stakeholders with a representatives,
investment regional planning focus community groups,
8 and net zero emergency services, - 229 B 206 a B 129
workshops Published summary reports: non-profit
Appendices A10, Al1l, A46 organisations and
charities.
Independent
Connection
Workshop will be aimed at a o (),
" Independent
connections customer Distribution Network
audience, to discuss in o " IDNO
particular RIIO-ED2 priorities, perators ( L s),
ICP/IDNOs : ; local authorities,
9 conferences electric vehicles and local Local Enterprises = 63 - 53 - - -
infrastructure plans :
Partnerships,
Published summary reports: d'St”bUt.ed
Appendices A12, A13 EREUD)
customers,
developers and
major users.
Conferences held in different
locations aimed at vulnerable
) customer representatives to Charities, local
Social di scuss WPD®&s authorities, parish
10 obligations obligations strategy and councils, non- = 53 - 57 - - 17
conferences programme delivery Government
organisations
Published summary reports:
Appendices A5, Al4, A45
Conferences and workshops
aimed at local authorities and
the staff responsible for
EV planning and implementing
their electric vehicle plans - to
11 confgrrﬁjnces discuss and support planning Local authorities — - - 550 - - -

for current and future EV
workshops  charging infrastructure projects

Published summary report:
Appendix A16
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Stakeholder
groups involved
[ targeting

Engagement

method Description

Qualitative workshops in a
roundtable format, with
stakeholders with reasonable
levels of knowledge and
interesti n WPDG6s op
Designed to co-create WPD
strategies and specific

Domestic, small
businesses, major
energy users, parish
councils, local
authorities,
consumer interest
bodies, charities,

Strategy commltm(_ents/ac_tlon plans_for connections
12 development RIIO-ED2 in pzt;\rt.lcular relation providers,
workshops o community energy
DSO; Innovation; Environment; %:gggsa’lsi%\é?;?i%irss’
Connections; Vulnerability; o . )
Digitalisation ut|||t|es_, universities,
environmental
Published summary reports: groyé)s, S
Appendices A17, A18, A19, A20, ProVICers, energy
A21, Adl, Ad2, A43, Ad4 aggregators
Domestic, small
businesses, major
energy users, parish
Seeking views o councils_, _Iocal
Business Plans via set conzlljﬁgrrltiﬁ[zrest
guestions and voting. Options bodies. charities
for stakeholders to submit P !
1 Written responses online, via email or conngctlons
3 consultations post. providers,
community energy
First draft Business Plan g::o(lilps, devglo_pers,
consultation document: Euls assquatlgps,
Appendix A36 ut|||t|es_, universities,
environmental
groups, storage
providers, energy
aggregators
Domestic, small
businesses, major
Repl i cat ed -‘YHd® ENErgy Users, PO
co-creation workshops online, counﬁllg, 'Iocal
with the presentations filmed, Gl O”t.'ets' "
followed by a range of multiple %or:jgumerhln $res
Online cho_ice and free-forma_t chensﬁ:ct%r']'ses’
14 engagement questions. Promoted using providers
Twitter, LinkedIn and invitations . ’
portal sent to all registered AT IS SN
stakeholders. groups, devglo_pers,
trade associations,
Published summary reports: ut|||t|e§, unlverstltlles,
Appendices A22, A23, A09 SRl
groups, storage
providers, energy
aggregators
41

Stakeholder
Expertise
Level

Total engaged

Stage 1: preliminary
engagement
Stage 2: willingness to
Stage 3: BP
development
Stage 4: BP refinement
Stage 5a: Acceptance
Stage 5b: Gap analysis

258 - 137

141 51 -

82
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Stakeholder
groups involved
/ targeting

Engagement

method Description

Anybody who has
registered an
interest in the

business via our

Permanent online community
with representatives spanning a
range of customer
demographics, age, gender and

location. Particular focus on tar gizscl)tjtxgc]:h to
current and future end user g -
specific

customers and small
businesses. Promoted
prominently to all customers on

15 Online Panel demographics as
required. The

overall objective is

WEDE S neme P to have a fair and
Example balanced_
representation

consultation/questionnaire:

Appendix A38 across geography,

age and gender
Telephone surveys with
randomly selected customers
as part of well-established
satisfaction surveys following a

Quantitative  gay.to-day contact with WPD

research regarding the Priority Services
16 surveys - Register. Questions Customers in
Customers in independently designed with  vulnerable situations
vulnerable Accent to ensure they are
situations neutral and non-leading.
Customer 6spon
prioritiesd qual
report: Appendix A24
Telephone surveys with
randomly selected customers
as part of well-established
satisfaction surveys following a
Quantitative  day-to-day contact with WPD
research regarding the major
connections applications (+4 . .
17 SUIVeys - homes and above). Questions b BNl U e
Majo_r independently designed with EIBIER
connections Accent to ensure they are
customers neutral and non-leading.
Customer O6spon
prioritiesd qual
report: Appendix A24
Telephone surveys with
randomly selected customers
as part of well-established
satisfaction surveys following
Quantitative  day-to-day contact with WPD
research regarding the distributed
. generation connections. Distributed
surveys i h ) ;
18 S Questions independently generation
D'St”bu_ted designed with Accent to ensure customers
generation they are neutral and non-
customers leading.
Customer G6spon
prioritiesd qual
report: Appendix A24
42

Total engaged

Stakeholder
Expertise
Level

Stage 1: preliminary
engagement
Stage 2: willingness to
Stage 3: BP
development
Stage 4: BP refinement
Stage 5a: Acceptance
Stage 5b: Gap analysis

- ® 8 - 142 - - -
® 100 - 1628 - - 453
® |273| - 1574 - || - (1,037
® 64 - 384 - - 224
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Total engaged

Stakeholder |Stakeholder
Description groups involved | Expertise
[ targeting Level

Engagement
method

Stage 1: preliminary
engagement
Stage 2: willingness to
pay
Stage 3: BP
development
Stage 4: BP refinement
Stage 5a: Acceptance
Srtage 5b: Gap analysis

Text message sent to every
WPD customer as part of the
Power cut power cut follow-up service, All WPD customers

19 follow-up containing an invitation and  affected by loss of ® 131 - - - - -
surveys link to participate in a series of supply
survey questi ol
website

Eight discussion groups with
end user, bill paying customers
and customers of the future.  End user bill paying
Enabled participants to domestic customers
spontaneously name their and future users i
. priorities for WPD and identify ensuring balanced
Social value / " ynderlying initiatives in five representation in

willingness to  key service areas. Test the terms of gender, —
20 pay understanding of key actions  region, urban/rural, ® - 48 - 10 = 103
qualitative ahead of quantitative survey age and
workshops testing with a wider pool of socioeconomic
customers, ensuring the background.

measurability and
outcomes/benefits of potential Businesses i small,
WPD actions are clear medium and large

Findings report: Appendix A25
Quantitative, stated preference
research to obtain customer
willingness-to-pay (WTP)
values for potential service
improvements and initiatives. End user bill paying
Majority via online surveys, but domestic customers
100 in-home interviews and future users i
. conducted to ensure robust  ensuring balanced
Social value / representation from customers  representation in

willingness to  who are typically harder to terms of gender, —
21 pay reach and underrepresented on region, urban/rural, ® - 1188 - 1280 - 1,544
quantitative commercial panels (i.e.: those age and
surveys in the lowest socioeconomic socioeconomic
grouping (E), those at the background.

extremes of the age spectrum
(over 75s and under 25s) and Businesses i small,
those who are digitally medium and large
excluded.

Findings report: Appendix A26,
A48, A49

| A SMART NETWORK
THAT WORKS FOR
EVERYONE

tacilitater

Hoge votumes ot iow carbon
ncanmagias snd el genaratin

ecuincation ot haat
vy tormgn
[Ase——,
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Total engaged

Stakeholder |Stakeholder
Description groups involved| Expertise
[ targeting Level

Engagement
method

Stage 1: preliminary
engagement
Stage 3: BP
development

Stage 4: BP refinement

Stage 5: Acceptance

Stage 5b: Gap analysis

Stage 2: will

Identify short and long-term
customer requirements, from
awide cross-section of
representative end users,
including future. It will scope

out customer s

priorities (uninformed and, Household, non-
thus, uninfluenced by any household,
. specific WPD plans) as well vulnerable
Multi-phase  as checking these against (including
deliberative, previously established representative —
22 qualitative priorities. It featured a  sample of over 75s, ® 50 - 68 96 = =
focus groups comprehension session, struggling, in debt,
i end users ©€xtended priorities sessions, lowincome, BAME
app-based tasks, and communities)

deliberative tasks. Co-
creation sessions were then  Future customers
held to begin drafting
commitments in
own words.

Findings reports: Appendices
A27, A28

Representative
sample of customer
base that meets a
number of
demographic and
behavioural
qualifiers including;
age, gender, race,
variance in needs

Panels of representative end
user customers that will
undertake deliberative
exercises on awide range of

23 (Fi)ltlzeln topics throughout the entire g:;;ﬁglﬁn ® 75 - - - - -
EIEE Business Planning process.
vulnerable

A . . situations, PSR
Findings regggt. Appendix SETETS, A il 6]

socioeconomic
circumstances, a
mix of future and
existing customers

Future customers
A series of surveys and
consultation questions posed
via Twitter, Facebook and  All WPD customers.

LinkedIn, also containing an The overall
: . invitation and link to objective is to have —_
24 Social media participate in a series of  a fair and balanced ® 509 - - 1487 892 -
Sl survey questi o representation
website. across geography,

age and gender
Example of output: Appendix
A09
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Total engaged

Stakeholder |Stakeholder
Description groups involved| Expertise
[ targeting Level

Engagement
method

Stage 1: preliminary
engagement
Stage 3: BP
development

Stage 5a: Acceptance

Stage 2: willingness to
Stage 4: BP refinement
Stage 5b: Gap analysis

Scope out cust
priorities (uninformed and,
thus, uninfluenced by any
specific WPD plans) as well ~ Higher education
as checking these against  students (those in

. previously established Sixth Form or
Multi-phase priorities. It featured a higher education
deliberative,  comprehension session,  colleges and living
qualitative  extended priorities sessions, at home), further — 54
focus groups app-based tasks, and education students B . B . B
i future deliberative tasks. Co- (living in halls,

customers creation sessic_ms were then house shares or at
held to begin drafting home), first jobbers

commi t ment s i n (livingathome or

own words. flat/house shares)

Findings report: Appendix
A30
Research to test the
acceptability of the Business
Plan overall and each specific
core commitment proposed,

Acceptability e Domestic and
26 testing and testedt:‘t;epallgr?rdabmty o business customers ® B . ) - 2,721 1,635
Findings report: Appendix
A40, A50, A51
- 3,34111,236]6,825]3,846]3,779
CUMULATIVE TOTAL 25,040
45
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Learning from best practice

5.8. In 2019, at the start of our engagement programme for RIIO-ED2, we commissioned a
benchmarking exercise via an independent, research expert (Accent) to dorizon scanbthe best
practice approaches adopted by a range of companies within the wider utilities industry and
beyond. This included:

Five water companies
Three gas distribution networks

A rail organisation.

5.9. As well as providing details of the various approaches followed by the different organisations,
the independent report concluded there were four discernible levels of engagement. This
aligned with the maturity and ambition scale for stakeholder participation in Business Planning
as outlined in section 2; rangingfrom 6i nf or matyi vwend@ agreenent t hrough to
engagement through partnership with stakeholders and granting them decision making power.
Accent identified the four levels as follows:

Level Overall

1 Undertaken research which consults with stakeholders and interested parties

2 Undertaken research which consults with customers and wider interested groups
adopting 6blank sheet of paper6

3 Consulting with spectrum of customer types (future, vulnerable, HH, NHH) using
interactive pre-tasks/reflective tasks to stretch the research process and
innovative techniques to expand thinking

4 Insight embedded throughout the organisation and methodologies have moved
beyond customer consultation to customer participation

5.10.  Within these levels, Accentidenti f i ed 44 best practice engagement me
programme was as effective as possible, the 26 engagement methods we have delivered were
selected in order to achieve levels3-4 on Accentdéds scal e.

5.11. To give an idea of the scale of impactof thisbest practice revieowr on WPDO6s
6preliminary engagement(d oph asea tfihghlevl priatiesand | der s 6
overarching desired outcomes) feature three core mechanisms: Customer Collaboration Panel,
stakeholder workshops and a written consultation. As a result of this review, WPD delivered a
significantly larger, more robust and wide ranging programme of engagement at this initial stage
of our ED2 programme, encompassing 15 core activities. In some cases, we were able to re-
purpose well-established engagement mechanisms (e.g. local network investment sessions),
helping us to gather feedback quickly and in a cost-efficient way. In other areas, the best
practice review led us to develop entirely new engagement methods including online panels,
multi-phase deliberative focus groups and Citizen Panels.

5.12. The table below (figure SA-05.21) summarises the best practice research methods identified by
Accent and how aspects of these approa2hes have be
engagement mechanisms. It was important at all times that WPD delivered a programme of
engagement that was tailored to the specific needs and knowledge of our audiences; we have
therefore not replicated all of the methods as a carbon copy but we drew on these techniques,
using aspects of their delivery to influence our approach within the 26 core techniques we have
delivered:



Level of engagement achieved:

Research method:

WPD approach / engagement method ref:

9 10‘11 12‘13 14 15 16 17 18 19

Level 1: Level 2: Level 3: Building on ongoing customer v
Undertaken Undertaken Consulting with | satisfaction
research which | research which spectrum of Mock-up deprivation exercises \ \ \
consults with consults with customer types Comprehension workshops v v
stakeholders customers and (future, C i i VERY; VARY v
and interested | wider interested | vulnerable, HH, o—crga lon even - -
parties groups adopting NHH) using Behavioural change pilot exercises \ Vv
6bl ank { interactive pre- | Community workshops V \Y \Y vV |V Vv vV |V
paper § tasks/reflective Community hub Vi Vi Vv Vv Vv \V vV vV
tasks to stretch - - -
the research Horizon scanning Exercise completed by Accent
process and Visits to vulnerable customers Vv vV |V
innovative - — - -
techniques to Topic specific deliberative groups V|V |V \Y \ V VIV | V|V |V
expand thinking | Innovative pre-tasks vV [V V|V
Futurologist pre tasks \ VvV |V
Segmentation research VI V]|V |V V
Online customer panel / community \
Triangulating insight Exercise completed after every Business Plan development engagement phgse i to inform the next and including all engagement events / methods.
See Section 4.
 Level4: 6Virtual o video to V vV |V vV
Insight embedded [, mersive experiences V|V V
throughout the Trials and riment v v
organisation and |—1aS 8nd experiments
methodologies | Design sprints \Y \ \
have moved Analysis of social media V
beyond customer | Analysis of calls VIVIVIY
consultation to Roadshows vV Y,
customer -
participation Communlty_ambassadors \Y vV \V vV vV V]
Ethnographic depths VvV |V
Festivals V \
Innovation shop window V V
Interactive digital platform \ V \ \
Review of strategic approach to Exercise completed by Accent
customer engagement
Ongoing customer engagement \ VI V]|V V|V |V \ V
Using behavioural economics VvV |V \Y
Figure SA-05.21: The best practice engagement met hods identified from other seow®tors ¢

engagement methods
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Specific examples of our engagement

Level 11 Expert stakeholders: Strategy development workshops

5.13.

5.14.

5.15.

5.16.

48

Our strategy development
workshops are specifically designed
to allow for in-depth conversations
and exploration of designated
topics. Attendees are subject-
matter experts and provide us with
feedback, challenges, scrutiny and
recommendations in relation to our

current actions and future plans.
Thanks to the expertise of these
stakeholders, we are able to play
back the overarching views
received from more generalist
stakeholder workshops, and ask
this audience to use their detailed
knowledge to co-create specific
plans to address these priorities
and challenges.

The workshops consisted of short

Figure SA-05.22: A breakout discussion session

wi t h

stakehol

ders at

development workshops

presentations given by WPD senior

managers responsible for the specific topics being discussed (and for delivery of the resulting

one

strategies, commitments and action plans agreed), each followed by roundtable discussions
(see figure SA-05.22). Stakeholders were also asked to indicate their views on a range of

proposals for the Business Plan using Slido, an electronic voting system, which provided us with
gquantitative as well as qualitative feedback.

EQ Communications, an independent stakeholder engagement consultancy, facilitated the
workshops and recorded conversations. In order to encourage candour and open debate,

comments have not been ascribed to individuals. Instead, notes have been made of the type of

organisation each stakeholder represents.

A specific example of one of these sessions:

Strategy development workshop 1 Digitalisation: February 2021
1 Atotal of 54 stakeholders participated in the workshop, representing 45 organisations.

Anglian Water

Auriga Services

Bacchus Hotel Ltd

Brunel University London
Cadent

Capgemini

Carmarthenshire County Council
Centre for Sustainable Energy
Coventry City Council
Customer Engagement Group
EA Technology

ElectralLink

Engie

E.ON UK Ltd
ESB Networks

ESC UK

EUTC

Freedom

Fundamentals Ltd

Hitachi Europe Ltd
INFRAMAN

IVHM Centre

JRC

Kier Utilities and Rail
Lincolnshire County Council
Loughborough University
Malvern Hills District Council

Manchester Metropolitan
University

National Grid
Newent Town Council

Rutland County Council
South Holland District Council
Smart Grid Consultancy Ltd
SMS Energy Services Ltd

Somerset County Council
SSE plc
Stratford District Council

Swansea Council

The Schumacher Institute
Torridge District Council
University of Warwick

University of Manchester

Wattify Limited

Westbury-on-Severn Parish Council

Wiltshire Council
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1 Sessiononei WPDb6s Di git al i Bha firgt ®essionShegarawitle a presentation
f r o m WISO Digitalisation and Data Manager, explaining to stakeholders the three core
princi pl e surrenfDigédRsationsStrategy and how this had been co-created with
stakeholders throughout 2019 and 2020: 1) improved data management; 2) increased
network oversight, and; 3) presumed open data.

- He elaborated on what these core principles aim to deliver, focusing on areas such as
providing open data to market participants, turning data into information that benefits
customers and developing new connections and service propositions.

- He went on to outline the five key steps to support the transition to a modern, digitalised
energy system from the Energy System Catapul:
(EDTF), explaining that WPD was focusing on delivering against the recommendations
of that report and seeking feedback from stakeholders as to whether this was the
correct approach and whether the company could expand on these steps even further.

- Stakeholders were asked to consider:

Are the three core principles of WP D 0 tsate@y appropriate 1 is anything missing
or is there anything you would change?

What are your views on WPD6s planned approa
delivering against the EDTF recommendations?

1 Sessiontwoi WP DO6s Roadmap/ Act-ER2nThi®dession fdcusad spedifically
on stakeholders helping WPD to co-develop our digitalisat i on proposals for WP
ED2 Business Plan. The presentation explained the company aims to: deliver data in real-
time, provide solutions to support self-serve design and connection functionality, and
increase its capacity and capability to automate processes and activity.

- WPD6s DSO Digital i s arnoutlmedthe wotdk thataAMPR hadlalreadyg e
done to identify the types of stakeholder that would seektousethe companydés dat
ranging from academics and innovators to consumers, highlighting the differing data
needs of the different groups.

- He presented how the learnings from this has led to the development of three levels of
data access proposed by WPD, on which we are now seeking stakeholder views: high
level visual;, raw data for download and interrogation; and API, which enables the
automated pulling of data to inform wider decisions.

- Stakeholders were asked to consider:

In relation to our overall plans for RIO-ED?2 in this area, is anything missing and
what more can we do to support you and your requirements?

In relation to identifying current and future data users, what types of stakeholder
will use our data, and are any groups missing from our initial identifications?

In relation to the presentation of data, do you want WPD to provide raw data or
focus on digitalised solutions to interpret data into information for external users?

How can we enable data to drive value? Should we focus more on providing
external users with examples of how to use our data?

1 Findings report - see Appendix A21 for further details: Examples of the key points raised
in the findings report were:
- There was broad consensus that the three core principles of the Digitalisation Strategy
were correct, although there were recommendations to improve scalability and the
expansion of data.
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5.17.

50

- Stakeholders pointed to the importance of access to the most recent data, with a key

point being

ndat a

goes

out

of dat e

qui te

- Stakeholders were pleased with the focus on self-serve design but felt that focusing on

a ficommon |

anguage

of dat ao

and

industry would enable more customers to make better decisions with their data.
- To make data more accessible and usable, delegates advised WPD to use examples
of how to use its data, identify overlaps in different stakeholder needs and prioritise

tailoring data to serve those demands.

Further examples of events held with expert stakeholders, covering a wide range of specialist
topics and following a similar format to the workshop outline above, have included:

report

Four topic-specific workshops (CVPs and
12 Business Plan category areas e.g.
customer service, customer vulnerability)

Fuel poverty best practice workshop

Strategy development workshop i DSO

and connections

Strategy development workshop i

Vulnerability a n d

WP DO s

Soci ¢

Strategy development workshop i

Environment

Strategy development workshop i

Innovation

Topic specific conference i Connections

Four expert surgery workshops i Safety;
Workforce Resilience; Digitalisation;

Connections

Topic specific conference i Vulnerability

and fuel poverty

Four expert surgery workshops i Data
and smart technology; Safety; Workforce

Resilience; Connections

Topic specific conference i Connections

Topic specific conference i Vulnerability

and fuel poverty

Four expert surgery workshops i Electric

Vehicles and Wider Innovation;

Connections; Consumer Vulnerability;

Network Charging

September
2021

September
2021

February
2021

February
2021

February
2021

February
2021

December
2020

November
2020

September
2020

February
2020

November
2019

September
2019

February
2019

Appendices
2l A41-44
Appendix
1 A45
Appendix
e Al7
Appendix
37 A20
Appendix
52 Al9
Appendix
52 Al8
Appendix
o3 Al3
Appendix
o9 A08
Appendix
o7 Al5
Appendix
o3 A07
Appendix
5 Al2
Appendix
= Al4d
Appendix
35 A0l
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Level 271 Interested stakeholders:Consul tati on &6sprinté
regional stakeholder workshops

5.18. Our annual workshops for interested
stakeholders with a significant existing
knowledge and understanding of our
operations are an enduring component
at the heart of our core engagement
programme. They provide key
opportunities for us to hear from a
broad range of stakeholders on a
variety of topics of interest to them.
The insight generated shapes the
direction of our business, by allowing
stakeholders to set our priorities now,
and for the future.

NS 3

Figure SA-05.23: Stakeholders review the

5.19.  Over 60 WPD staff members from commitments suggestions made by stakeholders
across a range of business functions from a different tab-treatisns part
typically attended each round of workshops and live triangulation exercise

events to directly lead discussions with

stakeholders and offer perspectives on

the actions we can take to deliver against stakeholder requirements as part of a co-creation
process.

5.20. Prior to the Covid-19 pandemic, we held each round of workshops in six locations across our
network areas, to ensure a mix of rural and urban perspectives, helping us to understand areas
of commonality and divergence (see figure SA-05.23). Post March 2020, we adapted our
approach to host interactive sessions via Zoom with larger audiences covering balanced
representations from all our geographic regions.

5.21.  We always take action on this valuable insight. As a result, we have built long-term relationships
with stakeholders who return to engage with us over many years, which in turn enables us to
build their knowledge to consider an expanding range of topics and enable them to scrutinise
each of these in increasing levels of detail. At each round of our stakeholder workshops, a
minimum of half of the attendees at each event had previously attended another WPD event.

5.22.  The workshops follow a roundtable format with a purposefully diverse mix of stakeholders at
each table to ensure breakout conversations cover a wide range of topics and help stakeholders
to place their priorities into a broader context. This helps to build consensus among on the most
and least important overall priorities for WPD to address.

5.23. A specific example of one of these sessions:

First draft BusinessPlaniconsul t ati on ®arphr202ht 6 event :

1 WHPD consulted on the first draft of its RIIO-ED2 Business Plan over a five-month period
between November 2020 and March 2021. The draft Business Plan (BP1) contained 67
commitments that had been co-created with stakeholders. We adopted a range of different
methods to engage with our stakeholders and split these across three phases:

1. Pre-consultation (final refinement of the commitments for BP1)

2. Formal consultation (reviewing the commitments to ensure they deliver the right
outcomes and represent the right level of ambition)

3. Post-consultation (further refinement).

1 In order to maximise the opportunities for interested stakeholders to provide feedback as
easily as possible, we hosted an innovative, fastpaced ithvg@® event to offer si
live walk-through of the consultation, provide essential context and then allow them to
deliver their responses to the questions live.
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5.24.

52

The workshop focused on short two minute presentations followed by immediate quick-fire

polling where stakeholders voted using survey software to identify their preferred option for
each of the 67 commitments. The voting was followed by smaller facilitated breakout
sessions, where stakeholders were given an opportunity to suggest any alternative
commitments they felt were missingf r om WP Dpglax. dr af t

organisations:

Anglian Water

Babcock Networks Limited
Bassetlaw Council
Bath & North East Somerset Council

Bath & West Community Energy
Birmingham City Council

Brecon Beacons Park Society
Brush Switchgear

BUUK Infrastructure

Caerphilly County Borough Council

Campaign to Protect Rural England
Caplor Energy

Cardiff Council

Centre for Sustainable Energy
Citizens Advice

Climate Change Group associated
with Woburn Sands Town Council

Cornwall Council
Coventry City Council
Devon County Council

Dorstone Parish Council

Dudley Metropolitan Borough
Councll

EA Technology

Electric Corby

Electricity North West
Element Energy

Energy Systems Catapult

EON Energy

Friends of Pembrokeshire Coast
National Park

Gridserve Sustainable Energy
Herefordshire Council

Hitachi Powergrids

Hopton and Coton Parish Council
IBM

Jacobs Group

Kelvatek

Kier

Land Compensation Agent Group

Larkfleet

Leighton and Eaton Constantine
Parish

Lickey & Blackwell Parish Council

Lincolnshire County Council

Lucy Electric

Major Energy User Council
Marches Energy Action (MEA)
Mendip District Council

Midlands Energy Hub - Nottingham
City Council

Morrison Utility Services

Mozes

National Grid

National Police Estate Group
Network Plus

Nokia

88 stakeholders participated in the online workshop, representing a diverse range of 71

North East Derbyshire District
Councll

North Northamptonshire Joint
Planning & Delivery Unit
North Somerset Council
North West Leicestershire District
Council

Nottingham City Council
Open University

Passiv Systems

Power Electrics

Powys County Council

PS Renewables

Rhondda Cynon Taf County
Borough Council

Roadnight Taylor
Severn Trent Water

Smart Grid Consultancy Ltd

Solihull Metropolitan Borough
Councll

Somerset County Council

South Gloucestershire Council
South Holland District Council
South West Water

SP Energy Networks

Sustainable Direction Ltd

Thames Water Utilities Limited
The Exmoor Society

The Green Valleys CIC

UK Power Networks

Further examples of events held with interested stakeholders, covering a wide range of topics
and following a similar format to the workshop outline above, have included:

Event name/focus Stakeholders
report

Second draft Business Plan consultation

6sipmt O

wor kshop

April 2021

Four online stakeholder workshops
Focus:
Round off the co-creation stage of RIIO-
ED2 Business Plan engagement.

f
f

Play back the feedback received to date
and demonstrate how this has led to the
initial commitments proposed.

November
2020

Stakeholders were asked to comment on
whether WPD had interpreted feedback
correctly and to give feedback on the draft

outputs proposed as a result.

Appendix
A39

Appendix

222 A0S
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They were asked to comment on whether
they thought WPDO6s |
changed as a result of the Covid-19
pandemic

Six regional stakeholder workshops i
Cornwall, Bristol, Newport, Birmingham,
Nottingham, Milton Keynes

Focus:

1

Stakeholders were asked to review the 14

headline priority topics that had been

suggested by stakeholders in previous

years, removing or adding to them where

necessary.

They were then asked to suggest

commitments for WPD to deliver under

these priorities. February
In a spirit of co-creation, the topics for 2020
each workshop were split into two sets,

with half of the tables discussing the first

set and the other half discussing the

second set in tandem.

Halfway through the workshop,

stakeholders were asked to review,

amend and add to the priorities and

commitments suggested by a

neighbouring table in order to truly co-

create these with the wider group.

Six regional stakeholder workshops i
Newport, Bristol, Bodmin, Birmingham,
Nottingham and Lincoln

Focus:
1 WPDOG6s -EDREn@agement plan
9 The RIIO-ED2 framework and
stakeholder expectations of the company February
9 Stakeholder priorities for RIIO-ED2 2019
I Being a responsible business and
buil ding a 6soci al n
T WPDés role in a sandal
the transition to Distribution System
Operator (DSO).

Appendix
393 AQ7

Appendix
330 AOL

Understanding the needs of different groups
(including end users, future customers and the hard-
to-reach)

5.25. We designed an engagement programme to maximise the opportunities to hear from
stakeholders who are large in volume but who, due to a lack of knowledge about or awareness
of WPD, may not historically have participated prominently in our Business Planning processes.
In particular, we have sought to include a large number of end user customers, including:

Domestic customers, from a representative range of demographics, considering gender,
age, location/geography and social-economic status

Small and medium sized businesses

Industrial customers and major energy users
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5.26.  We have also sought the specific views of those who are likely to become our customers within
the next price control period, includings t udent s, 6 mi | |-elpayeradgedd8-24)nd/ or no

5.27. In relation to future customers, we have sought robust engagement with them for two key
reasons: firstly, because they are likely to become bill payers during the RIO-ED2 period and
therefore have a right to influence the plans that they will fund in the near-future; and secondly,
and perhaps most importantly, they have vital insights that WPD and well-established
stakeholders do not have. Future customers bring unique views on the future (in particular, the
urgency of the achievement of net zero) and can therefore provide us with early warning of key
issues and likely priorities, and entirely brand new expertise based on them generally being a
highly technology-savvy audience (particularly in areas where our plans and understanding are
relatively new, such as in relation to digitalisation). WP D&s strategic intention
Business Planning process has been to draw in as many views as possible about the future of
energy. Future customer perspectives are therefore vital not just to act as a sounding board to
test and refine our proposals, but to provide a rich source of information to help enhance our
understanding.

5.28. 473 future customers have been engaged to date across
eight unique events (see appendices A26, A27, A30, A35,
o, ABO) (see app 473 future

5.29. More than 12,000 domestic and business end user customers and
customer views have been received (as well as more than
representatives of these groups at our wider stakeholder
events, including the likes of parish councillors, charities and 12,000 end user
trade associations), with customer input present in 19 of
WPDO6s 26 engagement methods. customers

5.30.  The views of end user bill payers and future customers have engag ed to date
made significant contributions at every stage of the
engagement process. Given the sheer volume of
stakeholders WPD has engaged, it is vital that the views of bill payers have not been swamped
and lost within this, and are therefore reviewed separately to understand any distinctions in their
feedback compared to that delivered by stakeholders at large.

5.31. Through a robust stakeholder mapping exercise and multiple engagement methods, we have
been able to identify, invite and involve a huge cross-section of stakeholders throughout the
consultation process. This includes local authorities, aggregators, EV and EV chargepoint
manufacturers and innovation technology companies. We have completed a range of activities
across all topics, while providing opportunities to get involved in specific events that weight their
focus on topic areas that are of particular interest. Examples of such events include community
energy workshops, connections surgeries and future networks events that have significantly
contributed to our DSO and net zero commitments. See section 10.44 for more information.

5.32. While the feedback received from these stakeholders has been synthesised with the feedback
received from our wider stakeholders and is embedded in the summary tables outlined in
section 6, it is important to distinguish their views from othersd in terms of both transparency
and conflict management. In that section, you will therefore find a summary of the specific
insights gained from these customers for each Business Plan commitments category.

5.33. In the vast majority of cases, customer feedback has largely been in line with wider stakeholder
views. Initial stage willingness to pay research concluded thati o n t h ethewdsuitd were
very consistent regardless of geography, age and socioeconomicbackgr ounddo, and the
Measures of Succe s s 6 r e s e awitlefliturepcustoinerscconcluded that their
spontaneously deliveredpr i ori ti es were consistent anskednf it wit
appendices A27, A28). On rare occasions, differences of opinion have been evident, for
example, initial willingness to pay research identified thati par t i ci p a29trsetheogleg d 1 8
group who ranked O6Caarmdctrrsédd mdiorwvge tpHeacoear2lDlon emi ssi
fl eet ab ovWheths aceurslnd apinion is excluded or overlooked and conflicts are
managed via our triangulation process (see section 6.19 onwards).
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5.34.

5.35.

5.36.

Our end user acceptability testing, which has taken place during Phases 4-5 of our consultation,
was developed to obtain a broad spectrum of customer insight, again ensuring that future
customersé Vvi ews ar e Therefgre, & paamasesdt during the fieldwork to ensure
that the final sample was sufficiently robust in order to apply a weighting. Quotas were set on
region, age, gender and social grade, with weighting applied to the final data set using the most
recent ONS statistics for the WPD region for age, gender and social grade. The results of our
research can be found in section 5.48, section 6 and its relevant appendices, but at a high level,
we can see that while net zero was regarded as the priority core commitment, future customers
were significantly more likely to choose net zero as their priority than a number of other groups
(See Appendix A50).

Within all of our engagement activities, we have also worked with independent research
specialists to ensure that the design of our engagement activities and our processes for the
recruitment of participants are as inclusive as possible and achieve representation from hard-to-
reach customers 1 those who would be less likely than the average stakeholder to participate
for a range of reasons, including lack of digital confidence, ill health, or not having English as a
first language etc. For customers in these situations, we have tailored our research methods, for
example by using one-on-one in-depth interviews, in order to enable their direct participation.
We have also sought out representative bodies, consumer groups and trusted intermediaries to
represent the views of especially seldom heard voices.

Specific examples of some of our tailored engagement mechanisms for these stakeholder
groups are outlined below.

Level 37 Limited knowledge stakeholders (end user domestic and
business customers): Deliberative focus groups

5.37.

5.38.

5.39.

5.40.

55

Engagement with our end customers who have -
l'imited knowledge of WPDO
challenging. We have adopted a new approach to
seek valuable customer insights by developing
their expertise over two months of weekly
research exercises and deliberative discussions
see figure SA-05.24). This ensured they had
sufficient understanding and confidence to
scrutinise our plans.

An enduring group of 96 customers, who began
with little prior knowledge of WPD, has provided
vital, detailed insights to inform the development
of Business Plan at every stage of our
engagement process to date. The group included
domestic customers (across a range of ages and
socioeconomic groups), businesses and future
bill-payers.

Figure SA-05.24: Customers
participating in a breakout discussion

Retaining the same group has provided insights
into the long-term impacts of our commitments in RIIO-ED2 and consistent feedback over the
course of plan development. As we continue to engage with this group over the coming years,
we will enrich their capacity to make knowledgeable judgement on our strategies, while tracking
how customers' views are evolving over time.

An example of this forum in action:

6Measur es oftwe manth ddilsefative research exercise with domestic

customers: Commenced June 2020

1 WPD sought to generate well informed insights from end user, bill paying customers to help
t o shape WRENes Planconitments and key improvement targets.
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91 Due to restrictions on face-to-face engagement in light of Covid-19, we ran a series of digital
group research sessions, complimented by detailed, in-d e pt h 6 h ond éteractivie 6 a
app based tasks set via an online O6Livemindso pl
essential context and background knowledge in order to generate a broader range of
spontaneous insights and expand the variety of topics on which customers felt able to hold
discussions and express opinions.

1 This approach allowed our participants the time to review materials in their own homes and
gave them the opportunity to discuss them with other household/family members, before
being brought together in small groups, After this, the group sessions allowed our
participants to share learnings and engage with other customers, hear their views and
explore issues with consumers from other households.

1 We used a best practice, deliberative research approachk nown as ABUI LDd whi ch
five core elements:

Introduce participants to WPDo6s role and

U Check comprehension through the first LiveMinds tasks that include research questions
LBt about WPD

Share pot emrte ad WwiiMelmspartici pants and tas

Zoom sessions to hear thoughts on various different, potential measures

D Final Customer/Citizen Assembly where we consider all measures together before
ebate completing a final online questionnaire to refine these

1 Inorder to achieve a considered, informed response from customers, our programme ran
for seven weeks as follows:

One Build/Understand Task 1: Find out what you can about WPD
Build/Understand Task 2: Read through our "Introduction to WPD"

Immerse Task 3: We share 5 sets of measures

Immerse Task 4: Measures 1 and 2 given to groups 1-6, Measures 3 and 4
given to groups 7-12, Measures 13-18 given to groups 13-18

Two Listen 15 online groups of 75 minutes to explore views on the first set of
measures. Each group will consist of six participants grouped
together by common characteristics (for household customers this will
be by age and SEG/non household customers will be interviewed

separately)

Three Immerse Task 5: As Task 4 but rotated

Four Listen 15 online groups of 75 minutes to explore views on the second set of
measures

Five Review Accent to collate and analyse all group feedback. Interview debrief to
WPD

Six Debate Seven Consumer Zoom Assemblies - bringing groups together. While
itdés not possible to bring all ¢

Assembly to review the feedback from all of the sessions, we can mix
groups so that we can have a broader discussion. Our suggestion
here is to mix customers of different ages or socio economic groups
so that they can explore any differences in views this might bring. For
the NHH element, we 6d bring together the
customers from the three different regions.

Seven Post fieldwork task A menu online survey that would be completed by all 90 participants
a week or so after the final Assembly session. This will allow us to
receive a robust individual assessment of customer views and
preferences.
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5.41.

57

The menu driven survey design could then be utilised with a larger,
newly recruited sample of customers across the WPD supply areas if
a quantitative assessment was required of customer views (note i

this larger roll out is not included in our costs)

Through this innovative approach, we took customers on a research journey, building from a

ank s heantaskng cupt@ners to teveal their own spontaneous priorities, through
enhancing cust omer swherekthepoolldecahplete attmorough e poi nt
exploration of the draft Business Plan outputs. This led to a wide array of topics being explored

in detail, with customers themselves selecting the highest priority areas to hone in on specific
performance targets as part of the latter stages of the research exercise:

6bl
t o

Initial stage Mid stage
day -déidveeeOp i nt o - Discussion of priority actions for

WPD to take in relation to the

Latter stage

- Agree specific measures and

targets customers want to see in

following focus areas:

11. Connections

12. Workforce resilience
13. Customer service
14. Affordability

relation to:

1. 6Tell wus abou 1. Network Reliability 1. Customer Service
selfie 2. Network Resilience 2. Vulnerable Customers
2. 6Who wadevi deo 3. CyberResilience 3. Network Reliability &
challenges 4. Net zero Resilience
3. 6Shift to DSO 5 Innovation & New Services 4. Environment & Sustainability
challenges 6. Environment 5. Net zero & Community
4. Think about Service 7. Electric Vehicles
Measures 8.  Vulnerability
9. Fuel Poverty
10. Safety

A further example ofaneventh el d wi t h 61 i stakéhelddrs &and end/liser dilg e 6
payers, have included:

Event name/focus Stakeholders
report

Citizens Panels
Focus:

1

Panel of end user customers with a mix of
key demographics (age, gender and
ethnicity) including customers in vulnerable
situations, a mix of socioeconomic
circumstance and future and existing
customers.

Deliberative exercises were undertaken on
a wide range of topics with sessions
providing both qualitative and quantitative
information to enable customers to provide
unprompted areas of priority to help shape
the Business Plan.

The events included pre-event research
and short discovery sessions to help build
knowledge and establish these
unprompted priorities, which were
subsequently discussed in-depth at later
group sessions.

Locations for face-to-face sessions were
carefully selected to be easily accessible
for / inclusive of both urban and rural
customers.

December
2019
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Level 47 Future customers: Deliberative focus groups

5.42.  As RIIO-ED2 covers a period to 2028, it is
important we consider the views of future
customers who are likely to become bill
payers within the five year period 2023-2028
and will therefore be impacted by the
commitments we make and the priorities we
focus on within our Business Plan (see
figure SA-05.25).

5.43. Youth audiences who are not yet customers
and have little/no knowledge of the energy
supply change and specifically the role of ~
WPD therefore present a challenge. We first Figure SA-05.25: A Nottingham University
need to engage with them and then to student participating in a WPD focus group.
gather their insights. In order to generate
meaningful insights, we have therefore adopted a similar innovative approach to our wider end
userr esearch as part of 6l evel 36 above, where custo
journey to build their knowledge over time to enable them to influence, scrutinise and eventually
co-cr eat e BUSMESS Rlans in increasing detail.

5.44. A review of best practice revealed a wide range of approaches to include youth voices in
Business Planning processes. Poor practice often conducted one-off events or isolated surveys
that could not demonstrably be said to deliver actionable insights. To avoid this and the risk of
simply delivering dalking shops§ we made every effort to ensure our research delivered robust,
meaningful insights. We therefore adopted the following principles from the outset of our future
customers engagement:

1 | valuable We recognise the essential contribution of young people and
listen to what they say, taking their insights on board.
We respect their opinions, attitude and behaviours and give
Opinions prominence and weighting to them within our synthesised
feedback.
We respect their opinions, attitude and behaviours and give
Informed prominence and weighting to them within our synthesised
feedback.

We create research environments that are engaging, safe and

Environment familiar in order to build the confidence and knowledge required
to discuss a range of WPD actions and success measures.

We share findings with other groups and play back the insights
Share gained to wide stakeholders to ensure they are considered
alongside the insights generated by other forums and audiences.
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We seek to engage them, spark interest and unleash the
innovators and creators of tomorrow by echoing their language
and keeping them interested through appropriate engagement
techniques and group work, led by them.



5.45.  An enduring group of 54 future customers, who began with no prior knowledge of WPD,
provided vital, detailed insights to inform the development of the Business Plan at every stage of
our engagement process to date. The group included Sixth Form and university students, recent
graduates, apprentices and first jobbers.

5.46.  An example of this forum in action:

&outh Community-Me asur es o fi twaunontk deEb&rative research exercise
with domestic customers: Commenced October 2020

91 Deliberative exercises over a seven week period developed the knowledge of participants
from their initial unprompted, O6spontaneousd pri
draft Business Plan outputs.

Initial stage |l denti fying spontaneous priorit
paper

This prompted discussions around the 14 core priorities identified

by wider stakeholders as part of the preliminary engagement phase
(see listshowintheenduserc ust omer Omeasur e
sessions listed above)

Mid stage

Exploring specific improvements and performance targets, and

Later stage responding to specific draft Business Plan commitments

1 The overall structure and approach mirroredt hat wused in the 6l evel 36 et
above with O6Measures of Succeaendudserdustbmens.dtr ati ve f o
followed the same BUILD&model and featured a series of digital group research sessions,
complimented by detailed, in-dept h 6 homewor ké and i nteractive app
online oO6Livemindsd platform.

I To ensure a balanced geographic split, WPD ran nine groups in total (three in the South
West, three in South Wales, three in the Midlands).

1 Given the much lower starting knowledge of this audience compared to our wider customer
sessions, we therefore tailored our approach to deliver smaller groups to encourage
participants to have greater confidence to express their views. Each of the nine groups
contained six participants (making 54 future customers in total) covering:

x2 Sixth formers
X2 university students
x2 graduates/first jobbers

1 The list of spontaneous priorities generated in the early stages of this research were broadly
consistent with those raised by core customers. However, as time passed, nuances
emerged as the future customer audience showed a strong commitment to the planet, local
communities and the need for innovation.

T These groups of future customers welcomed WPDO&s |
vulnerability/affordability, environment and sustainability and wanted to see strong
measures that demonstrate future focus and innovation, using new technology. Future
customers expressed a sense of urgency around the environmental commitments i for
example, they urged WPD to set specific timeframes around reducing waste to landfill,
har mf ul oil and SF6 gas |l eaks from equi pment and
footprint T pushing for the toughest, most ambitious measures possible.
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5.47. Further examples of events held with future customers, covering a wide range of topics and
following a similar format to the workshop outline above, have included:

Event name/focus Stakeholders
report

Citizens Panels
1 A specific focus was given to future
customers in this event with 30% of December Appendix
customers participating being aged 29 or 2019 A29
under. Four of these were between 16 and
19 years of age.

Spontaneous Priorities - Qualitative Research

9 Future customers accounted for 8% of OS] 50 GEEEIL
ST 2019 A27
customers participating.
Social Contract Development Research -
Qualitative Insights October 9 Appendix
i Future customers accounted for 37% of 2019 A35
customers participating
548. We have continued to seek, i nvodniors daingghemoshsi der f u

recent phase of engagement. 184 future customers took part in our final acceptability testing
and willingness to pay research, with these results contributing to our final acceptability scores
(See Appendix A49 and A50). 79% future customers found the Business Plan to be acceptable
to them, which is very similar to the total end user acceptability at this stage (80%). It is also
noted that a higher proportion of future customers (14%) were unsure of whether the Business
Plan was acceptable to them. On the question of affordability, 59% of future customers said the
plan was affordable, representing a good majority, although lower than other groups . This can
be reasonably attributed to the impact that the fuel crisis and inflation may have on this group,
who are more likely to be affected by costs due to being in education or lower paid work than
other groups.
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Our engagement timetable

5.49.  The delivery of continual, iterative engagement was essential - ensuring the findings from each distinct method were quickly fed into other forums for
consideration and comment. This was key to achieving our stated strategic aim of building consensus and arriving at a final plan where the widest
possible range of stakeholders had been given the opportunity to comment on every key proposal, regardless of whether or not each particular
stakeholder group had been the first to suggest them. We also sought to build long-term relationships with stakeholders, building their knowledge over
time in order to enable broader and deeper feedback on issues than the engagement achieved by our peers. Figure SA-05.26 outlines our timetable:

Jan-19
Feb-19
Mar-19
Apr-19
May-19
Jun-19
Jul-19
Aug-19
Sep-19
Oct-19
Nov-19
Dec-19
Jan-20
Feb-20
Mar-20
Apr-20
May-20
Jun-20
Jul-20
Aug-20
Sep-20
Oct-20
Nov-20
Dec-20
Jan-21
Feb-21
Mar-21
Apr-21
May-21
Jun-21
Jul-21
Aug-21
Sep-21
Oct-21
Nov-21
Dec-21

Engagement process:

Phase 1: Preliminary engagement

Phase 2: High level social value research

Phase 3: Business Plan development

Phase 4: Business Plan refinement (detailed social value research)
Phase 5: Business Plan acceptance testing T T 1T T T 1T
Publication milestones:

BP1.: First draft Business Plan and consultation

BP2: Second draft Business Plan and consultation

BP3: First submission to Ofgem Challenge Group

BP4: Final submission to Ofgem

Engagement Method:

Customer Panel

2 | Topic specific bilateral / expert workshop
3 Connections Customer Steering Group / Distributed Generation Owner
Operator Forum

4 | Local authority local energy plan bilaterals
5 | Co-creation workshops
6

7

8

9

Sprint workshops

Webinars

Local network investment and net zero workshops

ICP/IDNOs conference

10 | Social obligations conferences / best practice workshop

11 | EV conferences and workshops

12 | Strategy development workshop

13 | Written consultations

14 | Online engagement portal

15 | Online panel

16 | Quantitative research surveys - Customers in vulnerable situations
17 | Quantitative research surveys - Major connections customers

18 | Quantitative research surveys i Distributed generation customers
19 | Power cut follow-up surveys

20 | Social value / willingness to pay - qualitative workshops

21 | Social value / willingness to pay - quantitative surveys

22 | Multi-phase deliberative, qualitative focus groups i end users

23 | Citizens panels

24 | Social media surveys

25 | Multi-phase deliberative, qualitative focus groups i future customers
26 | Acceptability testing

- [ Customer Engagement Group [

Figure SA-05.26: WPDb&s stakehol der engagement timetable
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Pre stage one (learning from enduring engagement)

5.50.

5.51.

5.52.

5.583.

5.54.

WPD has engaged consistently with stakeholders annually for the last 15 years. Over this time,
our engagement has grown dramatically in scope and depth, requiring an adaptive approach to
the way we interact with an increasing number of stakeholders. However it has meant that, as
we embarked upon our stakeholder engagement programme specifically for RIIO-ED2, we
already had a strong appreciation of the issues facing customers.

Findings reports from our annual stakeholder events dating back to prior to RIIO-ED1 are
published at: https://yourpowerfuture.westernpower.co.uk/our-future-business-plan/our-riioed1-
business-plan/supporting-stakeholder-engagement-information. Insight from the previous year
is always played back to stakeholders to guide and contextualise their discussions, but they are
always provided with the scope to amend and add to these priorities via dlank piece of paperd
workshop discussions.

While certain topics have remained consistent, we have seen the prominent emergence of new
areas of interest like the DSO transition, low carbon technologies such as electric vehicles and
heat pumps, and the risk posed by cyber-attacks (see figure SA-05.27). Conversely, some
previously prominent issues in the lead-up to RIIO-ED1, such as the impact of metal thefts
disrupting customer supplies, have fallen away and are no longer key priorities, thanks to our
actions to protect the network.

2011/12 2017/18 2018/19

‘Future proofed’ equipment Keeping the lights on Network reliability
replacement (incl. emergency resilience) .

Build a smart network
Low carbon innovation Smart networks .

Network resilience
Power cuts *New* Cyber securit

y y Cyber resilience

Severe weather/ Environment and N . .
emergencies sustainability New" Innovation and new

services (e.g. flexibility)
Guaranteed standards *New* Electric vehicles

for power cuts Vulnerable customers

*New* Transition to DSO “New* Whole systems

Flooding X
Workforce renewal skills approach

Oil and gas leaks and training .
Connections

Worst served customers Vulnerability (to power cuts) .
Customer service

Undergrounding *New* Changes to flood .

overhead lines in Areas of risk planning Environment

Outstanding Natural Beauty

Government legislation g g allisy
New connections service and policy B Workforce resilience
@
New connections Affordability = Fuel poverty
Definition of a ‘worst Connections

Medium

served’ customer .
Safety education

Habitats and species

Metal theft

Fuel poverty

Medium

Customer information and
data

Customer awareness

As we have embarked on our specific Business Plan engagement processes, our stakeholders
have been able to quickly delve into considerable detail on many of the issues raised due to
years of understanding and discussion with WPD. At the same time, we have been able to put
into context the scale of ambition and urgency stakeholders place on certain key topics for the
future (e.g. the achievement of net zero) by understanding if these have been a gradual
development over time, or are so critical to stakeholders that they have emerged suddenly and
at pace.

For example, in the regulatory year before we began our programme of engagement for RIIO-
ED2, we already had a significant body of granular insights and therefore areas of likely focus
for stakeholders.


https://yourpowerfuture.westernpower.co.uk/our-future-business-plan/our-riioed1-business-plan/supporting-stakeholder-engagement-information
https://yourpowerfuture.westernpower.co.uk/our-future-business-plan/our-riioed1-business-plan/supporting-stakeholder-engagement-information

9 stakeholder Importance
priorities out of 10

Top issues contained within each category (not exhaustive)

Network reliability 8.46 Rural vs urban; p/cut frequency & duration; network upgrades; security of supply
Build a smart network 704 | | e e e T
Network resilience 7.87 Flood defences; tree trimming; climate change effects; maintenance; contingency planning
Cyber resilience 7.41 Data theft; disruption to services
*Nevy* Innovation and new 7.26 Innovation trials; energy storage; EV charging; netw_orl_< fngibinty services; collaboration
services (e_g_ f|EXIbI|Ity) with wider industry & academic institutions
Vulnerable customers 6.83 PSR maintenance; protetitfn::uiiﬁ;nﬁegrt'l/]‘::l;r‘;ac;)r\yden reach/identification;

I *New* Whole systems 6.82 Increased collaboration; whole system planning; scenarios development; reduce

f.g_ approach ’ consumption
Connections 6.77 Speed of quote; speed to conr}sitgt;s)c;if;a)(?&lzsel:\iiéillr;?gled process; joined-up planning
Customer service 6.70 Qualityofcontact s; proactive communication; n
Electric vehicles 6.66 e oardnation of EV o  possible: consumer sdueaton -
Environment 6.65 Address climate change emergency; undergrounding; SF6 elimination

% Affordability 6.23 Transparency on pricing; bill impact of DSO/EVs

g—. Workforce resilience 6.21 Apprenticeships; STEM education links; schools partnerships

3 |Fuel poverty 5.79 Identify hard-to-reach; partnerships with other agencies; urban vs rural

5.55. INn2019,we del i berately broke our cycle of playing bac
stakeholders, to ensure we provided them with the opportunity to make suggestions that differ
fromWPDO&s existing r ol esdtosstartfrom a dlanio sheetod) paper. Basee s
on our considerable experience and track record of engagement, we could therefore anticipate
priorities that would emerge, but were careful not to assume.

5.56. By adopting this approach, we knew that, when certain key priorities did re-emerge, we could

have confidence that these insights were robust and meaningful, by being able to contrast them
with the rich body of insights we have gathered over the previous 15 years of engagement.

Stages one, two and three: Co-creation

5.57. WP D 6 s-creatimn of the Business Plan saw us build our plan with stakeholders in distinct
stages. This culminated in the publication of a first draft Business Plan for stakeholders in
January 20211 10 months ahead of its final submission to Ofgem. Subsequent phases of
engagement focused on refining this BusinessPlanar e cont ained in the O0Phase
section later in this document.

Figure SA-05.28: Stakeholders on this table (green text) review and add to the

suggested commitments and actions made by a different table (black text) as part of
WP D 6 s-creation workshops and live triangulation exercise
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Stage one i preliminary engagement
5.58.  Using the wide range of engagement mechanisms outlined in section 5.7 above, at this early stage of engagement, we asked stakeholders to tell us the

high level outcomes they wanted us to achieve for customers in our next Business Plan. While the specific service expectations differed among
stakeholder groups, they allagreedon ei ght core prior it i 8usinasshPéan, anchldspecific key mrioripes we sNéRIdDsgek to

address:

ALL VULNERABLE CUSTOMERS | INNOVATIVE NEW SERVICES AND
KEEP THE LIGHTS ON SMART, FLEXIBLE NETWORK S Ve e
EASILY ACCESSIBLE EFFICIENT, VALUE FOR MONEY DELIVER A SUSTAINABLE, LOW
SIS S DT R ELRE NENHEIRS INFORMATION SERVICE CARBON FUTURE

Whol :

systsr:s Innovation Electric Fuel Safety & Workforce § Customer Affordabilit
NﬁtvgﬂrtI( Ne.t\./vork C.)I/.ber approach to & new vehicles Vulnerability poverty health resilience service ordabiity
reliability | resilience | resilience | = > services

Stage two and stage three 1T Business Plan development

8 high level
desired outcomes

14 priorities

5.59. In February and March 2020, we kicked off our Business Plan development phase by holding specially designed,
Business Plan commitmentco-c r eat i on events at six | ocations (rural
This was our largest series of events ever with 393 stakeholders attending in person. Sessions like these help us to
define issues, develop proposals, resolve areas of conflicting feedback and identify preferred solutions.

For example, withiné n et wo r k rstakeholdebsiraisédtthe ilnportance of:
Power cut frequency and duration
32 S s e Worst served customers
Overall health of network assets
Use of flexibility and local aeneration to address demand needs

For example, within 6 e n v i r o stakehaiders suggested an action to:

+1,000 suggested

actions target of 20500

ASet a mor eetzzmmbat geusfor WPDO6s operati
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560. The obj ect i v-ereatoh evévB Wésgo aklow stakeholders to identify our Business
Plan commitments from scratch. In doing this, we sought to deliver industry leading practice that
went beyond simply consulting on pre-proposed plans; instead, we shared the decision making
power with stakeholders by asking them to propose actions within the 14 key focus areas
identified via our preliminary engagement phase.

5.61. Stakeholders were briefed on some of the factors to be considered and any relevant existing
performance information by WPD managers responsible for each topic area, before taking part
i n rounddraédtei drc oStakehgdens weeesagked to:

Identify the high level topics they wanted us to address, then;

Identify specific focus areas within each topic, then;

Begin to draft the commitments for each focus area i and what they would like us to deliver
to achieve these.

5.62. Each table began with a different topic. Facilitators

then swapped topics, enabling stakeholders to In tOtaI’ across 14 key

review, amend and add to the suggestions of topics, stakeholders

identified over 325 focus
areas and over 1,000

others. This helped to refine the proposals as part of
the creation process, as well as ensuring weighted
feedback so the views of individuals were not
allowed to feature too heavily. Each session closed

with electronic voting to gain a quantitative view on initial suggestions 1

the importance of the topics discussed. These .

findings were updated live on the day to incorporate al | I n t he S 1
the priorities and commitments co-created by own words

stakeholders during the roundtable discussions.

5.63. Many of the items raised by stakeholders as part of this process have ultimately been included
in our Business Plan commitments. Where suggestions were not carried forward in the exact
terms requested, this was due to the following:

1 We were already fulfilling the commitment. It is therefore considered to be part of our
business as usual activities and will continue.

i  The suggestion was based on a misinterpretation of our role and responsibilities.

i There was lack of awareness of our regulatory context

9 Suggestions were not supported sufficiently by wider stakeholders when tested and
triangulated as part of our ongoing engagement process.
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5.64.  To demonstrate the scale and value of our co-creation process, the table below (figure SA-
05.29) gives an example in each topic category of the types of issues raised by stakeholders for
us to address:

Topic Focus areas Suggested actions

Network reliability 37 aspects to consider. e.g. 161 e.g.

1 Overall health of network assets ACreate accurate forec
1 Use flexibility and local generation to address ensure that assets can respond to future
demand needs (higher) demando
Network resilience 30 aspects to consider. e.g. 80 e.g.
9 Scenario planning / data analysis fi Us e -térm dimate scenarios (1:100 years
1  Flood protection is no longer fit for purpose) and work with a

range of stakeholders to mitigatefl o od r |

Cyber resilience 15 aspects to consider. e.g.

1 Network security i risk of power cuts due to a cyber- fi Co mmi t external s
attack accredltatlons from t
1  Systems security i risk of data loss / access

Whole systems 41 aspects to consider. e.g. 144 e.qg.

approaCh to net 1 Help local communities to achieve their net zero AEngage with | ocal thenut

Zero carbon emissions targets to deliver on their net zero targets, sharing

1 Facilitate / incentivise local low carbon generation knowl edge and informat
and storage

Innovation and 43 aspects to consider. e.g. 114 e.g.

New services 1 Support community energy projects to connecttothe AEducate and i nform cc
network benefits of community energy, using

1  Collaborate within the industry to offer tariffs to wor kshops and forumso
encourage flexibility

Environment 37 aspects to consider. e.g. 121 e.g.

¢
t

1 Reduce harmful leaks from our equipment Having a more ambitious net zero target than

1  WPD to be net zero before 2050 the governmentds targce
Electric vehicles 34 aspects to consider. e.qg. 158 e.g.

1 Facilitate electric vehicles on a mass scale AWork _with the government and Ofgem to

1 Lobby for national EV strategy ensuring deliver a clear, coor

standardisation

Vulnerability 23 aspects to consider. e.g. 120 e.g.

Protect the interests of vulnerable customers in the i Wo r k -agencysosublicise and deliver

switch to a smarter network vul nerability services:
f Communication / collaboration with others to raise the

profleof WPDO&s services

Fuel poverty 14 aspects to consider. e.g.

1 Partnerships and outreach services AWork closely with key
1 Identifying fuel poverty partners to provide education and support for
customers in fuel pove

. Safety and health 13 aspects to consider. e.g.

1 Maintaining a safe, healthy and motivated workforce fiEns ur e t leath meeds df the
1 The potential post-Brexit legislative changes to health workforce are being met and supported by

and safety law promoting a healthy work-l i f e bal an
.Connections 30 aspects to consider. e.g. 60 e.g.
Low carbon technologies (including EVs) Al nvest aheadndertdke need
11 Investment in local development plans forecasting for EV connections to ensure
sufficient capacity, ¢
.Workforce 8 aspects to consider. e.g. 59 e.g.
resilience 1 Retention and upskilling of a specialised, highly fiDevelop a diversity strategy that is long-term
skilled workforce and reflects wider det

1 Improving the diversity of our workforce

13. Customer service This topic was considered by stakehol der s Busindse ¢
Plan commitments. It was therefore tested as an explicit aspect of each of the topics listed above, rather
than as a standalone topic. In addition key standout considerations emerged as:

1 Customer satisfaction

1 Quality of communication/information

14. Afford ability Stakeholders asked that the plan must be affordable and represent value for money. This therefore led to
standalone social value testing and quantitative testing.

Figure SA-05.29: Examples of recommended actions co-created by stakeholders
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5.65.  Through a thorough process of synthesis and triangulation (see section 6), these suggestions
weregroupedand consolidated i n or de BusihessPtanfori ve at
stakeholder consultation.

5.66.  This process was scrutinised by the CEG as part of a formal challenge to demonstrate that:

Every Business Plan commitment had originated from a stakeholder suggestion (with the
exceptonofa small number of | egislative/regulatory
and knowledge had led to suggested commitments for the initial list to then enable stakeholders

to consider and feedback on).

WPD had not discounted or overlooked areas of significant stakeholder priority or
concern

5.67.  As aresult, we arrived at an initial list of 67 core, overarching commitments that addressed the
areas of greatest stakeholder priority, with more than 1006 wi der commi t ment s 0
the Business Plan, shaped by these stakeholder suggestions.

Stages four and five: Refinement and acceptance

Stage four i Business Plan refinement

5.68. In January 2021, WPD became the first DNO to publish our
Business Plan with an accompanying stakeholder consultation
(see figure SA-05.30), 10 months ahead of our final submission
to Ofgem. We did this to provide full transparency to
stakeholders and maximise their opportunity to have an input
into our planning process. We invited stakeholders to help
negotiate and refine our precise commitments, levels of
ambition and performance targets for RIIO-ED2.

WP DO s

requ

cont a

5.69. We set out 13 specific questio Have your say PD6s <cor

commit_m_e_nts, proposed _expenditure, the prt_—z_sentation a_nd iy ey —
accessibility of the plan, its overall acceptability, and actions to for 2023-2028
deliver a low carbon future.

e Mo, St B end W

5.70.  Our goal was to understand the priorities of a wide range of
stakeholders (including major representation from end user,
bill paying customers) and ensure our proposed commitments
deliver the core outcomes and appropriate scale of ambition
that stakeholders want to see from WPD. The document
therefore presented:

Figure SA-05.30: Our first
draft Business Plan
consultation

i Options for investment and the costs
i The service improvement to be delivered by each investment option

i The impact on the average domestic electricity bill.

5.71.  To explain our core commitments, we gave an overview of the stakeholder views which helped

us to arrive at our initial O6cuyremtWRDéswdcpro@wot al

performance and key information. We asked stakeholders to indicate areas where they would
like us to go further than our initially proposed baseline, as well as to suggest entirely new
commitments.

5.72. It was essential to maximise the opportunities for stakeholders to participate in, and respond to,
the consultation. We published the first draft Business Plan (BP1) and accompanying
consultation on our website, along with four introductory, contextual videos from WPD senior
managers with responsibility for key aspects of the Business Plan. We also created an online
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response hub for stakeholders to submit their views directly, as well as an option to download a
response form to submit via email or post.

5.73. We sent the draft Business Plan and consultation to nearly 9,000 stakeholders and invited them
to participate inafollow-u p webi nar and st aksdfguredSA0%34). TWeor k shops
audiences with whom we shared the consultation included:

First draft Business Plan (BP1); consultation; 4561
Website online response form; downloadable form; ’ .

explanatory videos page hits
Ofgem, BEIS and Challenge Sent BP1, consultation and the offer of a bilateral 10
Group meeting, fromWPD&6s CEO
Members of Parliaments and Sent BP1, consultation and an offer of a bilateral 181
Welsh Assembly Members meeting, from WPD&és CEO
Local Authorities and LEPs 2(:"ergtiaP1, consultation and an offer of a bilateral 130

g
Key stakeholders (e.g. Citizens Sent BPL et " e
Advice, ENA., trade in‘\e/ir:ation , consultation and a webinar/workshop 460
associations)
Wider stakeholders ;a;;?(l;nl, consultation and a webinar/workshop 8,000
UM (Sl (e, Sent BP1, consultation and a webinar/worksh
Customer Collaboration Panel ~ Per =t - COnstiation and a webinarworishon 94
& Connections Steering Group
Press release and print media National and local media; Phil Swift Utility Week 305,497
2l : interview. views; 3,222

Social media Monthly campaign and end-customer surveys engagements
Trade Unions, Pension
Trustees, Investor community Sent BP1 and consultation from Directors 50
and contractors
WPD staff Bespoke intranet page; surveys and response 6,500

form; news and CEO bulletins

5.74.  As well as achieving an impressive rate of direct responses, we ran a series of stakeholder
workshops to walk stakeholders through our proposals, provide essential context and allow them
to provide extensive qualitative feedback. This included five workshops to specifically discuss
WPDO6s delivery strategies and :customerivdlnerability,s i n t he
environment, innovation, digitalisation, and DSO and connections. We also hosted an innovative
c onsul tpatiina neatierdagequidk-fire presentations on every key focus area of the plan
and live quantitative voting on every core commitment, followed by breakout discussion sessions
to flag new commitments or areas of significant change that stakeholders would like to see.

5.75. In total, WPD received 2,331 responses, including 803 via direct, in person sessions (see figure
SA-05.32). We proactively encouraged participation from end user, bill paying customers whose
less detailed knowledge of WPD and our operations can sometimes lead to a lack of
representation. In total, 1,487 end-customers delivered feedback on their preferred levels of
ambition relating to WPDb&6s core commitments. The
down as follows:



Number of
Engagement method stakeholders Stakeholder types represented

Four stakeholder workshops

. . 222
(commitment creation and playback)
Online engagement p_ortal . 41 Typical full spectrum of stakeholders: local authorities,
(above workshops replicated online) utilities, parish councils, charities, environmental groups,
Webinar 86 connections customers, developers, businesses,

community energy groups etc.
Direct consultation responses i
online & written 78
(Commitment options i questions 4 &5)

Including:
1 Utilities (e.g. E.ON UK) 9 Expert stakeholder
1 Local authorities groups and major
Direct consultation responses i (e.g. South Hams customers (e.g. Centre
online & written 63 District Council, Torfaen for Sustainable Energy;
. . County Borough Council; Mozes; JRC)
(narrative questions 1-13) Herefordshire 1 Domestic customers
Council; Powys County 1 Environmental groups
Council) 1 Parish councillors
i LEPs
Bilateral expert sessions 11 (SIS o

1 Welsh Government
Consultation Ospri

WOI’kSh_Op . 86 Typical full spectrum of stakeholders: local authorities,
(Commitment options) utilities, parish councils, charities, environmental groups,
Five strategy workshops ggnmnrﬁﬁmnsecr:;srtom?gsa c;ezgopers, businesses,
(including reviews of associated BP1 257 Y energy grotips €.

commitments)

Bill payer/consumer surveys

. . End
(Commitment options) S e user consumers

In addition, feedback from: 110 WPD staff
Figure SA-05.32: Respondents to our first draft Business Plan consultation
5.76. Stakeholder feedback led to significant changes in the core commitments proposed in this

second draft Business Plan (BP2), which was published for consultation in March 2021,
including:

58
streamlined
core
commitments

Clarified 11
Increased the

4 new core

ambition of !
core commitments

35 core - to ensure they

commitments deliver clearer

(60% of total) benefits and
outcomes

commitments
introduced

- reduced from 67,
with previous
actions categorised
within our 100+
wider commitments

5.77.  As part of this consultation, we sought views on our first draft core commitments, along with a
range of options for stakeholders to consider in relation to the scale of ambition for each area.
We therefore presented:

69
WPD Business Plan 2023 1 20281 Annex 3: Giving Customers a Stronger Voice: Enhanced Engagement



i1 Options for investment and the costs.
1 The service improvement each investment option would deliver.
i1 The impact on the average domestic electricity bill.

5.78.  We sought stakeholder views on where they wanted us to go further, as well as asking them to
suggest entirely new commitments. Figure SA-05.33 provides examples of this optioneering:

Byastian 4 Option 5:
Current RIIO- Option 1: Option 2: Option 3: Con’;iderabl Your
Core commitment ED1 Incremental Current best Further R Y Positive impact for customers suggestion
performance improvement view ambition great for
ambition .
alternatives
Regular contact to keep vital data on
the needs of our most vulnerable
r&:!'&?ﬂz:?z%gic’;; ?‘Aﬁ)egé‘:resr telephone call; 30% via direct 40% via direct ~ 60% via direct 80% via direct of the needs of vulnerable customers 5
1® e (e 6f (s SERiEs We 70% by . telephone call telephone call  telephone call telephone call thh appropriate representation from
letter/email high deprivationarea s . Mo r ¢

provide and update their records persond contact €

advice to be delivered to meet that
individual 6s
Bill impact: 1 J - ] +2p ]  4p |

Isleimiity WG @R (ET K- TCEET Customers with the most serious

vulnerable customers each year to 20,000 30,000 40,000 50,000 o . N N %
join the Priority Services Register 20T Ry customers customers customers customers Cimenetililes &1 (PerEnE it ’
within RIIO-ED2 and offered support
Bill impact: o5 | - ] 05 ]  <ip |
70.000 Customers living in cold homes and/or
Support fuel poor customers to cusu’)mers 56,000 75,000 94,000 113,000 struggling to afford their energy bills

make savings on energy bills over saved £27m in customers to customers to customers to customers to received tailored support to make long ?

RIIO-ED2. save £30m save £40m save £50m save £60m term changes to improve their ability to

the last 5 years

Billimpact: __ M asp ) ] wisp ) +3p |

afford to heat their home

Continue to install further flood Sl s Improve the resilience of the network to
defences to reflect updated data 95 Schemes to severe flood, therefore reducing the 5
from the Environment Agency. alf 7? EuScheles be done in ED2 1D Sdiemes 125 Sdlirzmzs risk of power cuts and disruption to ’
substations
customers
I
Reduce internal Business Carbon
Footprint to be net zero by Accelerate a reduction in carbon

following a verified Science Base New Net zero 2050 Net zero 2043 Net zero 2035 Net zero 2028 emissions to minimise our impact on ?
Target to limit the climate impact climate change

of our activities.

o | -] _+po ] 15 |

Figure SA-05.33: Examples of the options stakeholders were asked to feedback on in relation to each of
WPDO6s proposed core commitments iconsultdtien fi rst draft B

5.79.  An explanation of how these options and the scale of ambitions they cover were arrived at can
be found in Supplementary Annex 02: Our commitments. In the vast majority of cases the
preliminary engagement stage gave us an indication of the scale of improvement stakeholders
were looking for WPD to deliver in each area. We then factored in specific commitment
suggestions from stakeholders, as well as applying our knowledge and expertise of what the
highest scale of ambition that can be reasonably delivered in the timeframe whilst keeping costs
as low as possible for customers. In all cases, at every stage of our engagement process
stakeholders were given the option to indicate if they wanted something completely different, in
case they were not in agreement with the parameters set in the initial options WPD had posed as
an initial proposal to stimulate feedback and discussion.

5.80. I n addition to this consultat i @usinesxPéanrce fsienem@sntp@r t
we conducted a second round of detailed willingness to pay research to understand the social
value placed by domestic and business customers on a range of potential outcomes arising from
our RIIO-ED2 Business Plan commitments. Alongside the consultation findings, these insights
were used to inform and refine our plan. Details of this research can be found in Section 7 below.
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Stage five (a) i Business Plan acceptance testing

5.82. In March 2021, WPD published a second draft Business Plan

with an accompanying stakeholder consultation, before any e

other DNOs had published a full plan for the first time (see
figure SA-05.34).

5.83. Having made substantial changes as a result of our first
consultation, including consolidating 67 initial core commitments
to 58, and adding four entirely new commitments, we wanted to
provide stakeholders with full transparency and further
opportunity to comment on these proposals, as we aimed to
move towards a plan with high levels of overall acceptability.

5.84. While the focus of the first consultation had been largely on the Have your say
core commitments and options for various levels of ambition, B .
the second consultation asked stakeholders to comment on our
overall plan, and therefor# co wiriax rowialll
p ages 6 BusihessoPlan. i e

(]

Consultation for stakeholders - March 2021

5.85.  We set out 14 specific questions covering:
Figure SA-05.34: Our

1 Overall acceptability of the plan second draft Business
1 Potential bill impact Plan consultation
7 WPDb6s Best View of future energy needs
9 Our proposed expenditure for RIIO-ED2
i1  The presentation and accessibility of the overall Business Plan
9 WPD6s 58 core commitments
9 The four additional commitments (since our first draft Business Plan)
5.86. Mirroringthesuc c e s s f u l met hods wused t o shaBusnessldnapdd o mot e \

consultation (see Section 5.72 above), we again sent the second draft Business Plan to the

same audience of around 9,000 stakeholders and invited them to participate in a follow-up

webinar and stakeholder workshops. In addition, an enhancement from our process for the first

draft plan saw us run a targeted local media campaign including extensive coverage in regional
newspapers and radi o i nEDZBusinesswkn Manhagen We/&sb drete R1 | O
to all 8 million WPD customers inviting them to review our Business Plan online and to give us

their views either via social media surveys or by responding to our consultation either via our

online engagement hub or via email/post.

5.87.  As aresult, we significantly expanded the volume of stakeholders viewing and interacting with
our Business Plan. In addition, a key objective of the Business Plan acceptance testing stage
was to provide as many opportunities as possible for wider customers including end user bill
payers and future customers to have their say. In addition to the traditional stakeholder
engagement mechanisms of webinars and workshops, we achieved:

41 regional
3,132 web media

hits articles with a
on our second draft readership of more

Business Plan than 500,000

o=10]0][]

2,841 direct

engagements
generated following

672,000
people

reached

via content on 37
local radio stations

social media
reaching

360,000 people

5.88.  To accompany the consultation, we ran a webinar and interactive BusinessPlan6 s pr i nt 6
workshop to offer a live walk-through of the consultation via quick-fire presentations and
stakeholder feedback sessions and captured their responses to the 14 questions live and in
person.
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5.89.

5.90.

5.91.

72

As a result of these efforts, 64% of respondents to the full written consultation identified
themselves as domestic customers - a significant increase from <20% achieved in our first
consultation.

In total, WPD received 1,004 responses, broken down in figure SA-05.35 below:

Number of
Engagement method stakeholders Stakeholder types represented

Consultation O6spri
workshop 59
(Commitment options)

Figure SA-05.35: Respondents to our second draft Business Plan consultation

The key headlines of the feedback received include:

Supportf or WP D 6 sBusinessrPemh was very high (see figure SA-05.36):

The acceptability of: Percentage of customers who did not express a de5|re for
changes alternatives

Figure SA-05.36: Results from our second draft Business Plan consultation 7 overall
Business Plan

SupportforWPD&és four new ¢ o washigh(semfiguren®Ar05.37):

17 82% supported the statement: Al think WPDO&s

and ambitious enougho , erfdedbhck specifically on each commitment could be
broken down as follows:

Percentage of customers who
did not express a desire for
great ambition or an
alternative commitment:

Core commitment:

"Provide a same day connections' response for customers by introducing online
self-assessment tools for individual low carbon technology applications."

. "Ensure capacity availability to enable net zero to be achieved across our regions

sooner than 2050 (some areas as soon as 2030), in line with the ambitions of
stakeholders in each region."

. "We will deliver service improvements to drive business innovative efficiencies to

assist our customers to reduce overall energy costs."

. "Facilitate access to funding streams by providing support to community energy
groups when making submissions to our calls for ideas."

Figure SA-05.37: Results from our second draft Business Plan consultation 7 new
commitments proposed since our first draft Business Plan
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While support for a commitment on efficiency (# 3 above) was high, stakeholders felt
that the current commitment should be more specific about the scale and materiality
of the efficiencies that will be delivered.

In response, WPD has revised the commitment in order to address this feedback

and include a specific, quantifiable target. The commitment now states: i We  wi | |

make an efficiency saving of £55m through RI10-ED2 by improving the effectiveness of

assets, operations and customer service by encompassing innovations into standard

busi ness practice that show a positive cost bene

While stakeholders strongly supported all of the commitments proposed, they felt
that the number of core commitments should be further streamlined.

In response, we have reduced our core commitments to 45 (from 58), with previous
actions re-categorised within our 100+ wider commitments.

Overallacceptability amongst responding stakehol der s
commitments increased. Most notably, commitmentsinrelaton t o éenvi ronment an
sustainabi | ityé increased from 77% to 92%.

However, in relation to o6custsatistactionfélln vul ner abl

slightly, despite WPD raising the ambition of all five commitments in this category

between the first and second draft Business Plan, following responses to the first

consultation. The reasons given were that stakeholders would welcome even greater

ambition, particularly in light of the ongoing impact of the Covid-19 pandemic on the

most vulnerable in society, and an expectation that these impacts will be enduring

throughout at least the early years of the RIIO-ED2 period.

I n response, in addition to the five core c¢commi
vulnerability strategy for RIIO-ED2 contains 39 additional commitments with a

large number that will significantly exceed the baseline standards set by Ofgem

for RIIO-ED2.

5.92. In addition to this consultation exercise, we have conducted formal Business Plan acceptability
testing research with a broad, representative range of end user bill payers to test the
acceptability of the overall Business Plan and test affordability of the proposed bill impact (see
Section 6).

Stage 5b gap analysis

5.93. In July 2021 WPD submitted its full Business Plan to Ofgem, and in doing so we presented our
stakeholders with our third version of the plan.

5.94. Having engaged extensively with stakeholders throughout the development of the Business Plan
and the considerable second draft consultation feedback received, we wanted to ensure that at
this stage, leading up to the final submission in December 2021, stakeholders were able to
continue to help us to further refine and shape our plans and to test acceptability.

5.95.  As aresult we have engaged more than 6,000 stakeholders in this stage, leading to increases in
the levels of ambition in our commitments across the Business Plan.

5.96.  The Business Plan was made available online, alongside a shorter overview of the Business
Plan, a guide on how to navigate the plan, Board Assurance and Redaction Explanatory
Statement to provide stakeholders with a complete picture of the updated plan. All associated
annexes and strategy documents were also made available for full accessibility and transparency
of our Business Plan preparations to date. All this content was published to offer full context and
explanation of our future plans and how we intend to deliver on our commitments.

5.97.  Again, a 17,000 strong stakeholder distribution list received details of the plan, along with
invitations to a webinar and stakeholder events. Further enhancing the accessibility of our plan
and to maximise the ease of understanding for a variety of audiences, we broke down the core



focus areas of the plan into segments and presented our commitments using an interactive map
https://yourpowerfuture.westernpower.co.uk/RIIOED2-interactive-map . The map allowed
stakeholders to navigate around an illustrative town scene and click onto parts of the town that
symbolised a commitment area and discover more. The map was used by over 700 stakeholders
in the first month.

5.98. Closely following the publication of the plan, we held a live webinar which provided an
opportunity for stakeholders to get an overview of the published plan and associated suite of
documents. This included a presentation of the plan along with a Q&A session with our RIIO-ED2
Business Plan Manager. This was followed by a series of topic specific workshops enabling
further detailed feedback.

5.99.  In addition, we conducted further rounds of willingness to way and acceptability surveys with end
users to ensure that the plan and commitments cont.i
while also confirming that customers were supportive and endorsed our final submission. The
results are set out in section 6.

Shaping our final plan submission with stakeholders

5.100. It was vitally important that we ensured stakeholders were able to fully participate in the
development of the final Business Plan submission, maintain i n g WP D 6 scomsntitmeatttoe g i
co-create our Business Plan with a broad and diverse audience of stakeholders, end user bill
payers and future customers.

5.101. To achieve this, we undertook a gap analysis exercise, utilising the feedback from key
stakeholders suchOdgewWBPBOLh@GEGenge Group and Citi z
publication in July 2021, to identify elements of the plan requiring further refinement.

5.102. From this gap analysis we identified a number of areas where we wanted to continue to test our
plans with stakeholders to seek their input to shape and refine any commitments in which
feedback had suggested further consideration was needed.

5.103. Our engagement included both webinars and workshops with stakeholders as well as further
research with bill paying customers and future customers. As a result, we have ensured
stakeholders have been able to help influence every stage of the development of our plans and,
in this stage, enabled us to refine our Business Plan to make significant changes. For our core
commitments alone this has resulted in the following updates:

42 refined

Clarified 23
core
commitmetns

core 7 core
commitments 2 new core commitments

- reduced from 45, .
with previous actions commitments

provided with

consolidated and introduced updated
categorised within our targ ets
400+ wider
commitments or
removed

- to provide clearer
outcomes and
greater
measurability

5.104. In September 2021 we held a series of four stakeholder workshops, providing an opportunity to
walk through the proposals within our Business Plan submission, as well as proposed
refinements and potential additions resulting from our gap analysis.

5.105. The four workshops, attended by 137 stakeholders, were each focused on specific topics,
providing stakeholders the opportunity to discuss in detail our delivery strategies and
commitments, providing the key context to allow them to provide extensive qualitative feedback
and live voting across the following key topics:
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i Workshop 1: Customer Value Propositions
1 Workshop 2: Customer Service, Customer Vulnerability and Social Contract

1 Workshop 3: Network Resilience, Business IT and Cyber Security, Environment and
Sustainability, Safety and Workforce Resilience

1 Workshop 4: Innovation and Digitalisation, WPD6 s i ndependent system operato
uncertainty, Connecting to a smater grid to facilitate net zero and Community Energy

5.106. Across the workshops, stakeholders were presented with key issues, new commitments or
changes to existing commitments in the Business Plan which had been proposed as a result of
analysis of feedback on our July submission. Stakeholders were able to discuss these areas in
facilitated virtual breakout rooms and then participate in live voting to provide their views on the
acceptability of these proposals.

Support for our proposals around new and updated commitments was high. The table in figure
SA-05.38 sets out the level of support from stakholders at the workshops for these core and
wider commitments:

Percentage of
stakeholders who agreed

or strongly agreed they
found the proposed
commitment acceptable:

Proposed core commitment:

. Respond to social media enquiries within an average of 5 minutes and webchat 8 5/

enquiries in an average of less than a minute 24 hours a day. 0

. Increase the number of customers registered on the Priority Services Register to
75% of total eligible customers, targeting 80% of customers with critical medical
needs, including 50,000 hard-to-reach customers each year.

8 0o

. Appoint vulnerability champions at our depots to act as a point of contact for staff 8 7 (y

and to raise awareness of our vulnerability programme. 0

. Implement a criteria for vulnerability considerations when planning new schemes 8 'P/
across all areas of the business. 0

. Deliver a 20% reduction in SF6 losses from RIIO-ED1 and collaborate with industry
partners to develop technological alternatives to reduce overall volumes of SF6 on
the system.

73 %

. Support local community energy groups by holding 60 community energy surgeries
per year and providing a dedicated WPD community energy representative who will
assist with connection and flexibility offers.

76 %

76 %

7. Facilitate access to available funding streams for community energy groups.

Figure SA-05.38: Results from our stakeholder workshops in September 2021 i proposed
new and amended commitments presented and voted on at the workshops.

5.107. This detailed qualitative and quatitative feedback was combined with further customer research
(see willingness to pay sections 8.19 and 8.29) to drive refinements in our plan including a new
core commitment (15), as well as new targets and clear outcomes on 23 of the existing core
commitments. Some key examples of how this engagement has been used to enhance the
commitments in our plans are set out below:

i  Stakeholders were strongly in support of WPD setting a minimum percentage biodiversity net
gain target during RIIO-ED2 with 75% agreeing or strongly agreeing with this proposal. They also
supported setting a target of 10% net gain (53% of stakeholders) or over 10% net gain (35% of
stakeholders).

1 Inresponse, WPD has included a new core commitment using this feedback to set
an outcome focused target. The commitment is to: Achieve a 10% net gain in
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biodiversity (in line with nationally recognised assessment tools) for new major projects
and for selected primary and grid substation sites.

Through our best practice review as part of our gap analysis, we identified an activity to further
improve how support for vulnerable customers can be embedded in our operations. We
presented stakeholders with a proposed commitment to implement vulnerability champions
within our local depots. Stakeholders strongly supported this with 87% supporting the additional
proposed wider commitment, they also felt that these champions would be well placed to engage
with their local community to enhance our support.

In response, WPD has included a new wider commitment in our Customer
Vulnerability Strategy: To support teams, provide valuable insights and help ensure a
tailored local approach, our commitment is to: Appoint vulnerability champions at local
depots to act as a point of contact for staff and to raise awareness of our customer
vulnerability programme.

There were some areas where stakeholder feedback helped us to prioritise activity identified
through our best practice review in our gap analysis and focus on initiatives which are most
valuable. For example, stakeholders showed low support for a proposal to update our power cut
reporter app to enable customers to create their own, tailored personal resilience plan.With only
43% support, stakeholders felt that our costs and efforts would be better directed to more
targeted support for vulnerable customers, particularly digitally excluded customers.

In response this proposed commitment was not incorporated into our plans. We

have however expanded the detail in our Customer Vulnerability Strategy of power cut
resilliance support we wil!/| provide to customer
needs.

5.108. In addition to these proposed commitments, the workshops also enabled stakeholders to discuss
in detail a range of topics, where we were seeking their insight to further inform our approach and
to have their say on the level of ambition we were proposing. Some key examples of this are set
out below:

Stakeholders were able to discuss in detail WPD proposals regarding managing uncertainty,
providing feedback on a prosed uncertainty mechanism for load related expenditure and on the
timing of capacity for Low Carbon Technologies. They were in strong support of the use of an
uncertainty mechanism with 71% finding this approach acceptable and provided a range of view
on how this should be set using forecasts.

In response WPD has arevised uncertainty mechanism for load-related
investment in the business Plan. Our DSO Strategy also sets out how engagement
will be combined with forecasting to inform the timing and location of additional network
capacity.

5.109. Followingour July 2021 first Business Plan Submission w
proposed CVPs and undertake a robust assement of the value they would deliver. In addtition to
benchmarking and refinement of the SROI methodology we sought stakeholder insights to help
us refine the CVPs and ensure their support. As a result we reduced the number of CVPs from
eight to six.

5.110. Atour CVP workshop in September 2021, stakeholders were able to discuss in detail, the eight
CVPs WPD had proposed in July, providing their feedback on the proposals:

Stakeholders provided insights in breakout discussions on whether they thought WPD

was best placed to deliver these CVPs, whether the levels of ambition were appropriate

and whether the CVP proposals were acceptable to them. Following each round of

discussion stakeholders were also able to provide their views through electronic voting.

Support for each of WPDO6s siagreeiNgPdPDwasdesthi gh wi t
splaced to toake the action proposed. The results of this for for the WPDs six CVPs are

below:



Percentage of Percentage of
stakeholders who stakeholders who
agreed or strongly agreed or strongly
agreed they found agreed WPD is best
the proposed CVP placed to take this

acceptable: action:

"Ensure WPD is a net zero business by 2028 and set a - -
stretching science-based target of 1.5 degreeso 8 1 % 8 7 %
e R e e e
AfEstablish Community Ene
= scherr;:ez Eyifulndc:ng gole;rcP(\s‘/ I)nbsc?hgo:s"s SEE
e e 74w | 77%
ol RRbA Sy T =

Figure SA-05.39: Results from our stakeholder workshops in
September 20217 proposed CVPs presented and voted on at the
workshops.

Proposed CVP:

9 Support for the level of ambition for some of the CVPs was relatively loew with stakeholders
wanting WPD to go further. For example stakeholders felt that the CVPs to delvier a £1 milliion
ACommunity Mat t fumdsaar FVwmsdhoasrcauld beanore ambitious with 75%
and 59% of stakeholders respectively wanting us to go further.

9 Inresponse, WPD has proposed that the CVP to dABuU
and local energy schemes by funding solar PV on schools" is now fully funded by
shareholders. the core commitment underpinning this CVP now states:A Bu i | d
decarbonised communities and local energy schemes by providing £540,000
shareholder-funded support per year to install solar PV on schools in areas of high
economic deprivation.0 This has effectively increased the level of shareholder funded
commutoty support by more than 50%.

5.111. In addition to this final phase of consultation with stakeholders, we have conducted further
customer research in both a third round of detailed Willingness To Pay research and formal
Business Plan acceptablility reseach with a broad, respresentative range of end user bill payers.
These studies have provided the value placed on a ragne of refinements and new commitments
to shape and refine the final Business plan, as well as the overall acceptability to customers and
to test the affordability of the proposed bill impacts (see section 6).
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Gathering regional and devolved stakeholder
insights

5.112.

78

WPD serves a highly diverse region, ranging

from | arge urban

centres

second city) to rural and coastal regions. It spans two nations (England and Wales) with the latter

requiring consi

der at i

on of the bespoke

needs

stakeholder engagement activities have therefore ensured fair and balanced representation of all
the regions we serve. For example, at our overarching stakeholder engagement co-creation
workshops, we always target a variety of locations, including bespoke events for South Wales
and key regions such as Cornwall - where the strong identity of the region (frequently highlighted
by stakeholders) calls for specific consideration of their requirements.

Figure SA-05.40 below provides an example of the regional stakeholder input sought includes:

Business Plan Co-creation workshops - Feb 2020:
339 stakeholders

Bristol:
76 stakeholders

Swansea:
67 stakeholders

Birmingham:
82 stakeholders

Nottingham:
64 stakeholders

Milton Keynes:
45 stakeholders

59 stakeholders

Cornwall:

For example:

+ Gwent County Borough Council
+ Bridgend County Borough Council
+ Cardiff Council
+ Care & Repair Cardiff and the Vale
+ Carmarthenshire County Council
+ Ceredigion County Council
+ City and County of Swansea Council
+ Energy Saving Trust
+ Gower AONB
+ Johnson & Phillips Capacitors Ltd
+Joint Emergency Services Group
+ National Trust

Pembrokeshire County Council
+ Pobl Group

Rhondda Cynon Taf County Borough Council
+ Riverside Advice
+ RSK Environment
+ South Wales Trunk Road Agent
+ Swansea Bay University Health Board
+ Swansea University
+ Torfaen County Borough Council
+ Traffic Wales
+ University of South Wales
+ Vale of Glamorgan Council
+ Wales & West Utilities
+ Warm Wales
+ Welsh Government
+ Welsh Water

For example:

+ 361 Energy CIC
BRE National Solar Centre
+ Bude-Stratton Town Council
+ Budock Parish Council
+ Camelford Town Council
+ Chacewater Energy Group
+ Cornwall College
+ Cornwall Green Party
+ Cornwall Local Energy Market
+ Devon County Council
+ Hayle Climate Action Group
Imerys Minerals Limited
Mr Electric
+ National Energy Action
+ RAF St Mawgan
+ Regen
+ SGS College
+ South Hams District Council
+ St Just-in-Roseland Parish Council
+ SunGift Energy
+ Tamar Energy Community
+ The Green Party of England and Wales
+ Torridge District Council
+ Wadebridge Renewable Network
+ West Devon Borough Council

Figure SA-05.40: An example of the regional insights gained via a round of WPD co-

creation workshops
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While WP D @ssiness Plan is a singular document, it contains significant consideration of the
highly diverse local requirements of our various regions, which have been formed as a result of a
targeted engagement programme. For all research and engagement, we ensure balanced
representation from our four licence areas. Following each series of WPD events, while we
produce overall summaries and seek to build consensus amongst stakeholders (by playing back
the findings from specific geographic regions to others in order to test if insights align), we also
produce region-specific findings reports. For example, when considering the total stakeholders
engaged across our five engagement phases to date, we carried our regionally segmented
engagement in 20 of our 26 core methods. Some specific examples of some of this regional
breakdown are shown in figure SA-05.41:

Total engaged (across all engagement
phases since 2019)

Engagement method

South East West
West | Midlands § Midlands

Local authority local energy plan bilaterals 17 23 58 35 133

Co-creation workshops 161 314 264 206 945

Local network investment and net zero
workshops

Social value / willingness to pay - quantitative
surveys

103 178 161 122 564

696 937 1,173 1,005 3,811

Multi-phase deliberative, qualitative focus

groups i end users 71 71 36 36 214

Acceptability testing with customers (final

- 632 838 1,393 1,376 4,239
qualitative surveys)

Figure SA-05.41: The volumes of regional i nsi ght
engagement methods

5.113. Inthe same way that the views from different stakeholder groups and forums have been
synthesised and triangulated (see section 6), this process extends to the treatment of region-
specific insights - ensuring these voices are heard, evaluated and reflected in the decisions we
make.

5114. The wultimate measure of succBusigessiPanhathbeendeerhednt t o wt
acceptable to all customers. As set out in section 10, WP &céeptability testing has featured
balanced representation from customers across all of our geographic regions.

Working closely with Welsh Government

5.115. Following the declaration of a climate emergency by the Welsh Government (WG) in 2019 and
with plans to eliminate 95% of carbon emissions by 2050, WPD proactively offered support and
input into Welsh government plans to help meet its environmental goals. At the same time, we
sought reciprocal input from the Welsh government to help shape our RIIO-ED2 Business Plan.
When carrying out government-level engagement (including bilateral meetings with BEIS and
MPs and an engagement event in Westminster), we ensured this covered both UK and Welsh
government.
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5.116. In 2019, we held an event at the
Welsh Senedd for Welsh
Assembly Members (see figure
SA-05.42) to hear first-hand how
we are leading the affordable
decarbonisation of the Welsh
energy system and to seek their
input on our associated Business
Plan commitments. Eighty
attendees met with WPD staff
directly responsible for various
aspects of the Business Plan, as
we sought feedback on our
actions and future net zero plans,
steps to promote the rapid
uptake of electric vehicles, the
rollout of widespread flexibility
services, efficient network
investment to keep costs down
for customers and actions to
protect vulnerable customers in
the smart energy transition.

5.117. WPD has al so hel d-ian én usnebsesri VeGfimcldfiirapHeat lif the Welsh
Government Renewable Energy Team, Jennifer Pride. /
(2019), me mber s di s c u s ssepkcifitalyindeatiop to awn key themes of WG energy
policy - low carbon and fuel poverty - with WPD teams responsible for delivering these activities
present to share learnings and identify challenges to be addressed in our RIIO-ED2 Business
Plan commitments. In February 2021, we met with Jennifer Pride again along with nine other WG
members to receive first-hand feedback to our first draft Business Plan consultation. In addition,
we have met with the Director of Welsh Energy Policy Division, John Howells, to brief him on
WPD6s steps to transition to a smart, |l ow carbon ne
vulnerable customer safeguards within future WG energy policy and the steps we are proposing
in our RIIO-ED2 Business Plan to drive this forward.

5.118. As part of the acceptability and willingness to pay testing carried out during Phase 5b, we sought
views on our proposed Customer Value Propositions, including the proposal to Create a National
Energy plan for Wales. Just over half of stakeholders (53%) agreed or strongly agreed that WPD
was best placed to take this action i although a substantial 38% felt they did not know or could
not say. Both domestic and business customers valued the proposition, with households on
average willing to pay £1.53 for the initiative, and businesses accepting 0.19% of their bill to
deliver the proposal. It is important to note the our commitment to create a National Energy Plan
for Wales has since been removed as we are now already working with the Welsh Government
and other network companies to support their aim to be the first country to have a joint approach
to developing its net zero plans.

Local engagement drives our commitments in relation to
collaborative local energy planning

5.119. Net zero is a national target, but it will be delivered regionally. In the region served by WPD,
nearly 80% of the local authorities have declared climate emergencies, setting targets well in
advance of 2050. It will take a collaborative approach between WPD and a wide range of
stakeholders to achieve an effective, decentralised energy system to deliver these ambitious
targets. WPD is taking a leading role by engaging local stakeholders extensively to understand
their priorities and bake these into our Business Plan commitments. We have engaged every
local authority in our region on our plans for RIIO-ED2, while providing key forecast information,
as well as trusted advice and support to co-create their bespoke local energy plans, and ensuring
they align with and i ndreobBnergy ®¢Briarfos(DRES)st r i but i on Fut



5.120.

5.121.

5.122.

In these discussions, we also sought feedback on these DFES projections, our proposed
investment and low carbon technology (LCT) forecasts. As a result, we processed over 10,000
LA new development records as part of our DFES for 2020/21, achieving unprecedented
granularity and accuracy in our forecasts - all of which helped shaped the accuracy of our
planning for RIIO-ED2.

To further support local authorities with their energy plans and offer tailored engagement, WPD
launched net zero surgeries, enabling stakeholders to request meetings with local multi-
disciplinary teams (see figure SA-05.43). The surgeries help provide an understanding of
process, timescales, technical considerations, legal requirements and possible constraints
involved with either making a single connection to the network or a more strategic approach
across a region. In 2020 and 2021, due to the Covid-19 pandemic our annual local investment
workshops moved online, with 335 stakeholders attending 22 regional workshops hosted by local
managers.

2020 2021
East Midlands
Lincolnshire 15 September 2020 19 October 2021
Derby, Nottingham and Chesterfield 17 September 2020 5 October 2021
Northampton, Coventry and Leicester 17 September 2020 27 October 2021
South Wales
Cardiff and East Wales 10 September 2020 8 October 2021
Swansea and West Wales 23 September 2020 7 October 2021
West Midlands
Telford and Stoke 9 September 2020 12 October 2021
Birmingham and Tipton 15 September 2020 22 October 2021
Hereford, Gloucester and Worcester 16 September 2020 21 October 2021
South West
Devon and Plymouth 8 September 2020 28 September 2021
Somerset, Mendip and Bristol 9 September 2020 26 October 2021
West Cornwall and Bodmin 22 September 2020 14 October 2021

This workshop series (see figure SA-05.44) allowed stakeholders to meet with their WPD
Distribution Manager

and local teams, find out o — —— =

about WPD, its (
challenges and planned
local investment in RIIO-
ED2, and discuss
network constraints and
capacity issues. It
helped us to further our
understanding of local
growth agendas
(including Local Energy
Plans), consult on our
Future Energy
Scenarios, and play
back insights gained
from other regions (so
we could triangulate
these views). As a direct
result, a number of




actions were identified from the workshops which included shaping our Business Plan core
commitments to deliver ongoing, annual local authority engagement throughout RIIO-ED2 and to
deliver tailored support for SMEs to achieve net zero, while consulting on a 6 rgen recovery6
network investment plan to be delivered in advance of RIIO-ED2.

How Covid-19 has impacted our engagement

5.123.

5.124.

5.125.

5.126.

5.127.

5.128.

5.129.

82

While we hold utmost confidence in our stakeholder engagement methods, it has been
important to us to seek feedback from stakeholders on the way we have engaged with them
during our lengthy and sophisticated process. We have therefore ensured that while gaining

feedback on the Business Plan themes and commitments, we have also sought views through

feedback forms and satisfaction ratings on how we have conducted our engagement.

Using the four September 2021 stakeholder workshops as an
example, stakeholders gave on average satisfaction score of

between 8.4 and 9 out of 10 for the workshops. Quotes )
from del egatTaisis therbest virtdabyd : £ [BELEEUCERIEEENEL R EIEE
managed event | have attended, thank you for the

invitation. o

As part of our acceptability testing during the final phase
of consultation, it was noted from the research that

for the way WPD had

engaged with them to

refine and create the
business plan and

delegates reserved praise for the way WPD had engaged appreciated its emphas

with them to refine and create the business plan and
appreciated the emphasis placed on priority areas such
as fuel poverty support and net zero. More details can be

found in Appendix A51.

As for all DNOs, since March 2020,
Covid-19 has impacted the way in
which our planned engagement
programme needed to be delivered.
The pandemic largely removed our
ability to meet with our customers and
stakeholders in face-to-face situations
and necessitated the delivery of a
principally digital programme (see
figure SA-05.45).

Because of our forward planning and
early engagement, our preliminary
engagement phase remained
unaffected and was completed before
the Covid-19 pandemic emerged. We
had also begun our Business Plan

G’
.

Figure SA-05.45: Stakehol der s
first dr aft Busi ness
Snrint event held on 7Zoom in Fehriiarv 2021

is

on helping those in fuel
poverty and becoming
carbon neutral bv 2028.

Pl

development phase, hosting face-to-face commitment co-creation events with stakeholders
before switching to online methods for subsequent events.

We worked closely with partners to ensure that, through specific method selection and
additional outreach, Covid-19 did not materially impact the stakeholders we engaged, or the
depth of the feedback collected. We were able to adapt very quickly to a virtual engagement
programme, ensuring that the quality and range of engagement required to deliver robust,

details insights were never compromised.

di
an

For example, WPD successfully engaged all 130 local authorities in our region in summer 2020
through digital sessions to share our Distributions Future Energy scenarios, offer support with
the development of their local energy plans and seek views on our associated Business Plan

commitments.
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5.130. We were able to replicate the successful roundtable format of stakeholder workshops despite
sessions taking pl ace vi ath&long-term reldtoashigssve haver e, t hank
forged with our stakeholders, many of whom were heavily involved from the outset of our
programme in 2019, we have not seen any tail-off in participation numbers. For example, co-
creation stakeholder events in February 2019, a year before the Covid-19 pandemic, achieved
330 attendees across six events (an average of 55 per event). In November 2020, our first set
of overarching stakeholder co-creation events since lockdowns had been imposed achieved
engagement with 222 stakeholders across four events (also an average of 55 attendees per
event). This comparable size and range of stakeholders in attendance enabled us to maintain
mixed roundtable discussions with a range of different views in each group.

5.131. Indeed, virtual sessions opened up opportunities for more people from even more diverse
groups to take part in the process. Where previously some stakeholders would have been
unable to attend all face-to-face events, because of travel times, they were instead able to
participate in all sessions.

5.132. Using the capabilities of platforms such as Zoom, attendees were assigned to facilitated break-
out rooms, participated in electronic voting and were able to raise questions and receive
answers live. We also ensured that a WPD operational manager was on hand in every session
to assist and facilitate technical discussions. The main change from how we would ordinarily run
these sessions (in the face-to-face format) was that presentations delivered were shorter and
sharper - no more than 10 minutes each. This was to maintain interest and stakeholder
attention. We also took steps to maintain the regional representation and focus in our events. In
some cases, we ran Zoom sessions for stakeholders from specific geographical regions (for
example in November 2020, we hosted bespoke events for South Wales, South West, West
Midlands and East Midlands). In other cases, events were topic specific (e.g. six strategy
development sessions in February 2021). A mix of diverse stakeholder types was always
sought in each room, and stakeholders could always be identified by geography to ensure
regional variations in their priorities and feedback could be captured.

5133. Finally, WPD®&s r esear c hustedefaemats ofbdth telepherte andwebi ng t he t
based surveys. Typically, we always conduct qualitative focus groups in advance of the full
research delivery, to test comprehension and to refine the contextual information required to
maximise participation. These sessions were successfully maintained, but via video
conferencing rather than in person events. Similarly, we have maintained our permanent
cohorts of end user bill payers and future customers as part of our deliberative focus groups.
These stakeholders participated in remote research discussions over a two month period, and
we saw very little drop-out during this time, in part due to the ease of logging-on to participate
rather than travelling to a location.

5.134. However, with such a strong focus on online mechanisms, we have had to make special
provisions to ensure we are not excluding anyone without the ability to digitally participate. For
this reason, the methodology used for our research sampling selection has been designed to
ensure that telephony surveys took place with targeted representation from groups with typically
high rates of digital exclusion. In addition, we gave stakeholders the option to provide responses
to our consultations in writing, at workshops or via telephone surveys. As outlined above,
typically we have not seen a change in the types of stakeholders participating in our workshop
events (there was still high representation from parish councillors, for example). While many did
not find video conferencing a barrier to participation, and only a very small number found it
difficult to access aspects like our live voting (via a separate internet browser window, or device
such as a tablet or mobile phone) while the events were ongoing. In these cases, we carried out
follow-up telephone discussions with every stakeholder to enable them to deliver their votes
verbally to ensure their views were not missed.

5.135. However, for our ongoing approach to stakeholder engagement throughout the RIIO-ED2
period, we will ensure that the positive improvements made to our engagement delivery as a
result of the pandemic are carried forward. In particular, this will include an ongoing blend of
virtual and in person delivery to encourage more people to participate based on their
preference; shorter, punchier presentations and fast-paced interactive sessions to allow
stakeholders to digest more complex information in shorter, digestible chunks; and offering live
virtual walk-throughs of key consultations to check understanding before views are sought.



Synthesis and triangulation approach

6.1. As part of the RIIO-ED2 Business Planning process, WPD must demonstrate a clear line of sight
between the engagements conducted, the feedback collected, and the proposals put forward in
each aspect of the Business Plan.

6.2. Due to the huge scale of WPD&s engagement progr amme
and examining feedback is critical for success. Strong foundations, in the form of a process to
synthesise feedback, are required to ensure that thisscaleis a benefit and that WPD
are informed by the total body of customer and stakeholder opinion.

6.3. As engagement becomes more specific, conflicting feedback is more common as stakeholder
groups have different views on what networks should deliver. To manage these conflicts and
progress towards final proposals, clear triangulation principles based on best practice are
necessary to review feedback holistically, to find consensus.

6.4. The following sections | ay out Wih@uaton.approach t o b

Identifying research objectives

6.5. We started our programme nearly three years ahead of the final submission to Ofgem. This has
allowed adequate time for a multi-phased effort, and to allow stakeholders to co-create and
latterly, refine, our Business Plan. The programme was designed to be iterative, gathering
progressively more detailed findings from each subsequent phase to build from a blank piece of
paper to a finished Business Plan.

6.6. To ensure a comprehensive approach to synthesis and triangulation, we set out clear research
objectives for each phase, including how feedback should be broken down and categorised. In a
practical sense, this delivered 17 duckets6of feedback that have developed over time. Critically,
this was done at the start of the process, building a plan to identify customer priorities and
potential outputs before refining options and ambition levels in a logical order.

6.7. Establishing this structured and phased approach allowed us to review findings at each stage,
ensuring everything we had heard and learned informed not only our next phase of engagement,
but ultimately, the final Business Plan.

Synthesis
6.8. A rigorous process helped us to manage the huge volume of feedback generated by our
extensive programme, includinga centr al i sed database that acts as

the programme. The database was managed by an external party which ensured its
completeness and the quality of the data. This also guaranteed independent collation and
interpretation of feedback so that stakeholders had an assurance that all feedback had been
included.

6.9. The strengt h of comds bdnghe keyelofdetal ceborded. The database (see
figure SA-05.46) consists of 41 indicators spread across six tables, providing a wealth of insight
covering:



The engagements conducted (including which of the 29 distribution areas were involved
and which method was used to engage)

The stakeholdersengaged ( i ncl udi ng wf8istakeholder segiierilséatended
and their associated level of knowledge)

The feedback collected (including which of the 17 topics the finding relates to and whether
it informs a specific output).

WESTERN POWER="
DISTRIBUTION

+| S Top 5 segments engaged Stakeholder groups Knowledge level

E003 EGOS EOO5 006

Value chain
E007 EG08 EOD9 EO17 \

030 031 E0R E033
E03 E035 E0% EO
E03% E039 EON E041
E02 E04) EOM4 EO4S Customers —

E046 E07 EO4B EOSO

E051 EUS2 FOS3 EOS

E0S6 EO57 EOSB EOSS Contsumer itérest Wider industry

E0s0 E061 E062 663

Feedback collected Timeline of engagement

Maintaining a Safe and Reliable Network

Meeting the necds of customer and
network users

Figure SA-05.46: A screenshot from WPDOG6s centralisgd dat
engagement activities and findings, feeding into the synthesis process

6.10. In addition to the dashboard that sits above the database, this level of granularity allowed us to
filter the findings collected by any number of variables i whether this was the viewpoint of
specific segments or of a particular region on a specific topic.

6.11. Using these foundations as a base, WPD has produced synthesis reports detailing the feedback
collected through each stage of the engagement programme. These reports, covering upwards
of 200 pages and thousands of findings, provide complete transparency by detailing all of the
feedback collected topic by topic.

6.12.  These reports, independently compiled by Sia Partners, were then passed to the CEG to be
scrutinised, clarified and challenged. The reports demonstrated:

i The chronological stage at which customers and stakeholders influenced the
development of the Business Plan and in what way (e.g. brain storming high level
priorities or signing off specific service levels)

i1 How viewpoints compared across different segments and how the feedback collected
was used by WPD to come to a final proposal.

6.13. By phasing their production, i.e. producing a report at each stageof t he pl and gseedevel opm
figure SA-05.47), it is clear how the view of the stakeholder has developed through progressively
more specific engagement.
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Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

Stage 1:

e e e—) @) - Outcomes

engagement « Priorities

Stage 2:

High level O ———e@—@ Preferred service

willingness improvement areas
to pay

Stage 3:

Business O @ 1st draft of

Plan commitments (costed)
development

Stage 4:

Business O——Q—0-0 e 2nd draft

Plan commitments
refinement

Stage 5a:
Business

Pian —0—0-9 ([ ) Stkehoer

approval
acceptance PP!

testing

Stage 5b:

Business O ) Final

Plan gap commitments
analysis

=== Detailed planning === Triangulation (synthesis report)
=== Engagement & synthesis Deliverable (synthesis report)

Figure SA-05. 47: WPDO6s stakehol der eatgnang ef symthesis p |
reports after each completed stage

6.14.  The reports enabled WPD and our stakeholders to review the consolidated feedback at a single
source, making it possible to track our transparent co-creation process from the engagement
conducted, to the feedback collected, and finally to the decisions made in response. This
included areas of conflicting stakeholder feedback which required further engagement to arrive at
a compromise view.

Triangulation

6.15. T h e c o n ciengulatioadinvolds bringing multiple sources of evidence into effect when
driving towards a final, agreedposi ti on. WPD6s approach is built on
rooted in recognised best practice.

I. Triangulation takes place in stages:

1 Inline with the way in which WP D &esearch objectives were defined, and feedback was
collected, our approach to triangulation has also been iterative. After the feedback stage, we
reviewed evidence to establish the findings, identify any conflicts, and consider how the
finding results compared to the initial questions and hypotheses.

9 Critically, triangulation does not occur solely within the confines of the engagement itself.
While WPDd s p r o c e s &clearstakeholdeeviewpoint, based on all of the findings
collected and reviewed, there are other significant inputs into the triangulation process that
will all be reviewed as part BusifesstPlar ingudimgc ess t o a ¢
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m Engineering justifications

m Regulatory considerations

s Legislative and government policy decisions

Triangulation

= Social value research

= WPDO6s own practical experience ru

Il. Triangulation should focus on identifying conflicts and facilitating compromise:

1 Where information is gathered to identify entirely new research areas or where feedback is
in agreement, the need for triangulation is limited.

1 However, when discussing complex issues, conflicts are normal. An engagement
programme should aim to highlight conflict through triangulation and ensure that a
measured compromise is achieved based on responses from all relevant parties.

1 WPD approached the identification of conflicts in two complimentary ways:

Ongoing triangulation: that seeks to prioritise engagement methods that
allow for debate that results in a consensus opinion. This approach is
described in theory in Section 5.19, with practical examples detailed in Section
5.22.

Final triangulation: negotiating a final Business Plan. Where conflicts were
identified in engagement feedback, these were documented as part of the
synthesis process to provide visibility for both internal stakeholders, and the
CEG reviewing the process. This process has been detailed, along with
practical examples detailed in Section 5.28.

Identification of conflicts

Ill. Triangulation should be informed by a defined weighting framework.
1 Included within the central database, WPD has applied a weighting that evaluates the

O0robustnessd of e ac hinbuidtindine withndustry best gractice, ¢his A g a
weighting framework uses the following indicators fromthe UKgover nment 6s gui dance

qualitative evaluation i The Magenta Book:

= Was the engagement/research methodologically sound?

m Was the data/feedback rigorously gathered?

ma Were the findings credibly interpreted?

The Magenta Book

Were the findings contributory/relevant to the decision being made?
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Transparency and validation

6.16.

6.17.

6.18.

Asdi scussed i n previ coganmsiterativematige has\wiiogehilly pllowed
for several rounds of testing and re-testing with stakeholders i to ensure our plans are as well
justified and refined as possible, delivering the highest possible acceptability.

Initially, gathering findings and re-testing them in subsequent stages provided multiple
opportunities to:

1 2
Ensure that we had interpreted Offer stakeholders the chance to add
stakeholder priorities and requirements points that they feel may have been
correctly, and were driving in their missed the first time

preferred direction

The synthesis reports are a culmination of the synthesis and triangulation process. By publishing
these reports to internal decision-makers, the CEG, and ultimately as part of our Business Plan
appendices, WPD aims to provide full transparency over the evidence base that informed the
Business Plan.

Synthesis report 1 (Stage 1: Preliminary engagement) Appendix A31
Synthesis reports 2-3 (Stage 2-3: Business Plan development)  Appendices A32, A33

Synthesis report 4 (Stage 4: Business Plan refinement) Appendix A34

Synthesis report 5 (Stage 5a/b: Business Plan further

refinement) Appendix A51

Managing conflicting stakeholder feedback

6.19.

6.20.

88

WPDO6s process of beembgilatg achiegenohgoihgarigngulation as part of the
actual delivery of each engagement event. For example, within our overarching co-creation
stakeholder workshops, we sought to invite the widest cross-section of stakeholders possible, to
ensure a full spectrum of views. We then adopted roundtable formats, on average containing six-
eight representatives from entirely different stakeholder segments in each group. This required
stakeholders to raise their own priorities but to consider these in the wider context of the priorities
of others. Through discussions and negotiations, we then sought to build consensus around key
priorities that gained support from stakeholder segments other than those originally proposing
them. This helps to enhance the justification and acceptability of the commitments put forward by
WPD to address these points.

Differences of opinion are inevitable when engaging the breadth of stakeholders and volumes of
individuals involved in WP D @&eshanced engagement process for our RIIO-ED2 Business Plan.
Importantly, our processes have been created to ensure we capture these differences. Wherever
possible, our engagement mechanisms are then designed to facilitate the development of
compromise positions, live and at the time of the engagement event itself and to find common
ground and balanced perspectives. This is preferable to discovering stark differences post event
that later call for additional consultation.
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6.21.

6.22.

6.23.

6.24.

6.25.

6.26.

89

In addition to overarching co-
creation events, we have
conducted a large number of
deep-dives into specific
topics with expert
stakeholders (see figure SA-
05.48) for example,
customer vulnerability
conferences and
connections surgeries.
Inevitably, new feedback
and priorities have emerged
from these forums, as a
result of the expertise and
in-depth knowledge of the
stakeholders involved that
were not raised in more
generalist stakeholder
forums.

Figure SA-05.48: A topic specific event focusing on
Distribution System Operator and flexibility services

Where this occurs, WPD has adopted an approach of immediately playing back feedback from
these forums to other forums at the earliest opportunity. This encourages stakeholders to
consider a wider range of issues than just those being discussed as the priorities for that group.
For example, in our deliberative focus groups with end user customers, their unprompted
priorities for WPD included a focus on protecting the environment and minimising the
environmental impact of our operations, but did not consider our specific role in helping the UK to
deliver net zero carbon emissions. However, we knew from engagement forums with well
informed and expert stakeholders that there was a strong expectation for WPD to set ambitious
targets to achieve net zero in our own operations, as well as to take steps to help local
authorities to achieve net zero much sooner than 2050. WPD therefore put the issue of net zero
onto the agenda for the deliberative focus groups with customers, playing back the feedback we
had heard from other forums on this topic as a justification for why it was being raised for their
consideration.

In order to manage this potential conflict appropriately, we then asked the customers as part of a
deliberative exercise to go away and research, before reporting their views and whether they
disagreed with the feedback wider stakeholders had provided.

We have followed this back-and-forth playback process for all topics throughout our engagement
process. This has ensured that, where stakeholders were asked to consider topics raised by
others that were not among their own spontaneous priorities, the context for this was explained
to them. Wider stakeholder views were then proactively sought on these topics in order to gain a
broad range of perspectives and arrive at proposals that have the broadest possible support and
acceptability.

Through this approach, we have not encountered widespread, stark conflicts in the requirements
of different stakeholder groups. In general, stakeholders understand that WPD serves a broad
population of customers and therefore must address a wide range of priorities. Typically, where
expert stakeholders have raised priorities, we have found that an overall consensus of support
has developed around these topics, when these have been explained and justified to other
stakeholders. The synthesis reports process has been key to balance and merge the overarching
findings emerging from this ongoing playback process between our various engagement
activities.

Two significant conflicts have been managed using this approach:
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I. Addressing fuel poverty

Within specialist stakehol der di smhilitysonferanses such as
and surgery workshops, WPD was urged to play a central role in addressing fuel poverty in RIIO-

ED2. Doing this is seen as a natural extension of our activities to support customers in vulnerable

situations in relation to power cuts, with a considerable interconnection between the two issues,

whereby customers living in cold homes are often more vulnerable in the event of a power cut.

Stakeholders acknowledged that in RIIO-ED1 WPD currently delivers an extensive programme of

fuel poverty support that has been assessed as industry leadinghbhyme asur es such as Of ge¢
Stakeholder Engagement and Consumer Vulnerability Incentive.

When reviewing these commitments at our broader co-creation sessions, the majority of wider

stakeholders echoed this sentiment, but business customers, developers and commercial

industry delivered conflicting feedback (see figure SA-05.49). They suggested that fuel poverty

should not be WPDO6s responsibility and should inste
charities and local government. They felt that their distribution charges should not be used to

fund these activities and the investment would be better served in tackling priorities such as

network reliability, connections and environmental performance.

Business

customers
Fuel poverty

should not be Wider

WPD'’s responsibility o A stakeholders
. Conflicting a central role
and should instead

Developers views on in addressing

be addressed
by energy suppliers,
charities and local
government

fuel poverty fuel poverty
in RIIO-ED2 Vulnerable
customers

Commercial
industry

Figure SA-05.49: A summary of the conflicting view
address fuel poverty

Firstly, we presented the views of consumer vulnerability representatives to this broader
audience to explain their justifications for seeking action from WPD in this area. We also
provided broader regulatory context including the fact that fuel poverty is a baseline expectation
within the Business Plan guidance for addressing consumer vulnerability, to explain why this was
being put on the agenda for consideration. At no point did WPD seek to persuade stakeholder
opposed to action in this area i we strictly focused on objectively playing back the viewpoints of
these stakeholders.

In light of this feedback and clear regulatory drivers, we then sought views from wider

stakeholders on how they would scope and refine a focus on fuel poverty in a way that they were

more comfortable with, if we decided to retain it. Through a series of iterative engagements, we

devised increasingly granular actions and specific commitments that reached a growing

consensus of support amongst stakeholders at large. Businesses, developers and commercial
industry representatives began to report that they
and that there should therefore be some role for WPD in relation to this issue. However, they

emphasised that we must continue to be mindful not to go doo faréand duplicate services that

others are better placed to deliver or provide services simply because others are not fulfilling

their responsibilities.

As such, the compromise position ultimately agreed was for WPD to commit to establish a broad
network of existing outreach organisations with which we will work in partnership to deliver fuel
poverty support to customers, rather than seeking to deliver these services directly ourselves.
Key to this is that WPD can leverage other sources of funding and facilitates customer access to
these support services. T h r o u g h dWvéet Bupprt to these partnership agencies, including
financing, we are helping to sustain these charities, enabling their vital work to continue and in
many cases to further expand (to a broader audience and with a wider range of expert
interventions)i ncl udi ng ut i Horuse, apen-sadtedsocsl indicatremapping data to
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identify areas of greatest deprivation and need. In doing so, we can keep costs lower for
customers overall by facilitating access to support, while still unlocking considerable value for
customers by helping them to take actions to lift them out of fuel poverty, in a way they would not
havedonewi t hout WPD6s intervention

Delivering a continual process of playback between stakeholders with differing perspectives
on this topic throughout our five stages of engagement has culminated in high acceptability

amongst all stakeholders of our Business Plan core commitments in relation to fuel poverty.
We achieved 87% support in April 2021 from a wide cross-section of stakeholders including
those representing businesses, developers and commercial industries.

Il. Achieving net zeroi n WPDG&6s own business carbon footprint

As part of our engagement phases one and two, we heard from knowledgeable stakeholders that

they were passionate about WPD reducing carbon emissions, and wanted us to show leadership

by settingambit i ous targets. They wanted WPD to play a key
achievement of net zero (not just facilitating it) and to therefore lead by example by achieving this

in our own operations much sooner than the government target of 2050.

While initially there was no consensus on the precise timing, some expressed that this should
happen as early as 2030 and, as a minimum, should align with the common aims of local
authorities in our region. As part of our playback process to test this feedback more widely, we
therefore sought to canvass the views of wider bill payers and future customers as part of our
preliminary stage, high level, social value research.

We found that end user bill payers were less supportive of dramatic accelerations in targets and
did not express a high willingness to pay to achieve net zero earlier than 2050. Of the 24 service
improvements tested (ranging from actions to address fuel poverty, protect the network from
cyber-attacks, to supporting communities to install low carbon technologies), the action to dnake
WPD's offices and local depots carbon neutral by at least 20506received the second lowest
value.

Of the initiatives tested specifically relating to sustainability, customers placed significantly
greater value on WPD reducing the impact of the network on the environment over actions
relating to minimising the impact from our operations. Therefore, actions to reduce SFs and oil
leaks were valued more than two and a half times higher than achieving net zero in our
operations. The conclusions of this research with end customers was that, in contrast to informed
stakeholders, they did not strongly value WPD being highly ambitious in relation to achieving net
zero, particularly if it comes at a high cost. As a result, if we are considering a range of dates, we
should consider proposing a more conservative target as our consultation starting point.

In order to manage this conflict, firstly we chose to keep this ambition within our list of proposed
core commitments (we applied greater weighting to feedback from wider stakeholders initially as
the drive to net zero is a clear government priority that WPD must deliver). In addition, key
elected representatives within combined and local authorities were indicating on behalf of their
communities/constituents that net zero must be achieved sooner than 2050. Furthermore, our
follow-up qualitative research with end customers revealed that a possible factor in their initial
lack of support for net zero was a lack of detailed understanding of what net zero means for them
and the benefits it would achieve.

To address this lack of understanding and to test whether this was a factor in returning the low
social value research scores, secondly we sought to test the topic of net zero in greater depth
with customers via our deliberative focus groups as part of phase 3 of our engagement

pr ogr aBusieess(Pland e v e | o p The ledisiatjve drivers for action in this area were
outlined to customers, along with an explanation that it had been identified as a very high priority
by stakeholders at WPD co-creation events, including representatives of customers (domestic
and business) whose feedback was played back to this different audience. As part of this
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exercise, customers were asked to research topics related to carbon reduction and to take part in
a series of iterative workshops to express their views and build the depth of their knowledge over
a seven week period. We observed a marked increase in the prioritisation of net zero within
these customersopriorities as a result. In particular, future customers urged extremely high
ambition, welcoming a 2028 target as highly progressive in contrast to 2050. On the other hand,
this is still a decade away.

As we entered the next phase of our engagement as part of our first draft Business Plan
consultation, WPD sought to further manage this initial conflict by offering stakeholders and end
user bill payers a series of options in relation to how quickly net zero should be achieved in
WPDG6s oper gtoposed &compvdmise initial position of achieving net zero by 2043 i
honouring the request of wider stakeholders to achieve this sooner than 2050, but also remaining
cognisant of the fact that wider customers valued this poorly. We then offered two options of
greater ambition (2035 or 2028), and one for lower ambition (2050 - in line with the minimum
requirements of government policy).

In addition, stakeholders delivered conflicting views on the role carbon offsetting should play in
the achievementofnetz er o i n WPDOs esomeumediabighly ambiibug |
timescale, by as early as 2028, some did not want any such target to include offsetting, rendering
such an ambitious target technologically unachievable at this stage. Without offsetting, 2043 is
the earliest date to achieve net zero based on current, ambitious projections. This is likely to be
an area where there will continue to be conflicting stakeholder views throughout RIIO-ED2 and
therefore it is vital that we will continue to engagement regularly and extensively on the topic.

The response from stakeholders to our initial proposal of 2043 in our first draft Business Plan
consultation was resounding however - they were highly critical, urging the company to pledge a
more ambitious date and to lead by example in the industry. To ensure these views of informed
stakeholders were not unintentionally drowning out the views of wider consumers, we therefore
ran a series of social media polls to test if views amongst wider customers differed to this
feedback. In response, we found that their views were echoed by others, with the significant
majority stating they wanted far greater ambition, and 61% supporting the maximum level of net
zero by 2028 (see summary in figure SA-05.50).

2043

¢ To test the conflicting

2050 feedback, WPD

engaged with key

2028

92

¢ Knowledgeable
stakeholders wanted
WPD to achieve net
zero in its operations
earlier than 2050,
as early as 2030.

However, end user bill
payers did not express
a high willingness

to pay to achieve net
zero earlier than the
government target

of 2050.

elected representatives
and ran focus groups
with customers.

It then proposed

a compromise initial
position, between 2050
and 2030, of 2043.

Stakeholders and end
user bill payers were
offered a series of
options in relation to
how quickly net zero
should be achieved in
WPD’s operations
(2028, 2035, 2050).

e Stakeholders were
highly critical of the
initial 2043 proposal.

Therefore WPD also
ran a series of social

media polls, where
61% supported a
target of 2028.

Figure SA-05.50: A summary of the conflicting views received regarding WPD
achieving net zero in its operations
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6.27.

6.28.

93

Through this cycle of playing back
between different stakeholder
audiences, we have refined our
commitments to a point where
overall acceptancé
in this area have returned 92% .
support from wider stakeholders,
and 80% acceptability amongst end
user bill payers. In addition, the
delivery of net zero was further
tested with consumers as part of our
in-depth social value research in
2020. We found that, in line with an
increase in customer knowledge of
this topic over that period, the
corresponding value rose form 54p
per customer (and 23 out of 24

tested priorities) to £1.60 per Figure SA-05.51: Stakeholders at a WPD
customer (and 6™ out of 20 tested Community Energy event discuss the role of
priorities.) renewables in the achievement of net zero

Beyond these more significant examples, a series of minor conflicts have been raised as part of
our synthesis process. Synthesis report 4 flagged 35 examples where there had not been
universal agreement in relation to our proposed core commitments. In the majority of cases, it
has been possible to resolve these conflicts to the satisfaction of both viewpoints, by ensuring
both preferences are delivered as part of the delivery actions we will take to achieve the overall
commitment.

Examples of minor conflicts and the decisions WPD has arrived at in response are set out in
figure SA-05.52 below:

Customer 1. When discussing the Our commitment is based on a strong
service commi t ment t o  majority of stakeholder consensus and
within an average of four indications from WPD¢
seconds and maintain an research that customers strongly value quick
abandoned call rate of less response times or proactive contact. The
t han 1 %the majofity of time taken to resolve customer issues and
stakeholders supported this, enquiries will be measured as part of the
some felt a better measure separate core commitment to achieve 93%
would be the time taken to or high customer satisfaction.

resolve the issue.

Social 2. Regarding the commitment WP D&s chosen commit me

Contract too Provi de st af strongmajority support from stakeholders,
leave for 1000 volunteer days ~ who deem it an appropriate starting point for
per year to support local a brand new initiative. In addition, we have
community initiatives used social value research to target our

associated with vulnerability efforts where we can add most value, and
and environme ni thisresearch has shown that a higher

while the majority of number of volunteering days has diminishing
stakeholders supported this, value in the eyes of customers. WP D 6 s
some felt that WPD should set  Business Plan includes wider commitments
a more ambitious target, and to deliver sessions in schools to encourage

that in addition, talks in careers in engineering, while the promotion
schools and encouraging of STEM and associated education

careers in engineering could initiatives will be one of the key focus areas
be more impactful. of WPD6s Alm annual (

scheme (commitment #23).
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Social
Contract

Environment

Environment

3. Regarding the commitment

to O6Publish ani
updated Diversity & Inclusion
Action Pl an &

some stakeholders felt that
other companies are instead
publishing diversity targets,
rather than a report, and
suggested WPD do both

4.1 n relation t
to achieve net zero in our own
business carbon footprint by
2028, some stakeholders
debated whether WPD should
use offsetting to reduce its
carbon footprint. They argued
that offsetting is just kicking
the can down the road and
should only be used as a last
resort. But the majority of
stakeholders supported the
initiative and acknowledged
that, due to technological
limitations, offsetting will be
required and is preferred to a
less ambitious timeframe to
achieve net zero without it.

5. Regarding the commitment
too6Del i ver a 20
SFs losses from RIIO-E D 1 6
while the majority of
stakeholders supported this
and the delivery of a targeted
replacement plan, some felt
we should be pushing for total

Our commitment now reflects their feedback
and we have committed to identify clear
metrics for this area and achieve year-on-
year improvements in performance
throughout RIIO-ED2.

Our objective to achieve net zero is very
challenging in these timescales i 22 years
ahead of the government target. We have
established a plan to reduce everything in
our business carbon footprint to enable us to
achieve net zero in these timescales, based
on the technologies available. Greenhouse
gas reduction will be a last resort and only
for items where there are unlikely to be
practical, non-carbon options by 2028 (e.g.
el ectric alterlarget i ves
vehicles). Stakeholders have also
overwhelmingly urged WPD to set an
ambitious target (of 2028) in order to
demonstrate leadership and help to drive up
the ambitions of others.

WPD will be able to reduce over two thirds
of its carbon footprint to zero by 2028. In the
meantime, as we await the technologies to
address the remaining third, greenhouse
gas reduction will achieve excellent
additional benefits for our local region in the
meantime 1 demonstrably lowering carbon
in the atmosphere. It will see us invest in the
localised area via tree planting and the
creation of new carbon sinks (via peat bogs
etc) as well installing solar PV to allow
others to reduce their emissions. We will not
purchase carbon credits but invest in
measures to benefit our local communities,
via accredited schemes.

Our commitment is focused on the outcome
of reducing our net impact on carbon
emissions to zero. The alternative would be
to set a target for net zero in our operations
alone by ¢.2043 without the added benefit of
offsetting action. But we are instead
proposing to drive additional environmental
benefits in the meantime, at a cost of less
than 1p on the average domestic customer
bill.

We believe that our core commitment strikes
an appropriate balance and delivers a scale
of improvement (20%) that has very strong
support from wider stakeholders. Customer
value research demonstrates that customers
support action at this level. However, in
seeking to address wider concerns about
the need for SFes on the network, we have



6.29.

removal of SFe from the
network. However, in
response to that view, other
stakeholders expressed
concern about the cost of
replacement ahead of
equipment reaching the end of
its operational life and whether
resources would be wasted
and costs incurred by

expanded our core commitment to include
an a c t digoiftantly oeduge our impact
on climate change by delivering a 20%
reduction in SFelosses and drive industry
partners to develop technological
alternatives to reduce overall volumes of SFe
on the systemb.

customers.

Smart and 6. Stakeholders debated Our Business Plan is based on the WPD

flexible WP D époposed levels of best view of the future, containing extensive

network expenditure to provide forecasting for RIIO-ED2. We have tested
sufficient capacity to meet these in granular detail with local authorities,
future demand and facilitate and as a result we have put forward a plan
the wider achievement of net to resource, accommodate and finance the
zero and the electrification of capacity required to facilitate the volumes of
transport and heating. While low carbon technologies these expert
the majority supported our stakeholders anticipate. In addition, we have
ambition levels (ready to a duty to wider customers to keep bills as
connect up to 1.5 million EVs low as possible, especially for customers
and 600,000 heat pumps), impacted by fuel poverty. We have therefore
some stakeholders felt that the formed a realistic view, benchmarked and
level of expenditure proposed  supported by stakeholders, of what we think
was not enough to meet the is required to drive a significant move
c 0 u n tnet yefosambitions towards a smarter, more flexible future 1 at
and wanted to see greater a fair level of bill. As a result, we have
investment ahead of need. included mechanisms to allow us to flex our
Stakeholders were very delivery up or down if demand differs from
passionate about this topic, our forecasts, in order to meet the needs of
and some felt that the risk of our customers without causing delays while
not achieving net zero as removing the risk of unnecessary network
quickly as possible (and WPD  investment. This feeds into commitment #1
inadvertently stifling the pace  t drivé the achievement of net zero across
of change) would be more our regions sooner than 2050 in line with
costly in the long run than stakeholder aspirations plans (some areas
advanced, anticipatory as early as 2028), by ensuring network
investment in RIIO-ED2. capacity is available.6

Smart and 7. Regarding the commitment  Our commitment is now balanced to include

flexible tomake6 6 0 % of WP [ both the availability of data via an API, but

network network data available via an also to @nhance access to data that is

interactive Application
Programming lel
this gained majority support,
many stakeholders opted for
having a wide variety of data
formats available, including

raw and high level visual data,
as different stakeholder types
have different data needs.

tailored to the individual needs of our
customers, by making 60% of WPD's
network data available via an interactive

Application Programming Interface &
(Commitment #17).

It is not always possible to satisfy every viewpoint and we have therefore made decisions in line
with the majority support. Where we have done this, we always offer full transparency of the

reasons we have arrived at a decision, present this to stakeholders and invite them to challenge
this if they feel the justifications are incorrect. The ultimate measure of success for WPD in how
well we have managed conflicts in stakeholder feedback has been the arrival at a Business Plan



with extremely high overall acceptability based on testing with a broad and varied cross-section
of customers and stakeholders.

Refining our core commitments with stakeholders i
how 67 became 42

6.30.  When we published our first draft Business Plan in January 2021, it contained 67 initial proposals
for stakeholders to consider. For many commitments, we sought views on up to four different
options for enhanced scales of ambition, as well as a fifth option for stakeholders to suggest an
entirely different commitment.

6.31. Stakeholder responses to the consultation and at our accompanying engagement workshops, as
well as feedback and challenge fromthe CEG, emphasi sed the need for WPDO
deliver very clear benefits for customers. In particular, we should therefore ensure final core
commitments are not input-related actions, but are clear, measurable and focus on the positive
outcome that will be delivered for customers.

6.32. In addition, core commitments should therefore wherever possible deliver very specific
improvement parameters, and therefore actions of a broader, more qualitative measure should
be considered wider commitments. Where commitments are contributory actions to overarching
outcomes, these should also be included in the Business Plan as a wider commitment, rather
than a core. For example:

The action to 6achieve full compliance with the C
British Standard for Inclusive Servicebd is one of
overall o Detiver extaptionalsendce levels by achieving an overall average

customer satisfaction of 93% or higher by the end of RIIO-ED2, with separate reporting for
emerging technology customers.o .

The action to 6restore 87% of HV supplies within
use to achieve the overa | | o u t Rebver éamproved nétwork reliability where on average

power cuts are better than one interruption every two years lasting less than 22 minutes

(12% reduction in customer interruptions (frequency) and 16% reduction in customer

minutes lost (duration)), utilising vulnerable customer data to prioritise network improvement

schemes. 6

6.33. Acting on this feedback, WPD presented a refined list of 58 core commitments in our second
draft Business Plan consultation in March 2021. In response, stakeholder insights felt that, given
the enormous scope and scale of the Business Plan, with many different voices, perspectives,
and priorities triangulated from stakeholders as part of its creation, there were too many core
commitments. They stated that, although these were all well intentioned and informed by
extensive engagement, a more streamlined set of commitments was preferred.

6.34. Listening to this feedback, we made further changes to our commitments, to improve their clarity
and measurability. As a result, our Business first submission contained 45 core commitments
that achieve the ambitious, fundamental outcomes stakeholders strongly support. Of the 67
original commitments, none were removed from the plan; instead, they were maintained as wider
commitments that are critical to the achievement of the overarching 45 core commitments.

6.35. From July 2021, further context has been provided to stakeholders to ensure that they have full
clarity and disclosure to be able to make informed decisions on the acceptability and affordability
of our plan. Although our core commitments have received strong support from stakeholders, we
have continued take every opportunity to seek further assurance from stakeholders to ensure
that all feedback has been taken on board and that input remained fully up to date. This
continued effort to keep stakeholders informed of our plan while providing context to help them
make decisions has been vindicated through acceptability feedback from end customers. During
the acceptability testing in November 2021, on average, 94% found the material they saw either
easy or very easy to understand, providing us with greater confidence that stakeholders have



come to a positive view of our overall plan with a high knowledge and awareness of our business
and the contents of the Business Plan.

6.36. Since the first draft Ofgem submission, we have continued to respond to feedback provided by
stakeholders to ensure that the core commitments deliver clear, measureable outcomes that
focus on stakeholder priorities. As a result, we have updated a humber of our core commitments
to reflect these views, also consolidating some of the commitments where they naturally align.
We also introduced two new core commitments that were acceptability tested with our
stakeholders to ensure that these were aligned with their preferences and sufficiently ambitious:

1 75% of stakeholders were in support of WPD setting a minimum percentage biodiversity net gain
target during RIIO-ED2, with 88% supporting a target of at least 10% net gain (53% supported
10% net gain and 35% supported over 10% netgain).1 n r esponse, WPDOs
@Achieve a 10% net gain in biodiversity (in line with nationally recognised assessment tools) for
new major projects and for selected primary and grid subst at i on sites. 6

1 80% of stakeholders agreed or strongly agreed that the proposition to deliver solar PV on
schools was acceptable to them, but some stakeholders did not think customers should be
paying for this initiative, and others felt that WPD could go further. This has been reflected in the
commitment now being funded entirely by our shareholders: Buidd decarbonised communities
and local energy schemes by providing £540,000 shareholder-funded support per year to install
solar PV on schools in areas of high economic deprivation. 6

January 2021 March 2021 December 2021

6 zore 5 8ore 4 520!’6 4 2(:ore

commitments commitments commitments commitments

6.37. The evolution of WPDG6s dmnofiguee SA-Q5tB3i t ment s i s
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First draft

67 commitments

Maintain a high standard customer
1 satisfaction score of 9 out of 10 or higher
across all key services areas

Achieve full compliance with the Customer
Service Excellence Standard every year

Answer calls within an average of four
seconds and maintain an abandoned call rate
of less than 1%, within our UK-based, in-
region Contact Centres.

Respond to social media enquiries and online
power cut reports quickly.

Customer service

Provide greater insight on the planned work

activity and interruptions on the network by

creating an online viewer for our customers

and stakeholders.

Achieve full compliance with the British

6 Standard for Inclusive Service Provision
every year.

Resolve at least 90% of complaints within
7 one day and resolve 99% of complaints within
31 days.

Proactively contact over 2 million Priority
Services Register customers once every two

8 years (40% via direct telephone call) to
remind them of the services we provide and
update their records.

Achieve a 'one-stop-shop' service for
vulnerable customers joining the Priority
Services Register so they only have to
register with WPD once to be registered
automatically with their energy supplier, water
company and gas distributor.

Ildentify and engage-v
toreachd vulnerable cut
join the Priority Services Register within RIIO-
ED2.

10

Customers in vulnerable situations

Work with expert stakeholders, including our
Customer Collaboration Panel and referral
11 partners, to annually refresh our
understanding of
an ambitious annual action plan

-oreate

Support over 75,000 fuel poor customers to

12 directly save over £40m in RIIO-ED2.

98

How WPD©OGs

N

w

]

core ¢€commi

Second draft

58 commitments

Maintain a 90% customer satisfaction score across all
key services areas with separate reporting for emerging
technology customers.

Achieve full compliance with the Customer Service
Excellence and Standard British Standard for Inclusive
Service.

Answer calls within an average of four seconds and
maintain an abandoned call rate of less than 1%, within
our UK-based, in-region Contact Centres.

Respond to social media enquires within five minutes
and Webchat enquiries in less than a minute.

Create an online viewer to provide greater insight on the
planned work activity and interruptions on our network.

Consolidated with #2 above

Resolve at least 90% of complaints within one day and
resolve 99% of complaints within 25 days.

Proactively contact over two million Priority Services
Register customers once every two years (with 60% via
direct telephone call) to remind them of the services we
provide and update their records.

Achieve a 'one-stop-shop' service so that customers
only have to join the Priority Services Register once to
be registered automatically with their energy supplier,
water company and gas distributor. We will engage to
extend this to telecommunication companies where
possible.

Ensure a minimum of 40% of total customers eligible for
the Priority Services Register (PSR) are registered (by
identifying 50,000 hard-to-reach customers each year to
join the PSR).

Wider commitment. Contributory to #9, 10, 12, 13, 14 above

10

Support 113,000 fuel poor customers to save £60 million
on their energy bills over RIIO-ED2.

t ments

First submission
45 commitments

Achieve an average customer satisfaction of 90% or
higher across all key services areas with separate
reporting for emerging technology customers.

Wider commitment. Contributory to #1 above.

Answer calls within an average of four seconds and
maintain an abandoned call rate of less than 1%,
within our UK-based, in-region Contact Centres.

Respond to social media enquiries within an average
of five minutes and Webchat enquiries in an average
of less than a minute, 24 hours a day.

Provide greater insight on the planned work activity
and interruptions on our network by creating an online
viewer.

Resolve at least 90% of complaints within one day
and resolve 99% of complaints within 25 days.

Proactively contact over two million Priority Services
Register customers once every two years (with 60%
via direct telephone call) to remind them of the
services we provide and update their records.

Achieve a 'one-stop-shop' service so that customers
only have to join the Priority Services Register once
to be registered automatically with their energy
supplier, water company, gas distributor and
telecommunications companies.

Increase the number of customers registered on the
Priority Services Register to 40% of total eligible
customers including 50,000 hard-to-reach customers
each year.

Support 113,000 fuel poor customers to save £60
million on their energy bills over RIIO-ED2.
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26

27

28

29

22

21

20

19

Final submission Business Plan

42 commitments
Deliver exceptional service levels by achieving an
overall average customer satisfaction of 93% or
higher by the end of RIIO-ED2, with separate
reporting for emerging technology customers.

Ensure a speedy telephone response to customers
by answering calls within an average of four
seconds and maintain an abandoned call rate of
less than 1%, within our UK-based, in-region
Contact Centres.

Ensure a speedy social media response to
customers by replying to enquiries within an
average of five minutes and Webchats in an
average of less than a minute, 24 hours a day.
Provide greater insight on our planned work
activities and interruptions on our network by
creating an online viewer.

When things go wrong ensure we put things right
very quickly, by resolving at least 90% of complaints
within one day and 99% of complaints within 25
days.

Maintain high quality data to allow us to deliver
bespoke support to customers in vulnerable
situations by proactively contacting over two million
Priority Service Register customers once every two
years to remind them of our services and update
their records (with 60% via direct telephone call).
Achieve a 'one-stop-shop' service so that customers
only have to join the Priority Services Register once
to be registered automatically with their energy
supplier, water company, gas distributor and
telecommunications companies.

Expand the reach of our Priority Services Register
to at least 75% of total eligible customers and 80%
of customers with critical medical dependencies to
ensure those in greatest need receive targeted
support services. This will include registering at
least 50,000 additional hard-to-reach customers
each year.

Support at least 113,000 fuel poor customers to
save £60 million on their energy bills over RIIO-
ED2.
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Develop a model to identify the capabilities of
vulnerable customers to participate in a
smart, low carbon future. Use this to
maximise participation, remove barriers to
entry and encourage collaboration with the
wider industry.

Provide vulnerable and fuel poor customers
with specific support and education in relation
to the smart energy transition.

Take a leading role in initiating collaboration
with a range of industry participants to share
best practice and co-deliver schemes to
ensure vulnerable customers are not left
behind by the smart energy transition.

Develop our connections process and
improve availability of information so that
customers wishing to connect can easily
understand the process and follow a simple
set of rules to apply for a connection.
Maintain a high standard average customer
satisfaction score of 90% or higher for
connections.

Improve our performance against Time to
Quote and Time to Connect for LCTs by 1%
from RIIO-ED1 Level.

Hold 30 local energy surgeries per year for
local authorities, supporting them to develop
their local energy plans.

Improve cross boundary working practices
between WPD, Independent Distribution
Network Operators, National Grid
Transmission and the Energy System
Operator. Also promote Competition in
Connections.

Publish annual reports in a simple, easy to
understand format, se
expenditure, the impact on customer bills and
regulatory returns.

We will, as a minimum, maintain our prime
Environmental, Social and Governance
(ESG) rating from a recognised agency.

11

12

13

14

15

16

17

18

19

20

22

Develop a model to identify the capabilities of vulnerable
customers to participate in a smart, low carbon future
and offer 60% of PSR customers specific support and
education.

10

Consolidated with #11 above

Take a leading role in a coordinated approach with a
range of industry participants (including funding for
collaborations with community energy stakeholders) to
share best practice and co-deliver schemes to ensure
vulnerable customers are not left behind by the smart
energy transition.

Improve availability of information so that customers
wishing to connect can easily comprehend the process
and achieve customer satisfaction of 90% or higher with
the 'ease of process'.

Achieve an average customer satisfaction of 90% or
higher for all connection types (including major 11
connections and low carbon technology connections).
Improve our performance against Time To Quote and
Time To Connect for LCTs by 1% from RIIO-ED1 level

(small schemes) and deliver 90% satisfaction with the 12
timeliness of connections for larger schemes.

*New* Provide a same day connections response for
customers by introducing online self-assessment tools 13

for individual domestic low carbon technology
applications.

Hold 90 Local Energy Surgeries per year (three in each
WPD operating region) for local authorities, supporting 14
them to develop their local area energy plans.

Improve cross border working practices between WPD,
Independent Distribution Network Operators, National
Grid Transmission and the Energy System Operator to
ensure our customers obtain the most cost effective
connection option.

Offer connection customers greater choice in the type of
connection they receive by increasing the range of
flexible connection offers to three.

Maximise the efficiency of the existing network and keep
costs to customers low by lowering the threshold for
connection offers with a reinforcement requirement to
receive options of flexible alternatives (schemes with
reinforcement costs >£75k per MW and works that will
take more than 12 months to complete).

Deliver transparency and enable stakeholders to
scrutinise our performance by publishing annual reports
in a simple, easy to understand format, (including
WPDo6s total expenditure, |
and regulatory returns).

Annually publish an updated WPD Social Contract,
reporting the positive outcomes delivered for customers
and as a minimum, maintain our prime Environmental,
Social and Governance (ESG) rating.

16

600,000 Priority Services Register customers to be
offered a bespoke smart energy action plan each 18
year.

Wider commitment. Qualitative and contributory to #10 above

Wider commitment. Contributory to #11 below

Achieve an average customer satisfaction of 90% or
higher for all connection types (including major
connections and low carbon technology connections).
Improve our performance against Time to Quote and
Time to Connect for LCTs by 1% from RIIO-ED1 level
(small schemes) and deliver 90% satisfaction with the
timeliness of connections for larger schemes.

Provide a same day connections response for

customers by introducing online self-assessment 31
tools for individual domestic low carbon technology
applications.

Hold 90 local energy surgeries per year for local
authorities, supporting them to deliver their Local 88!
Area Energy Plans.

Wider commitment. Contributory to #11 above

Wider commitment. Contributory to #15 below

Increase the number of flexible connection offers

made by lowering the reinforcement cost threshold to 32
>£75k per MW and works that will take more than 12
months to complete.

Wider commitment. Contributory to #16 below

Annually publish an updated WPD Social Contract,

reporting the positive outcomes delivered for

customers and as a minimum, maintain our prime
Environmental, Social and Governance (ESG) rating. 24
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Ensure customers are not left behind in the smart
energy transition by offering at least 600,000 Priority
Services Register customers a bespoke smart
energy action plan each year.

Wider commitment, that is contributory to #26 above

Wider commitment

Make it as easy as possible for customers to apply
to connect individual domestic low carbon
technologies by providing a same day connections
response via an online self-assessment tool.
Consolidated with #3 below

Provide quicker and cheaper connections options
for customers by increasing the number of flexible
connection offers made, ensuring 100% of schemes
receive a flexible alternative to reinforcement where
the a reinforcement cost is >£75k for LV, 11kV and
33kV connections and >£100k for 66kV or 132kV
connections and/or where works will take more than
12 or 18 months respectively to complete.

Deliver enduring, long-term support to our
communities by publishing an updated WPD Social
Contract and performance report every year and
maintain our prime Environmental, Social and
Governance (ESG) rating.
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Network reliability

Support local people in our communities via a
Alm annual 6Community

Provide staff with paid leave for 1000
volunteer days per year to support local
community initiatives associated with
vulnerability and environmental initiatives.

First draft

67 commitments

On average fewer and shorter power cuts in
RIIO-ED2 than RIIO-ED1

Reduction of tree related faults on HV and
EHV overhead network due to use of LIDAR
in RIIO-ED2, thus reducing the impact on the
customer.

Continue to focus on restoring HV supplies
quickly and aim to restore more than 86% of
customers (that are not automatically
restored) within one hour.

We will aim to restore customer supplies in
RIIO-ED2 within 12 hours under normal
weather conditions.

Carry out 50 schemes to improve network
reliability for 5,900 of our Worst Served
Customers (those experiencing 12 or more
higher-voltage power cuts over a three year
period).

Invest £190m per year to improve the overall
health of the network and develop a measure
of overall asset health. Report annually to
stakeholders on the impact of our
investments.

We will continue to install further flood
defences at 95 sites to reflect updated data
from the Environment Agency.

Continually assess emerging threats to
enhance cyber security systems to ensure no
loss of data or network interruption from a
cyber-attack.

100

23

25

27

28

29

Support local people in our communities via an annual

Alm 6Community Mattersodo fi

shareholders at no cost to customers.

Deliver 1,000 volunteer days per year for WPD staff to
support local community initiatives associated with
vulnerability and environmental initiatives, with annual
reporting in WPD6s Soci al
impacts achieved.

Second draft
58 commitments

Deliver improved network reliability where on average
power cuts are better than one interruption every two
years lasting 24 minutes.

Wider commitment. Contributory to #25

Restore 87% of HV supplies within one hour.

Wider commitment. Contributory to #25

Improve service for 8,260 worst served customers by
undertaking 70 schemes (removing all 6,870 customers
defined as worst served by the RIIO-ED1 definition) and
carry out further improvements.

Invest £190 million per annum to improve the overall
health of the network and report annually to
stakeholders on the impact of our investments.

We will undertake 110 flood defence schemes to

mitigate the risk that our sites become inoperable due to

flooding and engage key stakeholders to reduce the
need for new assets in flood risk areas.

Reduce the risk of data loss or network interruption from

a cyber-attack by continually assessing emerging
threats in order to enhance our cyber security systems.

17

18

19

21

23

Support local people in our communities via an
annual Alm 6Community Ma
entirely by shareholders at no cost to customers.

Deliver 1,000 volunteer days per year for WPD staff
to support local community initiatives associated with
vulnerability and environmental initiatives, with annual
reporting in WPDG6s Socia
impacts achieved.

Final draft Business Plan
45 commitments

Deliver improved network reliability where on average
power cuts are better than one interruption every two
years lasting 24 minutes.

Wider commitment. Contributory to #19 above

Improve service for at least 8,260 worst served
customers by undertaking 70 schemes.

Improve the overall health of the network by 22% with
an investment of £210 million per annum.

Reduce the flooding risk at key sites by undertaking
102 flood defence schemes and engage stakeholders
to reduce the need for new assets in flood risk areas.

Reduce the risk of data loss or network interruption
from a cyber-attack by continually assessing
emerging threats in order to enhance our cyber
security systems.

WPD Business Plan 2023 7 20287 Annex 3: Giving Customers a Stronger Voice: Enhanced Engagement

23

25

33

34

35

36

39

Support and add significant value to our local
communities via a '‘Community Matters' social
initiative associated with the smart energy transition,
vulnerability, environment and sustainability. This
will include a shareholder-funded annual £1 million
community support fund and 1,000 volunteer days
per year for WPD staff to support local causes.

Consolidated and contributory to #23 above

Build decarbonised communities and local energy
schemes by providing £540,000 shareholder-funded
support per year to install solar PV on schools in
areas of high economic deprivation.

Final submission Business Plan

42 commitments
Deliver improved network reliability where on
average power cuts are better than one interruption
every two years lasting less than 22 minutes (12%
reduction in customer interruptions (frequency) and
16% reduction in customer minutes lost (duration)),
utilising vulnerable customer data to prioritise
network improvement schemes.

Improve the service for at least 8,260 worst served
customers by undertaking 70 schemes.

Counteract deterioration of network assets through
an investment of £216 million per annum, delivering
a 22% change in risk to keep network risk at similar
levels to the start of the price control period.
Reduce the flooding risk at key sites by undertaking
102 flood defence schemes and engage
stakeholders to reduce the need for new assets in
flood risk areas.

Reduce the risk of data loss or network interruption
from a cyber-attack by continually assessing
emerging threats in order to enhance our cyber
security systems.










































































































































































































































































































































































































































