Wheatley Making hom;e)s agd lives better
Group wheatley-group.com

Customer Engagement
Framework




We can produce information on request at no cost in large print, in Braille, on tape or in another
non-written format. We can also translate this into other languages. If you need information in any
of these formats please call us on 0800 479 7979 or email info@wheatley-group.com

Mozemy, na zyczenie, bezptatnie przygotowad informacje duzg czcionka, w alfabecie Braille’a, na
tasmie lub w innym niepisanym formacie. Mozemy je rowniez przettumaczy¢ na inne jezyki. Jesli
potrzebujesz informacji w ktérymkolwiek z tych formatéw, zadzwon do nas pod numer 0800 479
7979 lub wyslij e-mail na adres info@wheatley-group.com

Podemos produzir informagdes mediante solicitagdao e sem custos, em impressdo grande, Braille,
cassete ou noutro formato ndo descrito. Também podemos traduzi-las em outros idiomas. Se
precisar de informacdes em qualquer um destes formatos, contacte-nos através do numero 0800
479 7979 ou envie um e-mail para: info@wheatley-group.com
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Stronger Voices, Stronger Communities
Vision

Our vision is to support our customers to reach their potential. Our strategy for
making this real will deliver an unprecedented shift in the balance of power and
control towards our customers, empowering them to make their own choices about
the services they want.

The development of our approach has been informed by feedback from our
customers and by the research project carried out for us by The Democratic Society
“‘Democracy Starts at Home”.

We want to challenge ourselves in our approach to engagement — to create that
unprecedented shift in power to the customer. Our 2021-26 strategy Your Home,
Your Future, Your Community emphasises co-creation with our customers and
promoting their ability to be in control and self-direct their services. By 2026 our
customers will be empowered to make their own choices about the services they
want, be properly equipped to do things for themselves and be involved in the design
of products and services from start to finish.

This shows how a Wheatley Customer will personally experience our engagement
with them in 2026 — how it looks and feels to them.

I feel in control and have choices
= | take charge of my life, | self-direct my services.

= | have access to training, life skills, employability, support.
= | see a brighter future for myself and my family.

I shape the services | receive
= | influence the things that matter to me.

= | can give instant feedback.

= | understand performance from both a customer and business
perspective.

= | can get involved through crowdsourcing ideas, designing, voting,
on/offline discussions.

I have access to the information | need

e Online access provides me with all info about my home and community at my
fingertips — account, costs, maintenance history, investment plans etc.
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Each customer is an individual who will want and/or need different levels of
engagement to feel this experience. Our engagement approach is designed to
support customers’ choices for the experience they want. The emphasis will not be
on expecting customers to form constituted groups, meeting in specified locations at
set times. Instead, the approach will be to encourage accessibility — anyone can
volunteer for an activity without further commitment — and flexibility — people can
express views at a time and in a way that suits - online, 24/7, from home, or in
person.

By making our engagement options more flexible for customers we seek to improve
the opportunities for engagement which are available to our customers and widen
the diversity of customers who are actively involved in shaping services. We will
support our customers and communities to feel more in control of their personal and
collective well-being, inspired to raise their aspirations and able to realise their
potential.
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The Framework
The engagement framework consists of 4 pillars which support our engagement with

customers, as illustrated in Figure 1 below.

Figure 1 - The Stronger Voices framework

We listen * You tell us if we are doing well or if we are
You are heard getting it wrong

L) R R [eReleB(EIER - You help us improve services
N (TRl V=N le=FTa e Mo SEY[e[aM * You work with us to design new services or
with us products

We give power to... « You direct spending and resources
You decide * You set policy priorities

We support

 We help you to build capacity in your
Your voice is stronger commu%ixt/ies paciyin y

and people listen to you

1. We Listen
You are heard

Processes

This is a very open form of engagement which we would expect all customers can
and will access at some point in their relationship with us. It enables customers to
put forward ideas which are not driven by our agenda. Currently, we engage with
customers under this pillar in a variety of ways. Our Think Yes culture means that
any staff member engaging with a customer listens and responds to what the
customer is saying to find a positive solution. Customer conversations carried out
by Housing Officers are an example of this — where the customer can bring up
anything which is important to them, and the Housing Officer listens to understand
what our role might be and how we can help. Often this is about opening service
options for customers, but it might also be about supplying information or developing
5
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insight which will help for example to create a community project or influence a
service change. Social media can also be used by customers to express what is on
their mind rather than responding to any focused question we have asked.

Voice of the Customer is the process we use to identify online feedback on various
service areas or topics. This type of process will become increasingly important to
customers as online self-service increases.

Community groups/meetings are another way in which customers can raise issues
which matter to them, for example, a staff member might attend a community
meeting where the main topic of conversation is the lack of public transport. While
we do not have a direct role in this it helps us to build community insight and we may
be able to help influence other community partners or support grant funding
applications.

Learning from complaints analysis is also an important way in which we listen to
what our customers are saying and change the way we deliver our services as a
result of their feedback.

Key Roles

Our main job roles who engage with customers in this way are our front-line staff

= Housing Officers

= Stronger Voices Officers

= Foundation Team

= Care Workers and Managers

= Customer Service Centre staff

= Lettings Advisors

= Repairs and Investment staff

=  NETs staff

= Locality Directors/Heads of Housing

Outcomes

The main purpose of this pillar of engagement is to provide solutions to our
customers for the issues they raise. This is a cornerstone of our Think Yes culture.

The outcomes are increased customer satisfaction; faster complaint resolution; lower
levels of waste demand, and better customer relationships.

Another outcome is the ideas and innovation that customers can bring to our
business. Insight gathered through this form of engagement is collected and
structured through the locality planning process, complaints analysis and survey
feedback.
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2. We consult and co-create
You influence and design with us

Processes

As part of this pillar we currently use several consultative processes. These include
rent consultation or other policy proposals, project proposals, and surveys
ranging from small/local, service-specific e.g. repairs, to wide-ranging such as our
annual customer satisfaction surveys. Focus groups are a method we also use to
seek more qualitative responses which can still be used to provide structured and
representative views.

We work alongside any Registered Tenants Organisations (RTOs) to improve
local communities. Our Stronger Voices Officers and Housing Officers can also
support the establishment of RTOs.

Our Group Scrutiny Panel is another way customers can get involved. ‘Scrutiny’ is
all about reviewing performance, through a partnership approach, and working with
officers to identify improvements for services.

These are important processes, but our ambition is to support more opportunities for
customers to become proactively involved in working with us to design services. We
believe some customers will find this very rewarding although we recognise it will not
appeal to all customers as it requires a greater degree of time and effort. So, the key
processes focus on design — service design; estate design; system design; and
home design.

We have introduced the concept of Customer Voices. These are customers who
will work alongside officers to inspect, advise on and design how we deliver services
and projects. We have designed an annual programme for our Customer Voices
which will be informed by our Group strategic delivery plan so the customer voice is
at the heart of our strategic projects. The programme is designed to continually
strengthen the voice of the customer.

One of the activities our Customer Voices are involved in is customer journey
mapping. When we explored this as a concept with our customers during our
International Conference on Engagement it was one of the most popular activities
with our customers and brings huge insight as to how our processes and systems
can be improved to deliver a better customer experience.

We have introduced My Voice, a digital tool that enables us to gain instant feedback
on a particular service. We have also introduced Book it, Track it, Rate it, as a
direct result of customer feedback on repairs. It enables our customers to book a
repair, track a repairs operative and give feedback on the repair.
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On a more individual basis, our Health & Wellbeing Assistants work with individual
care customers using an Outcome Star method which supports the people we work
for to identify the aspects of their life they want to improve and how to go about it.

Key roles

Our main job roles who engage with customers in this way are those with a
responsibility for service and strategy development:
=  Community of Excellence Leads

= Business Leads

= Investment Managers

= Development Managers

= Project Officers

= Service Improvement staff

= Stronger Voices Officers

Outcomes

The main purpose of this pillar of engagement is to test and consult on proposals;
identify what doesn’t work in current processes or policies; co-design new services
or products; and challenge our collective thinking to improve. The outcomes are
increased customer satisfaction; fewer complaints; lower levels of waste demand;
and better value for money as resources are deployed in accordance with customer
priorities.

Ensuring that the customer voice is heard and enabling co-design as an early
milestone in our strategic projects will deliver innovation and fresh thinking in our
delivery. Customer-focussed design has always been important to us, but the
process of co-creating with customers in the design process is a new part of our
approach.

3. We give power to...
You decide

Processes
The processes for this pillar focus on ways in which we can safely empower our

customers to make decisions on their own homes and environments and to make
decisions on priorities and resources. Our development of online, self-service tools
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helps to promote this for the individual customer - for example, they can decide and
track when and where they want a repair carried out; and use a budget calculator to
decide whether they can afford their tenancy.

The LivingWell model for older people uses supportive technology to give people
more control and independence in their homes and communities.

You Choose Challenge will be one of the key methods we use to engage
customers to make collective decisions about priorities and resources. You Choose
Challenge should be deployed in new-build communities. This method is illustrated
in Figure 2.

You Choose Challenge is linked to our Greener Homes, Greener Lives Sustainability
Framework, and projects should be focused on making communities greener and
more sustainable. However, You Choose Challenges should be driven by local need
and choice.

Figure 2 - You Choose Challenge

Crowdsource ideas

Open collection of ideas on a particular challenge

Methods are both digital and offline

Marketing/campaign — use leaflets, newsletters and contact and visit customers individually

Develop options

Work with a group of customers to create options

Customers drawn from Customer Voices and other recruitment options

Lead staff should be Business Leads or RSLs — supported by SVOs for project delivery

Customer vote

Three options should be created and put to customer base
Voting should be via phone call, post or online

There should be big publicity on the outcome of the vote
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Key roles

The key staff roles involved in this pillar will mainly be those which carry budget
responsibility and decision-making power as this power will need to be appropriately
devolved. However, frontline staff will assist in delivering projects.

= Executive Team

= Director of Finance

= MDs

= All Directors

= Housing Officers

= Stronger Voices Officers
= Foundation Team

= Development Team

Outcomes

The main purpose of this pillar of engagement is to empower customers to make
decisions and choices about what matters to them. Our customers and communities
will feel more in control of their personal and collective well-being, inspired to raise
their aspirations and able to realise their potential. Self-directed services, and
innovative approaches such as Outcome Star, LivingWell for older people and
Housing First help build the trust, confidence and ability of individuals to make the
changes that are important to them, giving people more power and control over their
lives and their futures.

The outcomes are increased ideas and innovation; increased customer satisfaction;
fewer complaints; more customers feeling involved in decision-making; and better
value for money as resources are deployed in accordance with customer priorities.

4. We support Your voice is stronger and people listen to you

Processes

The processes for this pillar focus on ways in which we can support people to
develop their potential and raise aspirations. We have experience using many of
these processes already, especially within Wheatley Care and other support services
provided throughout the Group. Encouraging volunteering, as in the LivingWell
service; encouraging individual expression through music and art; and supporting
youth development projects are all ways that we currently support people to develop
their potential.
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The support provided through the Wheatley Foundation to access employment,
training opportunities and bursaries is another method by which we support capacity
development. This Engagement Framework provides an opportunity to integrate this
support and develop it further through wider engagement opportunities. We will
provide a learning suite and potential accreditations for those customers who
become Customer Voices, helping them to develop their skills to assess information,
challenge approaches and express their views. This will form one of the pathways for
customers who may be interested in positions as Board members.

Key Roles

Our main job roles which will support customers to develop their potential are:

= Stronger Voices Officers

Care and Support Staff

Health and Wellbeing Assistants
Wheatley Foundation Officers
Academy staff

Outcomes

The main purpose of this pillar of engagement is to support people to develop their
potential and build capacity and resilience in our communities.

Digital Engagement

The Engagement Framework is based on a blended approach which understands
the value of face-to-face interaction but also the opportunities that can come through
digital methods of engagement. We have significantly developed our digital
approach, and continue to work with our customers to develop other additional tools
that are conducive to engagement. Figure 3 illustrates how these tools support the
four pillars of the Engagement Framework.

11
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Figure 3 — Digital tools to support engagement

We Listen

- My Voice feedback
surveys We Give Power

- Book it, Track it, - Digital feedback

Rate it tools, like Menti (for
- Social media decisions on You
Choose Challenge)

- Web self-service,
where customers can
log complaints

Digital engagement can replace or supplement off-line community activity such as a
meeting to discuss investment in a block. This should enable a wider range of input
by increasing the methods by which people can take part in sharing information and
views; building community consensus; and reaching decisions. Importantly, we will
ensure that digital engagement is used to increase the range of customers who are
able to participate. We will support customers to engage online but we will also
ensure that no-one is excluded from involvement because they are unable to
participate in this way.

Other digital methods which we will develop include the integration of feedback
within the customer service journey. The opportunity to provide feedback will be
available at different points in the service journey — for example to provide feedback
on-line through text, web or app feedback after ordering a repair; then again after
receiving the repair. This can also be developed for example to contact a customer
after they have completed their first year of tenancy with us, to seek feedback on
their experience.

Staff resources

Every member of staff in Wheatley Group has a role in promoting engagement and
responding to the customer voice in all our activities. The Stronger Voices team will
support business leads to ensure this happens and will oversee the annual
engagement programme which supports the customer voice throughout our strategic
activities.
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Framework outcomes

This Engagement Framework is designed to support our ambition to promote a
culture which places the customer voice at the heart of everything we do. Through
our strategy Your Home, Your Future, Your Community, we have set out to
challenge ourselves in our approach to engagement — to create that unprecedented
shift in power to the customer. Our 2021-26 strategy emphasises co-creation with
our customers and promoting their ability to be in control and self-direct their
services. By 2026 we hope that our customers will be empowered to make their own
choices about the services they want, be properly equipped to do things for
themselves and involved in the design of products and services from start to finish.
Through this journey with our customers we hope that our communities will become
stronger; more resilient; and able to make their voices and their expectations heard
more widely.

Figure 4 - Framework outcomes

Engagement changes
our organisation and

culture as we do things
differentlv L

Engagen. .t drives

change
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design | Products are developed
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KEY PERFORMANCE INDICATORS

Overall customer satisfaction above 90%

Over 90% of Care customers satisfied with the overall service

Overall satisfaction amongst households with children improved to 90%

90% of customers feel they can participate in the landlord’s decision making

95% of customers actively engaged in shaping services feel they participate in

decision making

= 50% of strategic delivery plan projects include customer engagement as an
early milestone

= Maintain 1550 Customer Voices

= Each RSL to deliver three Customer Voice Panel events per year

= All customer facing strategic projects will include customer engagement

Our Customer Engagement

Scrutiny
Panel & thematics

Project Engagement
& Policy
Safer communities, hate crime,

neighbourhood approach, anite
replacement, customer
engagement, repairs, environment

RSL level engagement

Scrutiny, Quarterly engagement
panels, rent consultation

Local engagement

Walkabouts, events, NETs weeks of
action

All Customers

MyVoice, annual survey (random sample), project engagement
and other topic surveys (some customers)
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