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Questions created and asked by community members
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Community members identified three
priority questions they wanted to put directly
to SES Water during the Accountability
Session.

The questions were developed through a
structured process involving the full Water
Voice community (c.50 members). In January
and February 2026, members collectively
identified and refined priority themes
through Spotlight surveys. These priorities
were then shaped into draft questions
during a dedicated briefing session, before
being finalised and formally put to SES
Water at the Accountability Session.

Each question was led by a community
member and explored in depth during the
session. SES Water provided on-the-record
responses, with commitments and actions
discussed in real time.

Llais defnyddwyr dwr

Topic

Community member question

Water quality and

“A lot of us don't feel able to judge water or network quality with

Q2

confidence: confidence, because available information is hard to understand,
Unclear and feels out of date and doesn'’t give straightforward reassurance.

. outd atgd What more will SES Water do to make water quality information
mforma;pn clear, current and easy to understand, so customers can quickly feel
undermining reassured - especially if there is a change in taste, appearance or
reassurance cloudiness?”

Investment,

resilience and
water pressure:
Concern about
whether current
action matches
current problems

“One of the most common issues raised has been low water
pressure, but there's a wider concern about whether the network is
keeping up with demand, especially with more housing...

What is SES Water doing now to improve resilience and reduce
problems like low water pressure and how will customers see near-
term improvements rather than just longer-term plans?”

Value for money,
communication
and customer
experience:
Better service
should feel easier
and clearer

“A lot of us judge value for money not just by what we pay, but by
how easy the company is to deal with, how clear the information is
and whether we feel informed and in control.

Because we can’t switch provider, things like comparing bills, better
communication, easy access to information and more modern
ways of managing our account really matter.

SES Water already offers account information and area updates
online, but what will you do to make cost comparisons with other
providers clearer, and improve the day-to-day customer experience
so people feel they are getting better value for money?”

The sections that follow set out each question in turn, alongside the actions discussed and the expectations community
members have for delivery through the company's published action plan. This will be published on Wednesday 39 June.




Executive summary - insights by question
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The Accountability Session for SES Water highlighted customers’ calls for clearer information on water
quality, low pressure, network resilience and billing; SES Water acknowledged these concerns, pointed
to recent improvements and broadly accepted the actions raised.

Ql

Water quality and confidence:
Unclear and outdated information
undermining reassurance

Q2

Investment, resilience and water pressure:
Concern about whether current action
matches current problems

Q3

Value for money, commmunication and customer
experience:
Better service should feel easier and clearer

SES Water said it had recently upgraded its website
so customers could easily access postcode-level
information on water quality and hardness and said
it would use texts, email, social media, PSR
outreach and ‘Splash’ newsletter to communicate
proactively; it also stressed that quality is tightly
regulated and among the best in the country.

Community members welcomed the welbsite
improvements but said the information still felt too
technical, inconsistent and not always easy to
access, with concerns about unexplained ratings,
patchy reassurance when issues arise, limited
visibility of what happens after incidents and a lack
of simple guidance on hardness and limescale.

Discussion focused on making water quality
information more intelligible, comparable and local,
through plain-English explanations, multi-channel
updates, practical advice and clearer evidence of
improvement over time.

SES Water highlighted its investment in a “smart”
network with pressure sensors, stated that very few
properties are officially affected by low pressure
and explained that current known issues are being
addressed in the Godstone area. It pointed to dual
supply from two water treatment works, a £100m
investment programme, mains replacement, and a
25-year resilience plan to meet future demand.

Customers challenged this, citing lived experiences
of low or inconsistent pressure that were not
recognised, commmunicated, or addressed by the
company, alongside recurring difficulties accessing
accurate, real-time information on incidents and
works.

Discussion focused on bridging the gap between
technical performance and customer experience,
with a need for clearer definitions, better tracking
of local issues and more visible evidence of near-
term improvements.

Customers felt water quality information
remains too technical and fragmented, with
a need for simpler explanations, clearer
local reassurance and more visible evidence
of improvement.

Customers felt that experiences of low and
inconsistent pressure are not reflected in
official data, with a need for clearer
definitions, better communication and
more Vvisible evidence of improvement.

SES Water said its bills had remained relatively flat
compared with wider sector increases but would rise
around 10% this year. This is to support ongoing
investment in water softening, treatment works, pipe
renewal and day-to-day operations. They outlined a
broad breakdown of how bill income is used and said
more information is available through bills, the
website and wider commmunications.

Customers felt the explanation lacked sufficient
clarity/comparability, particularly around how
charges are broken down, how freshwater and
wastewater responsibilities are split, why earlier plans
had changed and how lower personal usage
translates into visible value.

Discussion focused on making bills and account
information more transparent and comparable,
improving explanation of commitments and
changes, and exploring more tailored ways to help
customers engage with usage and feel better value
from their service.

Customers felt value for money depends on
clearer, more transparent billing, better
explanation of charges and commitments,
and tailored ways to reward lower usage.




Actions agreed during the Accountability Session
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Ql

Water quality and confidence:
Unclear and outdated information
undermining reassurance

Q2

Investment, resilience and water pressure:
Concern about whether current action
matches current problems

Q3

Value for money, communication and
customer experience:
Better service should feel easier and clearer

* Provide simple, plain-English,

comparable explanations of water
quality ratings, standards and
local performance.

Ensure welbsite and other
channels provide complete,
current and accessible local water
quality information and
reassurance.

Give regular updates on incidents,
actions taken and whether water
quality is improving, with
outcomes customers can track.

Share practical advice on water
hardness and limescale, including
impacts, health reassurance and
available support.

Clearly define and communicate
what constitutes ‘low

water pressure’ and how it is
measured in simple terms.

Enable customers to easily report,
track and receive updates on
pressure through reliable, real-
time channels.

Ensure online tools (e.g. works
maps and alerts) are accurate,
current and reflect real local
conditions.

Communicate infrastructure
investment and resilience
improvements in simple, tangible
ways linked to customer
outcomes.

Show simpler, more comparable
bill information, including price
comparisons and a more granular
spending breakdown.

Communicate openly about plans
and commitments and when
these change - what happened,
and why, in clear customer termes.

Help customers understand and
engage with their water usage
and its billing impact

Clearly explain the split between
freshwater and wastewater
service - how this works
operationally, and financially.
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Question asked by SES Water Community member: Actions

“A lot of us don't feel able to judge water or network quality * Provide simple, plain-English, comparable explanations of
with confidence, because available information is hard to water quality ratings, standards and local performance.
understand, feels out of date and doesn't give « Ensure website and other channels provide complete, current,
straightforward reassurance. and accessible local water quality information and reassurance.
What more will SES Water do to make water quality « Giveregular updates on incidents, actions taken and whether
/nformatlon C/ear’ Current ond eosy to understond SO water qua“ty iS impl’oviﬂg, V\/|th outcomes customers can traCk.
customers can quickly feel reassured - especially if there is a « Share practical advice on water hardness and limescale,
change in taste, appearance or cloudiness?” including impacts, health reassurance and available support.

SES Water said it had recently upgraded its welbsite so customers could
easily access postcode-level information on water quality and hardness

and said it would use texts, email, social media, PSR outreach and its Where's the feedback to the customer saying that

‘Splash’ newsletter to communicate proactively; it also stressed that This has been resolved and what we've done’?
water quality is tightly regulated and among the best in the country.

Community members welcomed the website improvements but said “What are the ratings they're using to be able to say
the information still felt too technical, inconsistent and not always easy that they’ fthe best t e

to access, with concerns about unexplained ratings, patchy reassurance d eyreoneo € best water companies:

when issues arise, limited visibility of what happens after incidents and
a lack of simple guidance on hardness and limescale. “SES have got some great information about water
Discussion focused on making water quality information more

intelligible, comparable and local, through plain-English explanations, quality but you've got to read through a load of

multi-channel updates, practical advice and clearer evidence of technical information.”
Improvement over time.

@ Customers felt water quality information remains too technical and fragmented, with a need

for simpler explanations, clearer local reassurance and more visible evidence of improvement.
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Provide simple, plain-
English, comparable
explanations of water
quality ratings,
standards and local
performance.

Recently upgraded the website so all important
information is 2-clicks away’

Provides postcode-level information on hardness
and quality.

Publishes information on what water quality
means, including technical aspects.

Present water quality performance in a directly
comparable, contextualised and easy-to-digest
format.

Clearly explain the ratings and standards behind
statements about strong performance.

Ensure website and
other channels provide
complete, current, and
accessible local water
quality information and
reassurance.

Website positioned as information ‘golden source’

Customers can be directed to the site via bills,
email, PSR outreach, partner organisations and
the quarterly Splash newsletter.

Also uses texts and social media when it needs to
contact customers quickly.

Ensure website tools work reliably and provide
coverage of the whole customer base.

Use multiple channels to bring water quality
information to life, and to celebrate successes.

Develop an app to reach customers who do not use
social media channels.

Give regular updates on
incidents, actions taken
and whether water
quality is improving,
with outcomes
customers can track.

SES Water said it aims to communicate in a timely
way during incidents, with priority
communications about whether tap water is safe
to drink.

Said proactive updates are given through available
channels when local circumstances change.

Communicate clearly, consistently and regularly
about actions taken.

Show whether water quality is improving over time.

Close the loop after incidents so customers can see
what happened and what changed.

Share practical advice
on water hardness and
limescale, including
impacts, health
reassurance and
available support.

Provides postcode-level hardness information.

Stated water supply is particularly hard, and that it
is the only water company to soften supply.

Accepted the need to make information simpler
and more tangible.

Proactively share practical tips on managing hardness
and household impacts.

Explain clearly whether limescale is harmful or only
aesthetic.

Consider how support and products could be
signposted and/or optionally integrated into billing.

Company comment:

SES Water said national
standards already exist via the
Drinking Water Inspectorate,
but acknowledged these need
to be communicated more
clearly and simply.

Agreed on the need for
broader and more accessible
communications.

Confirmed that part of
ongoing IT upgrade is to
facilitate app development.

Company broadly agreed and
said some communications
improvements could be
delivered relatively quickly.

Company confirmed limescale
is not harmful to health and
supported clearer, more
practical advice for customers.

Timescale:
No firm timeline committed.
Detail expected in company
action plan

Note: This table is an excerpt from the full Action Plan. SES Water will provide formal responses to each action within 28 days of the session date.
The updated plan will then be shared with participating community members for review and agreement.
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Question asked by SES Water Community member:

“One of the most common issues raised has been low water

pressure, but there's a wider concern about whether the network

Is keeping up with demand, especially with more housing...

What is SES Water doing now to improve resilience and reduce

problems like low water pressure and how will customers see near-

term improvements rather than just longer-term plans?”

SES Water highlighted its investment in a “smart” network with
pressure sensors, stated that very few properties are officially affected
by low pressure, and explained that current known issues are being
addressed in the Godstone area. It pointed to dual supply from two
water treatment works, a £100m investment programme, mains
replacement and a 25-year resilience plan to meet future demand.

Customers challenged this, citing lived experiences of low or
inconsistent pressure that were not recognised, communicated, or
addressed by the company, alongside recurring difficulties accessing
accurate, real-time information on incidents and works.

Discussion focused on bridging the gap between technical
performance and customer experience, with a need for clearer
definitions, better tracking of local issues, and more visible evidence of
near-term improvements.
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Actions

Clearly define and commmunicate what constitutes ‘low
water pressure’ and how it is measured in simple termes.

Enable customers to easily report, track and receive
updates on pressure through reliable, real-time channels.

Ensure online tools (e.g. works maps and alerts) are
accurate, current and reflect real local conditions.

Communicate infrastructure investment and resilience
improvements in simple, tangible ways linked to customer
outcomes.

‘I didn’'t know you could sign up, if I'm being honest, to get
the notifications.”

‘I'am signed up to the alerts but you don't get any... | have
contacted SES and they're very much like, 'We can't see it,
we'll monitor it’, I'm not getting any good feedback really.”

“Tell us what low pressure is... is there a metric that says
water pressure has got to be consistent?”

Customers felt that experiences of low and inconsistent pressure are not reflected in official data, with

a need for clearer definitions, better communication and more visible evidence of improvement.
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Clearly defineand
communicate what
constitutes ‘low

water pressure’ and how
it is measured in simple
terms.

Explained pressure is monitored via sensors
across the network.

Stated thresholds exist (e.g. pressure triggers
below set levels).

Said low pressure affects very few properties.

Clearly explain what ‘low pressure’ means in practical,
measurable terms.

Help customers understand how to assess pressure in
their own home.

Enable customersto
easily report, trackand
receive updates on
pressure through
reliable, real-time
channels.

Customers can sign up for alerts and use
website tools.

Company uses SMS and other channels for
notifications.

Provide clear processes for reporting and tracking issues.

Enable two-way communication, including through
future app functionality.

Ensure follow-up where issues are not formally recorded.

Ensure online tools (e.g.
works maps and alerts)
are accurate, current
and reflect real local
conditions.

Live works map available on website.
Alerts available for network issues.

Website positioned as key information source.

Keep works map fully up to date and reflective of real
activity.

Ensure alerts are triggered consistently during incidents.

Set clear expectations on how current information is.

Communicate
infrastructure
investment and
resilience improvements
in simple, tangible ways
linked to customer
outcomes.

Highlighted £100m investment and 53km of
mains renewal.

Referenced 25-year resilience plan and dual
supply capability.

Stated all customers are supplied by two
treatment works, with ability to reconfigure
supply if required e.g. during incidents

Translate investment into clear customer benefits (e.g.
reduced outages, improved pressure).

Provide simple, visual explanations of resilience and
supply capacity.
Share regular updates on progress and outcomes.

Proactively coommunicate and celebrate strengths e.g.
SES Water's infrastructure

Company comment:

SES Water acknowledged the
need to explain pressure
measures in plain English and
make them more accessible to
customers.

Confirmed app development and
willingness to improve two-way
communication and
responsiveness to customer-
reported issues.

Acknowledged gaps in accuracy of
online tools (e.g. works map) and
committed to improving
ownership, updating and reliability
of online information.

SES agreed more can be done to
communicate investment benefits
in plain English and link them to
customer experience.

Timescale:

No firm timeline committed.
Detail expected in company
action plan.

Note: This table is an excerpt from the full Action Plan. SES Water will provide formal responses to each action within 28 days of the session date.
The updated plan will then be shared with participating community members for review and agreement.
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Question asked by SES Water Community member:

“A ot of us judge value for money not just by what we pay, but by how easy the
company is to deal with, how clear the information is and whether we feel
informed and in control.

Because we can't switch provider, things like comparing bills, better
communication, easy access to information and more modern ways of
managing our account really matter.

SES Water already offers account information and area updates online, but what
will you do to make cost comparisons with other providers clearer, and improve
the day-to-day customer experience so people feel they are getting better value

for money?”

SES Water said its bills had remained relatively flat compared with
wider sector increases, but would rise around 10% this year to support
ongoing investment in water softening, treatment works, pipe
renewal and day-to-day operations. It outlined a broad breakdown of
how bill income is used and said more information is available
through bills, the website and wider communications.

Customers felt the explanation lacked sufficient clarity/comparability,
particularly around how charges are broken down, how freshwater
and wastewater responsibilities are split, why earlier plans had
changed, and how lower personal usage translates into visible value.

Discussion focused on making bills and account information more
transparent and comparable, improving explanation of commitments
and changes, and exploring more tailored ways to help customers
engage with usage and feel better value from their service.

Llais defnyddwyr dwr

Actions

Show simpler, more comyparable bill information, including
price comparisons and a more granular spending breakdown.

Communicate openly about plans and commitments, and
when these change - what happened, and why, in clear
customer terms.

Help customers understand and engage with their water
usage and its billing impact

Clearly explain the split between freshwater and wastewater
service - how this works operationally and financially.

“Inour bills.. don't think it's clear what's going to you and
what's going to Thames Water or whoever else for
dealing with the waste products”

“There's no explanation as to why things didn't happen...
Do you trust for the future if you're told something... five
years ago, that doesn't appear to have been acted upon?”

‘you're showing me that I'm using less water, but my bills
are going up, that doesn't add up for me.”

Customers felt value for money depends on clearer, more transparent billing, better explanation

of charges and commitments, and more tailored ways to reward lower usage.
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The voice for water consumers

Llais defnyddwyr dwr

Show simpler, more
comparable bill
information, including
price comparisons and a
more granular spending
breakdown.

Bills had stayed relatively flat compared with
wider sector increases, rising around 10% this
year.

Gave a broad breakdown of how each £1is
spent, including operations, energy, people,
rates/licences and investment/financing.
Said more information on bill spending is
available via the website and bill explainers.

Provide simpler bill comparisons with other providers
in a format customers can quickly understand.

Show a clearer and more detailed breakdown of
where money goes, including financing and
investment.

Make cost and value comparisons easier to access in
routine customer communications.

Communicate openly
about plansand
commitments, and when
these change - what
happened,and why, in
clear customer terms.

Said investment is supporting water softening,
pipe renewal, treatment works improvements,
and day-to-day operations.

Framed bill increases as linked to this
investment and operational need.

Communicate openly when plans, forecasts or
commitments change.

Explain clearly why outcomes differ from earlier
expectations.

Show customers what has been delivered, what has
changed, and why.

Help customers
understand and engage
with their water usage
and its billing impact

Said account and billing information is
intended to help customers understand value
for money.

Help customers understand how their consumption
affects their bill.

Explore innovative or creative tariffs that reward lower
usage.

Clearly explain the split
between freshwater and
wastewater service - how
this works operationally,
and financially.

Referred to water-only billing levels and
comparisons with other companies

Clearly explain who provides which service, how
charges are calculated and how the billing
arrangement works.

Make the freshwater/wastewater split easier to
understand in customer-facing communications.

Company comment:

SES Water said comparison data is
available via Discover Water but could
be better signposted, and accepted the
need for clearer explanation of bill
breakdowns.

Said delivery and progress are heavily
tracked and regulated, but agreed this
could be communicated more clearly
to customers.

Confirmed innovative tariffs are being
trialled elsewhere in the Pennon Group!
and may become more feasible as
smart metering expands.

Confirmed wastewater charges are
based on assumed return to the
system and was willing to improve
communications explaining the
arrangement.

Timescale:

No firm timeline committed.
Detail expected in company action
plan.

The Pennon Group is a British water utility company, owning companies including SES water, South West Water, Bournemouth Water and Bristol Water

Note: This table is an excerpt from the full Action Plan. SES Water will provide formal responses to each action within 28 days of the session date.
The updated plan will then be shared with participating community members for review and agreement.
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What happens after the Accountability Session?

After the Accountability Session, there is a clear and structured follow-up process. ( d 4

Publication and transparency

Within 5 working days

A full (anonymised) transcript of

the session was published on
Wednesday 29t April

Within 10 working days
A plain-English summary is
published, setting out:
The questions asked.
The key points raised by
Community members.
The actions agreed for inclusion
INn the action plan.
Anything recorded as not yet
agreed.
Thursday 7th May

Action plan
Within 28 days

The water company must
share its action plan, setting
out how it will deliver the
agreed actions.

The action plan will be
shared with the Water Voice
community on
Wednesday 3@ June

The voice for water consumers
Llais defnyddwyr dwr

Customer feedback
Participants will be asked, via a
short survey, whether they feel

the action plan:

v Reflects what was agreed in
the session
v Goes far enough to address
customer concerns

This feedback forms part of
CCW's ongoing monitoring and
follow-up with the company and
helps inform future
accountability work.


https://www.ccw.org.uk/our-work/consumer-panels/
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What is an Accountability Session?

An Accountability Session is a formal,
facilitated meeting where water
consumers directly question senior
executives from their water company
about performance, service failures and
issues of concern —and agree the
actions they want the company to
take.

They sit at the heart of CCW's statutory
role to strengthen consumer voice and
ensure companies respond transparently
and meaningfully.

*https//www.legislation.gov.uk/ukpga/2025/5/enacted
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Why do they exist?

Accountability Sessions exist because customers deserve a
real say in how their water company performs. They give
people a direct line to the people in charge — not through a
survey, not through a complaint form, but face-to-face.

For years, customers have felt that water companies
weren't listening closely enough. Water (Special Measures)
Act 2025* requiring a relevant undertaker to have
arrangements in place for involving consumers in decisions
of the undertaker that are likely to have a material impact
on consumer matters.

These sessions make that happen. They create a space
where customers can:

« Ask honest questions
« Raise the issues that really affect them
« Agree the actions they expect the company to take next.

It's all about making the process fair, open, and focused on
what matters most to the people who actually use and pay
for the service.

15



Objectives

What the session aims to achieve
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1. Give customers a real voice
These sessions make sure customers aren't just “heard” —

their views actually guide the conversation and shape what

happens next.

2. Make companies answer directly to the people they serve

Senior water company leaders must respond openly,

honestly, and in real time. No hiding behind reports or press

statements.

3. Agree clear actions that lead to real improvements
By the end of each session, everyone should be clear on:

v what the company will do
v how they'll do it

v how customers will know things have improved.

4. Build trust through transparency

Everything is published — the questions, the answers, the
agreed actions — so customers can see what's happening
and whether companies are following through.

5. Make sure all types of customers are represented
People from different backgrounds, ages, abilities and
regions take part, ensuring the outcomes reflect real
experiences across the community.

Llais defnyddwyr dwr

Outputs
By the close of the process, this Accountability Session will have:

* Provided CCW with robust, publishable evidence of consumer
concerns and company responses.

+ Established a clear and transparent set of customer-agreed
actions that the water company must reflect in its published
action plan. The action plan itself is published by the company
following the session, in line with the accountability process.

* Given consumers confidence that their participation leads to
real scrutiny and follow-through, reinforcing the credibility of
the accountability process.

* Informed future regulatory engagement by highlighting
systemic or recurring issues requiring wider attention.

Together, this ensures the session delivers both immediate
accountability and longer-term value for consumers and the
sector.



Methodology

How does it work?

Prioritising what
matters most

1. We listen to what customers
tell us each month
Through Barometer & Spotlight
surveys and the online
community

2. We play back what they said
In the January Spotlight survey,
we show customers the issues

they raised & ask them to
prioritise the most important
ones.

3. Confirm their priorities
In the February Spotlight survey,
customers confirm if they agree
with which points matter most.

Getting ready
(Briefing session)

Selected 12 customers join a 2-hour
online (via Zoom) briefing before the
main meeting.

Everyone gets clear, easy-to-read
information beforehand so they feel
confident and prepared.

The facilitator talks them through:
*  How the session will work
* Theissues they've prioritised
*  How to shape their questions &
come up with a set of questions for
each priority.

We will brief the CCW Chair
separately at this point & remind
them on their role, share guide &
prioritised topics / Priorities will be sent
the Water Companies at this point

The Accountability Session

(Main meeting)

12 customers take part in an online
session (via Zoom) with a senior
water company representative for 2
hours.

TMcK facilitator & Chair guiding the
conversation:
» Customers ask their prepared
questions
* Challenge the company’s
answers
* Explore what needs to change.

Live polls let everyone share honest
views — even those who prefer not
to speak out loud.

Welsh panels will be given the
option of English, Welsh or
simultaneous translation .

Agreeing what should

The voice for water consumers
Llais defnyddwyr dwr
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Publishing the outcomes
and following up

happen next

A summary is produced showing:
the questions asked,
how the company responded, and the actions
agreed.

During the main
accountability session,
after each issue is
discussed, the

facilitator checks -CCW publishes a transcript within 5 working

whether customers feel days
the company's .CCW publishes a summary within 10 working
proposed actions are days
good enough. ‘The company must publish its action plan by day
28

Together, they work
towards a clear
consensus on what

actions the company  ccw then tracks progress and updates panellists
must take. before the next session.

Panellists are asked short follow-up questions
about whether the plan reflects what was agreed.

[Priorities will be shared with the ISG]



18

Sample

Who takes part in an Accountability Session
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We broug At together 3 small, representative We make sure each session of 12 includes the following types of panellists:

group of around 12 people for each * Age - younger adults, middle-aged adults and older customers (2 per age
accountability session. bracket)
* Gender - a balanced mix (at least 5 males & 5 females)
i i * Income levels - including low-income households (3 financially vulnerable,
This number keeps the conversation 25 2040k 3 X £4OK-GOK & 2 X £60KH)
Manageable and ensures everyone has the
chance to speak. + Location - Rural and Urban water users (different house-types represented)

. * Ethnic backgrounds - reflecting the local population, 2-3 from an ethnic
Each person is selected by the panel minority background

manager from their panel of 50 participants. , - , N
+ People with accessibility, neurodivergent or additional support needs (at

Our panel managers are responsible for least )

Se|e.Ct!n9 a representative range of + Different customer types - e.g. metered/unmetered, renters/homeowners
participants and e”SU.re that a.“yome who + Different attitudes — including 3 x positive, 3 x neutral & 3 x negative

has expressed a keen interest in taking part CUSLOMETs

A accountab|l|ty session isincluded at Bathing water users - 3 regular users (for WaSC panels)

this stage. 9 g P

*  Welsh speakers - at least 2 Welsh speakers within our two Welsh panels &
options for accountability session language

This ensures all voices are represented, not just the loudest or most confident.




The voice for water consumers
Llais defnyddwyr dwr

Thank youl!

ccw.org.uk
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