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Our Customer Experience Strategy sets out our approach to hear the customers’ voice - f 0 U K FK A M E w 0 KK Risk appetite - Hungry 16-25 Who A
o accessible, relevant, regular customer insightatall e we give choice on how to engage - our model is Q ocus on ° We are fully committed to hearing the ‘customers voice' via our All customers.
levels, to inform, improve and deliver more impact simple and ensures people can access what they Q Fo K H E A K, N 4 o V K Focus on Your Voice approach. We offer a range of engagement
« we hear from everyone. Not just those we directly want, when they want - with no pressure to give O o O u r VO I C e opportunities to support co-design of service provision and Tena:n.ts. Students. Leérners..
support. The families. The neighbours. Advocates. more than they feel able. mm (U STO M E KS / v o , (E enable active monitoring and scrutiny. We will encourage Participants. Community residents.
Partners. customers to be more engaged in our governance.
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Face to face Digital platform Telephone Third line assurance
We know the value of good conversation. That's why face to We want to be accessible to all - and ensure we give opportunity to hear from We hear the customer voice through routine contact which (offe)fo} Independent telephone and face to face engagement by
face engagement and insight is essential to our model and every one of our 30,000 customers, and our wider communities we work in.Our can provide us with actionable insight. We use telephone to Q@@ funders, third parties and customers themselves ensures we
include our support hub network to ensure accessible reach Your Voice digital platform provides a 24/7 route for customers to engage, gather more narrative and ideas. But this is always aligned to gain independent assurance on what our customers think,
by our total customer base. feedback, and scrutinise on matters of their choosing. customers choice of communication method. want and need. )
ENGAGEMENITE § INSIGHTE SCRUTINY § (o-DESIGN
Customer and community engagement isintegral to directly understand more about our services and needs. \We deliver this in lots of ways, and We flexibly use our scrutiny and co-design framework as needs arise and ensure everything we design, deliver and define has a customer lens. We
ensure its an active part of every-day. But the magic of our. framework is that our customers span so many areas, and our engagement is delivered in so have levels of ways we get customers to then scrutinise what we do, and help us design where we go next. All these are used flexibly dependant on the
many ways, that we can truly hear a representative voice of where we work - and not a narrow lens of just a small few. project, and ensure we dont just listen, but also ensure customers hold us to account and drive our future.
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“ Days targeted based » wider feedback shared from customers As part of every project we

group

Policy and strategy reviews )
Ran as part of our strategic research

design, we gather insight to

experiences with us

‘ T' E K 1 community cafés on demographics

o Regular. More than a café, these support and need. Ranging complaints and compliments Targeted scrutiny on pqlicies, ensure what we plan to deliver ) project, Campus for future living,
o Informal hubs are spaces designed to get to from family days, tenant feedback through day to day procedures and strategies that ywll add va.llue to customers. This e e e e
o Asrequired know the community, the needs, clearance days, give engagement A S el el s ;: pr.oporttlonage tothe Yal:j"e' : services on behalf of the community
and the challenges. And through back community . ) ut is gathered, scrutinised an for us, the local authorities and the
O VLI conversation, find out what we can do days, green weeks. DT SN e ST S EGI S input from relevant customer ider i
] YS: 8 feedback and answers wider membership across health,

) feedback, insight and data.

more of, and respond to this.

) housing, education and VCS. )
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TIER 2 = : . . . Co-design groups
Community engagement Focus groups We use our specialist Talk it Improvement and Customer Focus Scrutiny groups Student counciland student assistants e e
o Structured projects Qur wid_er groups to gathe_r in-depth To gather thgmatic Dependant on insight gathered through our framework, Appointed roles from within those customers Innovation and Design for Enterprise and
o Targeted Each year we idetify core places dlSt_?U_S_SIOH bgsed insight W_It.h their len.S (?f feeqbaCk onideas, we use improvement groups to help us scrutinise, identify we work with who meet regularly to give Action - to make wholesale change happen
o Measured that our insight and data has told activities d.e!wered vulnerab_lll@y or specialist design and thoughts changes in process, services and what we deliver. These feedback on behalf of their peers. Annually together. They are focused on themes
« Proportionate us we could find out more. Through virtually, digitally, charateristic. For example that link through are focused pieces of work, bringing together customers as these represent their areas to feedback to we want to tackle. We bring together
« Scheduled triangulating data, feedback and needs and face to face on ourautism groups to rgsearch being critical friends to review, scrutinise, and support change. The ensure we know what is important, what is customers, partners from across sectors,
F ( analysis, we then target a place-based specific topics to give feedback on h(_)W carried out. areas are focused and defined with the customer journey in working well, and what we need to improve. and researchers to co design together new
olkorma approach to engage the community, find out more about processes an_d services mind and have an intentional scrutiny lens that ensures we They also ensure they give us critical feedback solutions that we take through to either
: find out what really matters, and use \what we can do. ) \WOl’k for their needs. ) are constantly checking and challenging what we do for the to inform our future plans - including our policy change, funding to deliver, or scalable
this insight to develop our services. benefit of customers. curiculum planning and how we deliver this. new services.
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Acuity satisfaction surveys Acuity insight questions Funder Assurance <2 |Researchinstitutes End to end customer production - **new for 2026**
slindependent Independently ran each quarter Independently ran each quarter by our third Independently commissioned or carried out o | We work with universities and @@ Our customers lead our stamp of approval approach. This new iniative for 2026 has been designed by
* Structured to gather perception feedback, party specialists across every customer base research with our customer groups to gather ForRuraiond | wider research institutes and customers to ensure we identifiey strategic customer-relevant projects that it is integral they lead. The
« Longer-term analysis and improvement to gather strategic insight to inform policy insight, views, feedback and improvements Coostel ™9™ ) think tanks to have independent | | | approach ensures customers are involved every step of the way. And as part of this customers verify the
« Research points for our service. This service or strategy change. This ensures for our services. These include grant funder, insight and scrutiny on our solutions at the end too. Projects are agreed with customers, and they agree what good looks like, what
methodology also measures our tenant proportionate views to represent our commissioners, partners, Ofsted and other services and what we can do to really matters and that what we have designed works. This will always be projects that are looking forward
. Outcome-based | satisfaction measures alongside customer base on key strategic issues and regulator bodies. Thematic focus to gather support people more. -and will link into new work, new services or shape a whole new way of delivering our service models.
our metrics for our community changes we may be looking to explore and in-depth knowledge on how we can continue
L investment customers. ) \gathers quantitative feedback to drive change.) \to improve and what impact we really have.
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= « performance reports (ope.ratlons and enterp?rlse) s TSM report (operations) . o customer story . Outcomes and Impact Coatomer aanrance
o Member resp. for complaints report (operations) » stamp of approval (enterprise) o HTCV - tenants (every six months) What we do onl
NS o acuity insight (enterprise) ) ) ) o every paper linked to relevant voice insight Ad hoc feedback Formal Independent Outcomes and Impact " Y
=S5 * subject to change in committee focus . . rception ) matters it customers
= v v o satisfaction feedback percep « Social value ROI el (Reimeg)
M a N . R with activities delivered e Customer « annualimpact data including voice Ourlimmaeikuil bz
Annual - committees Annual - Board directly (transactional) satisfaction with « Group net promotor score v g W
\YJ) « SARreport (enterprise) e« Impactreport o research reports o IDEAs labs (through « customer experience feedback card e complaintsand neighbourhoods * customer satisfaction with us challenge re:gularly.
> o TSMannual report (enterprise) (enterprise) campus steering board to o Annual customer insight at strategy days (new) compliments rec'd (TSM) listening and acting
« quality report o Learningand insight « stampofapprovalreview  enterprise) » Customer experience strategy annual review \ )
() (enterprise) walks (enterprise) (enterprise) o annualreport
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