SP Energy Networks
2014–2015
Electricity Distribution
Stakeholder Engagement
Submission Part 1

1

Our engagement
strategy: CEO Statement

We are a Distribution business that is performing better than ever for our stakeholders and
customers by engaging more effectively with stakeholders and the communities that we serve.
I am delighted to share with you the first
part of a two part submission. The first
part explains our strategy for engagement
and how we implement and manage it
within our business. The second part
illustrates the impressive results. It is clear
to me as CEO that we are performing
better because we are engaging better on
the big issues that affect our stakeholders.
The examples we present are initiatives
that I have tracked personally through
their development and in many cases had
a direct role in helping to deliver. It is also
my role to set expectations higher each
year. I am encouraged to see how we have
been able to scale and replicate many of
our initiatives, as well as finding innovative
new ways to work with stakeholders to
improve outcomes.
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Last year I unveiled our new stakeholder
engagement strategy – a reference point
for our organisation and a demonstration
of the company’s commitment to engage.
Our priority this year has been to embed
it more fully within our business, and to
drive more benefits.
We have introduced a new business
model, which drives responsibility for

stakeholder engagement throughout
the organisation. In addition to our
existing central stakeholder team, I have
appointed new teams in each of our
two Distribution licence areas. These
new appointments help us to ensure our
engagement is planned and delivered
closer to the communities we serve
and better meets the needs of our key
stakeholder groups.
Another major development is the creation
of our new Strategic Stakeholder Panel.
This serves as a regular opportunity for
interested and influential key stakeholders
to engage with myself and my executive
team on key priorities and to challenge
our decision making directly.
The resources and time we have
committed to the panel to make it an
active part of our decision making is
already bearing fruit. Their input has been
valuable in helping us navigate some
tough choices over spending, consequent
to our very challenging ED1 settlement
from Ofgem in our MANWEB area. We
believe we are leading the way amongst
DNOs in involving stakeholders so actively
in these big, strategic calls.

The quality of our approach is also being
validated and recognised externally. DNV
have reviewed our approach to engagement
against the AA1000 standard and I was
pleased to note they observed "significant
evidence of commitment at a senior level
to the strategy". We were also proud to
be nominated for a number of prominent
awards, including ‘Team of the Year’ and
‘Supply Chain Excellence ‘at the Utility
Week Awards and to win ‘Utility of the Year’
at the Smart Metering and Grid Awards.
I am encouraged by the progress we
have made, and convinced that the
mature, strategic approach we are taking
will continue to deliver strong outcomes
for all of our stakeholders.
Frank Mitchell
CEO, SP Energy Networks

“I haven't experienced anything
else like having the CEO there
being open and transparent like
Frank Mitchell is being.”
Quote from the evaluation of
Strategic stakeholder panels

Chester

Members of strategic stakeholder panels

'Networks natter' sessions for vulnerable customers

Independent
stakeholder engagement
opinion (DNV GL)
"This is the third year that DNV GL has
undertaken a review of SPEN’s stakeholder
engagement approach. This year we are
pleased to note that SPEN has continued
to invest significant time in developing
its stakeholder engagement strategy,
as well as continuing efforts to embed
stakeholder engagement throughout
the organisation.
Throughout our review we saw
significant evidence of commitment
at a senior level to the strategy, and
several examples of executive and
senior management participating in a
variety of stakeholder engagements
and events. This was encouraging to
see and was well received by the
stakeholders we interviewed. We
observed that this active involvement
contributed to stakeholder feedback
being considered and acted upon by
the Executive Team.
Overall, we have been pleased to see
continued improvements in SPEN’s
approach to stakeholder engagement.
The strategic stakeholder panels and
Social Obligations Working Group
have been two mechanisms that have
deepened the level of stakeholder
engagement, and have enabled
the company to demonstrate its
responsiveness.

'Power champion' competition for schoolchildren
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The cornerstone of our stakeholder engagement activity is our strategy document. It is owned by
the SPEN Executive Team. The latest revision to the strategy reflects our latest developments, such
as our new business model and strategic stakeholder panel meetings.

Our engagement strategy: Overview

The seven pillars of our strategy
Data

Tools

A single, centrally managed
database of stakeholders –
mapped to categories and
prioritised. Tracking feedback
and action taken in business.

Plan

Feedback

Resources

Governance

Assurance and
Accreditation

Templates for planning and
recording, good practice
examples, communication
tools including e-mail
newsletter system.

Central – built to focus on
material and strategic issues
identified with and by our
stakeholders.

A range of channels to
communicate findings and
track/demonstrate impacts.
Internal and external
accountability through
recurring activities.

Steered by senior
management team, core
central team supporting
delivery by individual teams
Complemented by external
expertise and challenge.

Strategy owned and
advocated by senior
management team – regular
review meetings. Progress
tracked through range of
management information.

IMPROVEMENTS 14/15:

IMPROVEMENTS 14/15:

IMPROVEMENTS 14/15:

IMPROVEMENTS 14/15:

IMPROVEMENTS 14/15:

IMPROVEMENTS 14/15:

IMPROVEMENTS 14/15:

• New Stakeholder
Register created

• Implemented stakeholder
mailer tool – enforces use
of central toolkit by adding
value to outputs.

• New templates for annual
engagement planning
across business depts.

• Internal Group meets more
frequently; action driven to
complete feedback loop.

• New stakeholder
engagement teams in
each licence area.

• External strategic
stakeholder panels added.

• Working toward adoption
of BSI 18477 standard.

• Strategic Stakeholder
Panel review

• Newly appointed
Independent Directors on
SPEN Holding Board covering
England, Wales & Scotland

1
2
3
4
5
6
7
8
9
10
11
12
13

Group 1
National Government
Local Government
Business (I & C)
Housing
Generation
Interest Groups
Delivery Partners
Planning
Social
Future Networks
Academic Institutions
Industry Players
Finance

• Stakeholders re-mapped.

• New templates for senior
managers.
• Increasing use of CBA to
quantify impacts.

How we give practical effect to our strategy
• Use high-profile annual stakeholder survey facilitated by external company
and recurring events to identify and test priorities.

• SPEN Holding Board
Presentation bi-monthly

• Internal Group extended and
meeting more frequently.
• SPEN Holding Board
bi-monthly feedback.

Adopting a new standard

• Use a tracking log to record feedback from engagement activities and
associated actions.

Having fully evaluated four external accreditation schemes,
including Customer First, the Institute of Customer Service
and Customer Service Excellence SPEN decided to adopt
BSI 18477 – Vulnerability Standard.

• Core central team of specialists to support/challenge delivery by teams
– now supported by new stakeholder teams in each licence area, more
senior managers dedicated to stakeholder engagement.

We believe this adoption best suits our organisation's
ambitions and desires in serving our communities
– and our Stakeholders agree.

• Growing range of tools and guides being rolled out for all employees including
new stakeholder mailer tool, adding professionalism to communications.

The standard was developed by consumer
organisations, charities and government bodies to:

External assurance and
accreditation used to
support governance model,
and identify strengths and
weaknesses.

• encourage the use of fair, ethical and inclusive practices
and improveaccessibility to services for all
• show organizations how to identify vulnerable consumers
and how to treat them fairly to help them comply with
the law
• increase consumer confidence in service providers by
helping them to understand what consumers have
aright to expect from them.

Documents
providing evidence
• Strategy paper
• Survey extract
• Engagement plan extract
• Monthly report example
• Tracking log extract
• DNV opinion
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The way we design our engagement is a product of the purpose of the engagement, i.e. the form of
engagement follows on from the function of the engagement. Three discrete layers reflect the aim/
function of the engagement from strategic challenge down to day to day service. The aim/function
layer maps across to our identification of relevant stakeholders, who has responsibility for leading
that engagement in SPEN, and finally, what mechanisms we use to approach that engagement.

Our engagement strategy:
How we design our engagement

Form follows function approach to engagement
Aim / function

To provide external
perspective, challenge and
potential collaboration into
our strategic decisions,
policy and programme
development

Who to engage

Led by

How (and frequency)
Stakeholder Panels x2 (3-4 pa)
Board level interaction

Board
of
Directors

Stakeholder working groups (Task/finish)
As needed, topic/objective driven, may result in
wider engagement
Key stakeholders
- potential partners
Web based
engagement system

- collaborators
- regulators

To inform our
operational decisions,
plan and programme
implementation

(Used as needed)

Wider
stakeholders

Other methods:

- Open days, drop-ins
- Surveys/focus groups

Lead
manager

Local
communities

Team

Example: Strategic
stakeholder panels
established. Working
groups for Connections
and Social Obligations
established as sub-groups,
feeding back into the
Strategic panel to ensure
process being made in line
with overall strategy.

- Workshops, events, meetings

Lead
Director

- expert groups

Examples

Topic / objective

- Media/information giving etc

driven, may be open or

Designed as needed

by invitation only

– topic/objective driven

Example:
Focus groups with
vulnerable customers
and future customers
to understand future
service provision
needs.

Customers

To inform our on-going
service delivery and
standards

Customer on-line community

Example:
Community feedback
incorporated into new
awareness campaign,
refining messaging.
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Our engagement strategy:
Helping our stakeholders stay informed

A key element of our strategy is about keeping our stakeholders well-informed about what we
are doing and how it might be relevant to them. We use a combination of methods - general
and specific – and for various levels of interest, engagement and knowledge. We collect data on
all the channels we use, which helps us develop and refine our approach going forward.

What we do
Events

Social media

• A wide range of general and issue-specific recurring events
to keep our stakeholders informed, from strategic panels to
community drop-in sessions.

• Continued to grow and optimise our social channels. We post or
tweet a new awareness-raising topics every day e.g. investment
updates, job opportunities, approach to Sustainability, partner
messaging.

Publications
• Following a direct suggestion from the Welsh Government at
our Strategic Stakeholder panel, we implemented new severe
weather emails, informing our stakeholders of our preparations
when we reach a Level 2 storm alert.

Publications

Our Strategic stakeholder panel meetings

Severe weather email update to stakeholders

Social media

Email comms

Tweet supporting the Scottish Government’s
‘Ready for Winter’ campaign

Analysis report from stakeholder comms tool

Email communications tool
• Launched a new communications tool which allows us to
manage proactive emails and event responses with stakeholders.
It allows stakeholders to sign themselves up for regular updates,
refresh their contact details and opt in or out of content.

Why we have confidence in what we do
• Level and range of events – 8 strategic panel meetings for key
stakeholders, working groups, monthly customer surgeries in
each licence area (12 pa), geography-specific renewable developer
update forums (North Wales and Mid wales), fortnightly on-line
customer community content.

• Use of analytics tools to understand how successful our electronic
updates are e.g. 494 stakeholders opened recent email regarding
severe weather updates and 9.7% clicked through for further
information. By analysing the most popular links we can optimise
future mailings.

• Level and range of publications – business update papers for
members of our strategic stakeholder panels, customer service
leaflets – available in Welsh, braille and large print.

• Use of feedback data – conducting in-depth interviews with distributed
generation customers and then acting on feedback within business.

• We’ve completely re-designed our external website for stakeholders.
Our new website is responsive for smartphones and tablets
and we’ve used analytics and stats to design a navigation to make
key information easier to find.

Events

• Optimisation of our social media channels, analysis of content
with most reach and engagement has resulted in an increase of
followers and likes based on previous years – building a combined
following of over 4,000 stakeholders and customers across Twitter
and Facebook.

Documents providing evidence
• Severe weather e-bulletin – demonstrates one method of keeping around 1,500 stakeholders informed.
• Social media example – demonstrates how we promote our engagement with following of 4000+ stakeholders.
• Strategic panel business update paper – demonstrates how we keep key interested/influential stakeholders informed.

Independent stakeholder engagement opinion (DNV GL)
"Identifying the most effective methods to engage
with stakeholders is vital to the success of an ongoing
engagement. Several examples were seen across the
business of how methods of engagement were being

tailored to suit the needs of stakeholders. The district
launches in the two distribution licence areas was a
particular example of good practice that we noted
this year."
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Our engagement strategy: Maintaining a broad
and inclusive range of stakeholders
What we do
• Maintain a single, unified register of stakeholder
contacts.
• Establish multiple routes to update data and use
new technology – issue e-bulletins with new tool to
allow stakeholders to update data independently,
where appropriate.
• Regularly review how we categorise and prioritise
– to help identify gaps, and to help target
engagement.

• Take targeted actions to address gaps or weaknesses
– this year focusing on social issues and engagement
with developers of smaller renewables projects –
by increasing our presence at events they attend.

Our strategy would not be complete if there were systematic gaps or "blind spots" in the range
of stakeholders we inform or engage with. Our strategy focuses on maintaining and extending
the scope and depth of our engagement. This is particularly important given the growing range
of network users, and the growing emphasis on social and environmental considerations.

Categories

Prioritisation

Members of our Strategic Stakeholder Panels

Stakeholder prioritisation mapping (extract)

Welsh language

Welsh language

Welsh language tweets

Welsh language billboard from Customer awareness campaign

• We have conducted a full review of our Welsh
language policy, adopting an approach which is
above and beyond requirements.
• We have established our new Strategic stakeholder
panels for key interested and influential stakeholders,
with a broad membership covering a wide range of
organisations and agencies.

Why we have confidence in what we do
• We have completely refreshed our stakeholder
contact data information, re-mapping
stakeholders in each District that we cover and
adding fields to improve the quality of data held.
• Using our new strategic stakeholder panel
meetings to engage with key stakeholder groups
such as Welsh Government, Scottish Government,
National Energy Action and Liverpool City Council,
allowing them to directly influence executive level
decision making.
• Directly asking panel members multiple times to
identify new stakeholders to engage with – either
other key strategic groups, operational contacts
or those who may be interested in one-off topics.
• Using our Social Issues Working Group with Energy
Action Scotland, National Energy Action and

Consumer Futures to tap into wider stakeholder
groups to deliver real community based solutions
which are the best fit for the communities we serve.
• We are successfully identifying and engaging with
new stakeholders, e.g. attending East of Scotland
public communications group, identified through
the process of establishing our stakeholder panels.
• We have made a commitment to help/support
staff to learn Welsh language and to make key
communications available in Welsh and Welsh
braille. Our website is in the process of being
translated to Welsh, with the most popular pages
now online – and all power cut messages posted
on social media relating to Welsh speaking areas
are posted in both Welsh and English.

Independent stakeholder engagement opinion (DNV GL)

Documents providing evidence
• Stakeholder register (extract) –
demonstrates how we manage
contact details.

• Stakeholder categories
– demonstrates the new
combined stakeholder
categories for Transmission
and Distribution.

• Stakeholder prioritisation
(extract) – demonstrates
prioritisation of stakeholders.
• Membership of Strategic
Stakeholder Panels.

"This year SPEN introduced two strategic stakeholder panels covering its
two licence areas. These have convened four times, and have provided a
way to work with stakeholders to identify further material issues. We have
seen that the panels have proved to be an effective mechanism
for engaging with influential stakeholders.
This year SPEN evolved its stakeholder register to include a more comprehensive
number of stakeholders from across the business. We noted that management

of the data in the current tool was starting to become challenging, and it will be
important for SPEN to ensure it has the right platform/technology to maintain
this data going forward. We found that management were aware of the challenge
of including hard to reach stakeholders in their engagement programme, and were
starting to develop approaches for some groups. The data mapping undertaken
by the Social Obligations Working Group was particularly notable. It enabled
the identification of hotspots within both licence areas where SPEN convened
community engagement events reaching vulnerable customers."
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Our engagement strategy:
Enabling timely input from stakeholders

Another key facet to our strategy is designing engagement in a way that allows us to make
maximum use of the insights and findings in the decisions we make. We plan the sequencing
of our engagement carefully with this objective in mind.

What we do
• Plan engagement events to explore stakeholder priorities and to give visibility
of, test and confirm our plans.
• Tailor plans to specific issues in terms of scale, timing and engagement
channels – and work directly with stakeholders and communities to identify
the most appropriate and effective ways of engaging e.g. we asked distributed
generator developers about their communication and engagement preferences
and for their feedback on our revised engagement plans.
• We develop and test before we scale up engagement, such that we can engage
on the basis of a well-developed proposition, e.g. our connections Quote+ and
heat maps initiatives have been extended, in line with engagement.

• We provide an expanding range of routes for stakeholders to provide input e.g.
online customer community fortnightlycontent updates, “have your say” area
of website, on-line consultation surveys, and social media.

Annual Plans

Engagement Cycle

Social Obligations Annual Engagement Plan

Engagement cycle forms basis
of recurring engagement

Annual survey

Social obligations

Annual survey of stakeholders
– results and analysis

Data mapping, created in conjunction
with working group

• We use these engagement channels in the development process, e.g. sharing
our customer awareness campaign plans with our online community at an
early stage.
• We use our our action log to track feedback from stakeholders and to
challenge action within the business as a result.

Why we have confidence in what we do
We have a large and growing number of examples where input from
stakeholders has directly and positively influenced what we do:
• We engaged with our strategic panel in England and Wales on our price
control determination at key decision points.
• Our annual stakeholder survey validates engagement priorities year on year
and helps identify new priorities.
• Our Social Obligations Working Group has informed our strategy and delivery
plans every step of the way, from the data we have used to target our initiatives,
to who we engage with locally, and through to what we are doing.
Also a growing number of examples of designing engagement to enable
timely input:
• We plan our engagement strategically, allowing us to easily identify gaps in
stakeholders involved, methods used, strategic business issues and scheduling

Documents providing evidence
• Engagement plan (extract) – demonstrates recurring engagement.
• Report from Customer Awareness focus group – demonstrating engagement
with customers ahead of campaign.
• Example meeting notes from Social Obligations working group.

to ensure we have the right coverage.
• We have created new comprehensive annual planning templates,
the first of which was piloted and is now in use for Social Obligations.
• We have designed our in-depth interview with DG customers to ensure
they had opportunity to input into our new connections work plans.
• We worked with our Social Issues Working Group to identify criteria for
social mapping and shared each version with group members for
refinement and to help us understand where to best target our initiatives.
• We held a customer focus group in advance of our customer awareness
campaign in order to understand how the materials were interpreted by the
average energy consumer. The group found that some of our messaging was
particularly clear and helpful, so we rolled this out across the entire campaign.

Independent stakeholder engagement opinion (DNV GL)
A coordinated approach to engagement throughout the organisation helps to
ensure that responses are in line with the stakeholder engagement strategy as
well as the range of stakeholder interests and expectations.

responses to stakeholder feedback seemed to be dealt with well on an individual
project basis and that SPEN recognised that consistency in quality of responses
was recognised as an important issue within business units.

As SPEN’s approach to engagement continues to further mature, and a consistent
approach to engagement is better embedded within business as usual, we
anticipate that this issue will receive further attention. This year we noted that

One example of good practice in this area is the consistency and quality of
responses to the strategic stakeholder panels, including following up on issues
in subsequent panels, as mentioned above. This was welcomed by one external
stakeholder in particular during our interviews.
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Our engagement strategy: Using the right mix
of engagement mechanisms
What we do
• A systematic approach to assessing the nature of
engagement – using the engagement spectrum,
based on numbers involved and intensity of
engagement required.
• A toolkit for staff – designed to promote
consistently high quality decisions on how to
design engagement, made readily available
through our intranet and reinforced through
training.

• A centrally-managed process for planning how we
engage, and tracking how we use the feedback
generated through engagement.

We recognise that effective engagement requires the commitment of time and effort from
our stakeholders – and we can help (or hinder) by how we design engagement. We put great
emphasis on tailoring our engagement tools to fit the needs of different stakeholders. We
also explore and adopt new technology to help us do this.

Spectrum
Engagement spectrum for planning engagement

Publications
Feedback report from the Strategic Stakeholder panels

• Expand the range of engagement mechanisms
we use, and review their effectiveness, e.g.
adding new strategic panels this year and
conducting full independent review and
evaluation after meeting 4.

• A centrally-managed process for documenting
and communicating examples of good practice
within the business.

Why we have confidence in what we do
• We have a growing number of successful
examples of using a diverse and tailored set
of engagement mechanisms e.g. market
research on awareness, connecting customer
surgeries, dedicated account managers for
repeat connections, independently facilitated
stakeholder events, small strategic groups
focussed on a specific topic.
• We have positive feedback from stakeholders on
the changes we are making to how we engage,
and more stakeholders are getting involved as
a result.

“This innovative collaboration should help to
ensure that the necessary utility infrastructure is
put in place in a timely fashion to accelerate the
regeneration and growth of Liverpool.”

• Strategic panel evaluation report – demonstrates
how we refine engagement over time.

Toolkit for engagement available on internal website

Ron Odunaiya, Community Services Director,
Liverpool City Council

• Stakeholder Engagement Case Study (example)
– demonstrates how we raise employee
awareness of mechanisms across
engagement spectrum.

Strategic panels
Quote from the evaluation of Strategic stakeholder panels

“I haven't experienced anything else like
having the CEO there being open and
transparent like Frank Mitchell is being.”

• Our toolkit is available to all staff on the intranet ,
the Internal Stakeholder Action Group promote its
use within the business and the Stakeholder Team
guide participants through its use.

Documents providing evidence
• Engagement tool kit (web extract) – demonstrates
what tool kit includes and availability to all
employees.

Toolkit

Independent stakeholder engagement opinion (DNV GL)
The engagement tools were enhanced this year with the addition of
the strategic stakeholder panels. The panels provided SPEN with the
opportunity to demonstrate responsiveness, through, for example,
including agenda items that address feedback and concerns raised at
the previous meeting. The independent review of the effectiveness of

the strategic stakeholder panels was positive to see and we welcome
plans to review and broaden the stakeholders participating.
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Our engagement strategy: Ensuring that
stakeholders have an impact

We engage so that we can make better decisions, and demonstrate accountability to the
communities and stakeholders we serve. A key element of our strategy is to "close the loop", by
making sure that our engagement activity has demonstrable impact on the decisions we make.
And that we review how this happens, and how we can improve it, on an ongoing basis."

What we do
• We plan and deliver high-quality engagement activities and
hold ourselves accountable at a senior level, internally and
through external events and publications.

• We address gaps to ensure that we are inclusive in the range of
stakeholders that have an impact, e.g. through the formation of
our new Connections panels.

• Our Executive Team tracks impacts through the "you said,
we did“ management report and action tracking log.

• Our new strategic panels have ensured that key stakeholders
have the direct opportunity to influence executive level decision
making, with our CEO and several Directors in attendance at
the meetings. At every stage of the process we have involved
stakeholders in forming the approach and evolving the format
of the meetings.

• We reinforce this at a working level through our Internal
Stakeholder Action Group.
• We use recurring engagement in our annual engagement
plans to hold ourselves accountable externally, and use
data to improve the detail provided.

Why we have confidence in what we do
• We have a growing and diverse track record of impacts, for example:
-- Integrated energy planning with Glasgow and Liverpool
city councils
-- 88 formerly unemployed people now in full time
employment as overhead linespeople through College
Recruitment Partnership
-- New social obligations mapping which demonstrates pockets
of vulnerability, fuel poverty, worst served supplies and those
off-gas grid.
• Our new business model introduces dedicated stakeholder
engagement teams in each of our three licence areas – focused
on planning and delivering engagement at a local level. This new
approach brings our business closer to our communities and
customers.

• Investing in new process and systems, e.g. the action tracking
log is in the process of being replaced with a new holistic tool,
which will capture contact data, engagement plans, stakeholder
feedback and business actions in one system.

Strategic panels

Monthly stakeholder report for SPEN Executive team

Example strategic stakeholder panel report

Action log

New structure

Extract of tracking log where we
monitor feedback and actions

New business model for stakeholder engagement

• When evaluating our strategic panels, stakeholders felt very
strongly that the panels were working:
-- “I haven't experienced anything else like having the CEO there
being open and transparent like Frank Mitchell is being.”
-- “It feels open, receptive and communicative – when we
prioritised the issues in the first meeting it was a breath of
fresh air”
-- “It has been really positive to see the changes in the way
SPEN communicates with us and we really welcome that”

Independent stakeholder engagement opinion (DNV GL)

Documents providing evidence
• Monthly report – demonstrates that stakeholder engagement
reviewed at highest level.

• New structure – demonstrates how we are adapting to ensure
local impact

• Internal Stakeholder Action Group (ToR) – demonstrates senior
manager accountability.

• Strategic panel evaluation report – demonstrates key stakeholders
feel our engagement is allowing them to have an impact.

• Tracking log (extract) – demonstrates how we capture feedback
and actions.

Internal Reporting

Last year the cross-functional internal stakeholder action
group (ISAG) was established, initially as a key part of the
governance process. It was recently split into two levels,
comprising a weekly working group meeting of managers
responsible for delivering stakeholder engagement, and
a six weekly oversight meeting with a broader range of
management. Both meetings include management from
both Transmission and Distribution. We observed that this

provided a structure which can review consistency of delivery,
as well as governance of the overall programme. With this
new format in place, agendas and logging of actions should now
be formalised, to enable better tracking and accountability.
We have been particularly impressed with the level of
management commitment to stakeholder engagement from the
CEO and senior management interviewed, evidenced through the
participation of Executive and Senior management in
stakeholder engagement
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We believe that our stakeholder engagement is making a significant positive impact to our business – and
that we have a strong, sustainable and scalable platform to develop this further. Further, we will continue to
make this platform increasingly integral to how we do business. External scrutiny and challenge – through our
strategic stakeholder panel, and through external accreditation and assurance – will help us on this journey.

Looking to the future:
Taking our strategy forward
New business model
• Our new business model ensure we have more senior
management dedicated to stakeholder engagement.
As the new teams are embedded, it will be important to
ensure we plan and track our engagement centrally,
maintaining a holistic view across the entire business.

• Key targets, including ensuring our stakeholders are
experiencing a difference at a local level, providing more
opportunities to engage or influence our business and
ensuring our measurement of engagement is robust.

New standards

New model

BSI 18477 – Vulnerability Standard

Local stakeholder events held in Dumfries and
Aberystwyth with stakeholders to launch our
new District model

• In April 2015 we launched our new model with stakeholders,
starting a series of stakeholder events held in each local area – the
start of our new local approach for the 2015-16 regulatory year.

Strategic stakeholder panel
Through a full independent evaluation of our panel meetings,
we have identified that the panels should increase focus on
regional, local area topics and issues. This positioning, along
with a meaningful connection into the Board of Directors,
creates a real opportunity for a step change in the quality, quantity
and consistency of stakeholder engagement carried out by SPEN.

• Be more proactive in bringing issues/dilemmas to the panels

A number of specific recommendations were identified,
including:

• Consider complementary meetings, workshops etc to appeal
to particular communities of interest or geography

• Continue to ensure opportunities for the panels to
exert influence
• Foster dialogue and collaboration with openness
and transparency

• Use all opportunities to feedback progress on actions and
discussions
• Increase membership, as well as diversity, whilst maintaining
seniority

• Continue to provide independent facilitation & reporting
• Cover both local and national strategic issues
• Increase panel membership to 20-25
• Aim for a meeting frequency of 3 per annum

• Maintain high level management commitment

A new accreditation standard
In 2015-16 SPEN will adopt BSI 18477 – Vulnerability Standard.
• We believe this adoption best suits our organisation's ambitions and
desires in serving our communities – and our Stakeholders agree.
• The BSI standard is unique. It addressed all our requirements
in relation to vulnerability and offering a fully inclusive service.
With more criteria focused on vulnerability than any of the other
three standards and guidance that seeks measurable timescales
and deliverables, the BS Standard was the clear strategic choice
for SPEN.

• We will work towards achieving BSI 18477, which will ensure our
strategy is comprehensive and is being delivered through our
day-to-day operations in a consistent and robust way.
• We are currently undergoing an internal assessment against the
BSI criteria and plan to address any gaps with a view to having an
external assessment towards the end of the year.

Evaluation
We are working closely with a key stakeholder from our
strategic stakeholder panel to develop a Social Return
on Investment calculator which could be used to show
the social benefit of all our stakeholder initiatives.
We quickly realised through discussions at our England
and Wales panel that one of our stakeholders had
developed a tool for housing which could be of benefit
to us going forward. We are currently working with
them, as well as engaging with other stakeholders
recommended by our Social Obligations Working
Group, to build the best possible model to fit our needs
and allow us to show the real benefit of our initiatives
going forward.
Other members of the panel have highlighted their
desire for involvement to either assist with our learning
or adopt this approach for their organisation.

Independent stakeholder engagement opinion (DNV GL)
From our work, we saw the stakeholder engagement
programme was aligned well with the new business
structure, implemented at the end of 2014. The senior
management we interviewed had confidence that the
new business structure was well designed and would
enhance stakeholder engagement activities. The new

structure was introduced to a range of stakeholders in
the communities served across the two distribution
licence areas through a series of district launches.
Going forward, there is an opportunity to build on these
launches, through ongoing engagement, which SPEN
has committed to do.
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