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Introduction
Our thinking, methodology, and findings
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 What drove our thinking

Business objectives: Move towards an always-on, self-service customer service model to:

1. Improve customer experience

2. Reduce operational costs 

The customer survey and interviews validate our assumptions from the previous site and 
competitor research and findings from the customer service centre. 

The task-led customer research helps us to: 

1. Establish required tasks for online self-service

2. Gain a deeper understanding of customer needs when completing tasks 
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Methodology

Top tasks survey

This survey ranked 41 possible tasks according 
to customer responses based on what was 

most relevant to them

 Research-driven segmentation

The results of the survey segmented the customer base 
by allowing them to tell us exactly what they want rather 

than us assuming top-level needsQUANTITATIVE 
RESEARCH

QUALITATIVE 
RESEARCH

total survey respondents

117
total combined data points

521
interviews conducted

14

Customer interviews

Building off the quantitative survey, we mapped the 
customer contacts onto the ranked list of tasks, and 

conducted customer interviews

Ensuring breadth and depth

Mapping customers onto tasks ensured that in-depth 
interviews reached a broad spectrum view of customer 

requirements and experiences

 What we did  Why we did it  



© Radley Yeldar Ltd 05© Radley Yeldar Ltd 05

Quantitative research
Ranking tasks by customer need 
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Initial analysis

Key finding:

Billing, water usage, incidents and moving home are the four 
main reasons customers are coming to your site

1
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Results of the top task survey
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Why are customers coming to your site?

Why we did this: Top tasks show the specific tasks customers need most, but navigation is still topical 

What we found: After adjusting for the number of tasks available by topic, we found that usage, billing, moving 
home, and incidents rise to the top of customer needs  

What this means: This validates the structure of the navigation. Top topics should be front 
and centre on the site, and top tasks front and centre under each topic 
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Customer behaviours
2

Key finding:

Most people are coming to check on items of interest rather than 
simply submitting a form or browsing articles 
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Understanding customer tasks and behaviours

To better understand the customer journey and behaviour from a task league 
table we categorised the tasks into behavioural modes. 

Tasks by behaviour

Breaking down the tasks by ‘mode’ tells us how long they intend to spend on self-service, and how 
interested they are in that information or task.

The three modes:

DoCheck Learn

The customer comes to find 
a task, usually mandatory, 

and often uses a submission 
form. Once a 'do' task is 

done, it's done. 

The customer already has a 
vested interest in their task, like 
their water usage or a reported 
leak. They come for relevant 
and up-to-date information.

The customer is coming 
for general information. 

They expect concise, quality 
content. 

See next slide for details



© Radley Yeldar Ltd 11

Overview of task ‘modes’

41 tasks 
identified 

on site

‘Check’ x 8
• Check my water usage
• Check my bill
• Check the update to my issue.

‘Do’ x 25
• Pay my bill
• Enter my meter reading
• Report and issue

‘Learn’ x 8
• How to save water
• What Affinity do in my community

Examples of tasks in each modeMode
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Top tasks survey results by task mode
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Though there are 
only eight associated 
checking tasks, 
six of them ended 
up in the top ten. 
The large majority of 
‘do’ tasks ended up in 
the long tail.
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Learn
19.5%

Do
61%

Check
19.5%

Learn
14.0%

Do
42.9%

Check
43.1%

Breakdown of tasks your  
site offers

Tasks your customers  
are trying to achieve

What this means

Checkers are being neglected, with few 
available tasks.

Checking also implies that these customers 
are returning regularly to the site, rather than 
visiting twice a year to pay a bill, for example. 

 

 Why this matters 

By frequency, checkers make up the bulk 
of the customers Affinity will interact with. 

Providing them with an outstanding, relevant 
and personalised experience for the tasks 

they prioritise is crucial.
The current site expects that the majority 
of customers are trying to do something, 

to start a task and complete it.

Check and Do tasks showed equal need and 
interest, but the current site does not reflect 

this proportion. (See next page for full details.)

Look after your ‘checkers’



Qualitative research
Listening to the customer
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Following the quantitative analysis, we then interviewed 
customers from across the top tasks and long tail.* 

See the next slides for what they said... 

*See Customer Mapping page in Survey 
Analysis workbook for customer interview 
spread across tasks.
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Best practice

Key finding:

E-commerce websites and banking apps make customers 
feel most understood and at ease 

3
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Learning from Amazon and Santander

Caroline, 40, likes and frequents 
shopping sites like Amazon, Ebay, 
and Waitrose because it is “basic, 

simple – a little old lady could use it 
without problem.”

Joe Simmons-Salandy, 32, says 
the Affinity Water mobile site 

should be more like banking apps: 
everything all on one page, and the 
contact page “actually has a bloody 

phone number.”

Elain Fairfax, 51, is an IT professional 
and identified the Santander 

banking app as especially easy to 
use because she is able to have 
payees visible across both her 

and her husband’s accounts so 
she can transfer money without 

switching accounts.

Key learning: 

Joined up whenever possible

Key learning: 

Knows what you’re there for

Key learning: 

Intuitive for everyone

What Affinity could do: 
Streamlined navigation and easy 
onboarding for new customers

What Affinity could do: 
Contact page directs customer to a 
live chat as well as a phone number

What Affinity could do:  
Personal and rental properties 

all managed on one 
account dashboard
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Customer expectations

Key finding:

Above all, customers want you to be responsive, on time, and 
manage their expectations 

4
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Responsive, on time, and manage expectations

Trevor, 63, on a delayed email reply: 
“If you’re not going to respond 

immediately then you should send 
an automatic response telling me 
that you’ve received it and when I 

should expect a reply.”

John, 70, on incident updates: 
“There were misleading indications 
about when [the page was] going 

to update. I’d rather they say 
‘update at 7’ if it’s going to take 

them until 7.”

Lesley, 50, went onto the site 
to report a water leak. “Three 
neighbours have phoned, but 

there was nothing up on the site.... 
The village pond is filling up.”

Key learning: 

Acknowledge receipt and 
manage expectations

Key learning: 

Keep to your timelines, even if it 
means slowing down

Key learning: 

Responsive across all channels

What Affinity could do: 
Send email confirmations with 

links to updates when customers 
report leaks

What Affinity could do: 
Scheduled updates that engineers 
and on-site workers can adjust in 

real time

What Affinity could do: 
Twitter representatives record social 

media incident reports on the website 
and follow up to customers with site link
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Customer pain points

Key finding:

Your people are great; your processes are disjointed and frustrating

5
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Disjointed, frustrating processes

Peter Craven, 68, said that there 
wasn’t a way to download bills 
directly so he has to capture a 

screenshot of the bill and save the 
confirmation email for his records.

Key learning: 

Tasks should be begun and 
completed in one place

What Affinity could do: 
Make download bill options available 

and send them a copy in the 
email confirmation

Mehreen, 26, likes that the site saves 
her details when paying bills, but 

complained, “Why do I have to fill in my 
customer reference number when I’ve 

already logged in?”

Key learning: 

Personalised experiences past login

What Affinity could do: 
Shows relevant incident news 

based on existing customers’ saved 
location details

Trevor, 63, in trying to fix his kitchen 
leak, called, emailed, and spoke to 

representatives on the live web chat, who 
were all ‘lovely’, but was astonished when 
they couldn’t link up to each other: “the 

person I was talking to on the chat service 
said they didn’t have a phone!”

Key learning: 

Take the customer as close to the 
finish line as possible

What Affinity could do: 
Customer query log available on both 

front and back end
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Bringing it all together

Making good customer experience work for you
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A summary of what we found
Themes, trends, and insights

Quantitative research
Results from the top tasks 
survey

Qualitative research
What your customers 
told us

1

2

3

4

5

Initial analysis: Billing, water usage, incidents and moving home are 
the four main reasons customers are coming to your site

Page 6

Customer behaviours: Most customers are coming to check on items 
of interest rather than simply submitting a form or browsing articles 

Page 9

Best practice: E-commerce and banking websites make customers 
feel most understood and at ease, so we should look to these for inspiration

Page 16

Customer expectations: Above all, customers want you to be responsive, 
on time, and manage their expectations  

Page 18

Pain points: Your representatives are great; your processes are disjointed 
and frustrating

Page 20
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Bringing it all together
What this means for the proof of concept

Good customer experience feels personal but the research shows 
there are distinct patterns of customer needs. 

What they want is consistent:

Understanding the customer tasks and needs means we can create a high 
quality general experience, clearly identify where personalisation will 
have the most impact so we can give your customers an experience that  

feels bespoke while reducing your cost to serve.

Most people are 
coming to check on 

items of interest

Be responsive, 
on time, and manage 

expectations 

Provide a consistent 
and coherent 

customer journey 
across channels

Provide an intuitive, 
transparent, and 

joined-up experience
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Thank you.
We hope you have enjoyed your read.  

Please give us a call if you want to know more.

Dominic Moore 
Digital Delivery Director 

d.moore@ry.com 
020 7033 0700


