
Discovery Sprint 1:
Defining requirements  

and quick wins
A presentation to Affinity Water by Radley Yeldar 



© Radley Yeldar Ltd

Agenda for today

2

1

3

Understanding the user journey

Objectives and methodology

What’s next?

2



© Radley Yeldar Ltd

Recap of project objectives
 Deliver a proof of concept that supports Affinity’s wider customer service objectives.
– Move to an always-on self-service model 
– Improve customer satisfaction levels 
– Reduce operational costs while still meeting customer needs and expectations

Recap of the bigger picture
– Improve customer satisfaction (call services & SIM/Ofwat rating) 
 – Select and integrate technology to enable seamless customer journeys and insight gathering
– Deliver relevant content to customers at the right time
– Prove return on investment with all customer service improvements – financial and operational
– Connect customers with the Affinity Water brand 
– Increase consistency between online and offline communications
– Demonstrate value to shareholders
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Activities carried out in Sprint 1
Brief overview of tasks and methodology

Competitor audit 
 
What we did
Benchmarked these competitors: 

– Thames Water 
– Bristol Water 
– Severn Trent 
– Wessex Water 
– Anglian Water

Site audit  
 
What we did 
Audited the site, focusing on: 

– Existing and potential site functionality 
– Assets 
– Content quality 
– Tone of voice 
– Site structure
With an emphasis on the residential 
customer experience.

Social media audit 
 
What we did
Looked through your Twitter feed to 
understand common reasons for contact.

We segmented the tweets by intention and 
topic. See the slide 6 for results.

Best practice research 
 
What we did
We surveyed selected online self-service 
leaders in other industries:

– Geico, insurance (US) 
– Transport for London, transport (UK) 
– EE, telecommunications (UK)
– American Express, financial services (US)
– Telstra, telecommunications (AUS)
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Why we did it  
The site audit ensures: 
–  Future content recommendations align 

with business and user needs 
–  User journeys are streamlined by  

reducing content repetition and  
redundancy 

–  Allows a view of the content across the 
full site - so we can signpost users more 
effectively to a self-service experience in 
the future. 
See Appendix 4 and PDF for full audit

How we did it  
We scored them on the relevant criteria from 
our 2016 Digital Maturity research: 17 factors 
across these three segments: 

– Online content and social media 
– Online experience 
– Mobile experience

These are all key touchpoints for customer 
self-service, and we ranked you against your 
competitors in each segment. 

See Appendix 1 for full scores

Why we did it  
We wanted to be inspired by companies who 
go above and beyond to make online and 
offline self-service as seamless as possible 
for users.  

Why we did it  
The social media audit helps identify where 
gaps are in self- and customer service. 
On Twitter are the voices of people who:

 –  Are not interested in helping themselves via 
self-serve

–  Have tried to self-serve, but 
were unsuccessful

These areas are where we can focus our 
improvement of the self-service journey. 
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Competitor audit
Summary overview

Rank Content score Experience score Overall score

1 Severn Trent (37) Bristol Water (55) Bristol Water (44)

2 Anglian Water (35) Anglian Water (48) Anglian Water (42)

3 Bristol Water (33) Affinity Water (45) Severn Trent (35)

4 Thames Water (30) Wessex Water (43) Thames Water (35)

5 Affinity Water (24) Thames Water (40) Affinity Water (34)

6 Wessex Water (22) Severn Trent (34) Wessex Water (32)
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See Appendix 1 for full detail

Sites are not mobile optimised. Current mobile versions 
that do exist downgrade the experience

Website speed is significantly below par, all except Wes-
sex Water and Anglian Water’s analytic scores were  
below 60%   

Although basic self-service functions, content topics and 
user journeys are similar, the amount of supporting  
content varies, from lean (Bristol Water) to crowded 
(Severn Trent)

All make use of interactive elements (like area maps), 
but rarely to their full potential

Online Live Chat and even Chatbots are common  
practice to varying levels of sophistication

Some trends we noticed in your sector:
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What’s next?Twitter audit
@affinitywater mentions - Sept. 2016

Supply  
interruptions

Infrastructure 
& roadworks

Customer  
service Other tasks

Complaints 7 20 21 1

Reporting a 
problem 7 24 2 --

Queries 26 4 1 5

Thanks 4 4 6 3

Suggestions 1 2 3 --

What these tweets mean for self-service:

The majority of tweets to your Twitter account are 
queries about supply interruptions and complaints/
reports about broken infrastructure/roadwork. 

Although both these services already exist on the site for 
self-service, the tweets show that either: 

  1.  The services are difficult to discover or complete

  2. People are not trying to discover them

This deck has been organised to help you understand 
where these obstacles occur in the user journey, and 
how to combat them. 
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What’s next?Site audit and recommendations*
Summary overview

Having reviewed your site, we identified patterns, 
some of which help and some of which hinder the 
customer journey toward self service:

1. ‘My Account’ has 99,832 unique views. This is the 
highest accessed page on the site. To improve the 
customer experience we will need to focus on the 
experience leading up to and beyond login.  
(See Appendix 4 – Sitemap – location: 8.0)

2. Online forms  
Form design is not mobile-optimised. Some take a long 
time to fill out, and analytics show low user stats, as they 
are often difficult to find within the site. users.

Recommendation 
– Consolidate and eliminate unecessary detail
– Define clear user needs 
–  Provide a select few form options which can all be easily 

located by users.
– Place higher up in site hierarchy, for better findability

See Appendix 3 for more detailed information

3. Cleaning up the navigation  
There is a disconnect between the various navigation menu 
items used on the site and the actual sitemap. Left hand 
nav is used to cross-link between sections, disorienting 
users.

Recommendation 
–  Reduce nav to 2/3 levels of navigation (currently uses 7)

4. Clearer content organisation 
As we define the navigation, content will need to be 
consolidated, edited, and rewritten. 

Content on the site falls into two major areas: 
–  Forms/tools and checks for users to interact with  

(marked in blue on sitemap)
–   Informational content: FAQs, How to’s etc. 

(marked in magenta on the sitemap) 

Recommendation
–  Content should be arranged according to how important it 

is based on urgency and content use/requirement. 

Example content hierarchy:

A. High eg: ‘What if I have no water’  
(Sitemap ref. 4.4.3) 
B. Medium eg: ‘How to check if I have a leak’  
(Sitemap ref. 3.8)
C. Low eg: ‘Preventing future water problems’  
(Sitemap ref. 3.2) 
 
5.  Integrate education, safety and community 

content throughout
Current content of this nature is highly valuable but hard to 
discover, lacks mobile optimisation and is disconnected (eg: 
‘How to’ videos sit separately from Content pages). 

 
Refer to the attached document to view the detail and 
page-specific information/recommendations.

* These recommendations will need to be verified against all research carried 
out in the following two sprints, and will inform the new sitemap suggestions. 
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Key stages of the 
typical customer 
journey
At any of these stages, you have an 
opportunity to impress or lose your 
audience in their self-service journey.

1. Offsite

2. Homepage

3. Navigation

4. Top tasks

4a. Logged in user 4b. Browsing user

5. Contact pageSelf-serve task 
completed

Call centre
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What’s next?
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Stage 1: Driving traffic to the online self-service

Use your social media, campaign sites, and direct mail to drive customers toward online self-service.

• Consider the journey offline - use direct mail material to feature 
the website as a first point of contact for specific tasks. 

• “On-hold” phone messages could direct traffic to the site in 
certain circumstances.

• EE and Sky do this well to drive self-service of basic tasks, e.g. 
pay bill and change address.

Geico’s video and TV campaigns have 
corresponding websites that link to online 
forms to calculate insurance quotes.

Bristol Water and Telstra advertise their online 
tools to Twitter followers
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Stage 2: Landing on the site (Homepage)
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• Major disconnect between left hand navigation items/menu items and actual sitemap. 
Left hand nav is used to cross-link between sections, disorienting users (see Appendix 
2 for full detail)

• Tidy up navigation system (reduce to 2/3 levels of navigation, currently site uses 7)

• Remove the “Primary footer” with About your bill/I’m moving/Emergencies/My water 
panels - this is adding to the confusion. 
A clearer sitemap structure will be recommended

3.1 Approved 
plumbers

3.2 Report a leak

3. Customer alerts

3.3 What happens 
when I report a leak?

3.4 Water problems 
at home

3.5 What if I have 
no water?

Current NAVIGATION ON SITE 
for user access: Current SITEMAP structure:

3.1 Water problems at 
home

3.2 Preventing future 
water problems

3. Customer alerts

3.1.2 If a pipe bursts

3.1.1 Home 
emergency solutions

3.4 Barnet water 
main failure

3.3 Approved 
plumbers

3.5 What happens 
when I report a leak?

3.6 Report faulty 
covers, signposts etc.

3.7 What if I have no 
water?

3.8 How to check if I 
have a leak?

Missing in sitemap
Accessibility issues

Users can only 
currently access 
this through the 
'quick links' panel

Location different on site:

Currently sits in:
Home > 
My water supply > 
How to video guides > 
How to Guide - Preventing future problems

Users can only currently access this through the 'quick links' panel
These have incredibly low click-through numbers for the past year (less than 0.1%),
as no clicks are recorded on Google Analytics.

3.3.1 Preventing 
future water problems

3.3.2 If a pipe bursts

3.3.3 Home 
emergency solutions

3.3.4 How to check if 
you have a leak?

3.6 Barnet water 
main failure

Hierarchy is confused

Recommendations & to do list:
- Redefine content bundles (keep, update, archive/discard), and determine an updated content hierarchy
- Update sitemap to reflect new content and sitemap hierarchies based on user and stakeholder needs
- We will use this to inform content hierarchies for the wire-framing of the templates)

Focus example: "Customer Alerts" section of site

A simple, streamlined homepage with clear calls to action makes the user journey seem easy from the start. 

Too many options on the first page, combined with unappealing or inconsistent imagery 
can turn customers off from the online experience entirely.

with Wessex Water and Affinity Water

Compare: Transport for London and Bristol Water
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Stage 3: Finding your way (Navigation)
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3.1 Approved 
plumbers

3.2 Report a leak

3. Customer alerts

3.3 What happens 
when I report a leak?

3.4 Water problems 
at home

3.5 What if I have 
no water?

Current NAVIGATION ON SITE 
for user access: Current SITEMAP structure:

3.1 Water problems at 
home

3.2 Preventing future 
water problems

3. Customer alerts

3.1.2 If a pipe bursts

3.1.1 Home 
emergency solutions

3.4 Barnet water 
main failure

3.3 Approved 
plumbers

3.5 What happens 
when I report a leak?

3.6 Report faulty 
covers, signposts etc.

3.7 What if I have no 
water?

3.8 How to check if I 
have a leak?

Missing in sitemap
Accessibility issues

Users can only 
currently access 
this through the 
'quick links' panel

Location different on site:

Currently sits in:
Home > 
My water supply > 
How to video guides > 
How to Guide - Preventing future problems

Users can only currently access this through the 'quick links' panel
These have incredibly low click-through numbers for the past year (less than 0.1%),
as no clicks are recorded on Google Analytics.

3.3.1 Preventing 
future water problems

3.3.2 If a pipe bursts

3.3.3 Home 
emergency solutions

3.3.4 How to check if 
you have a leak?

3.6 Barnet water 
main failure

Hierarchy is confused

Recommendations & to do list:
- Redefine content bundles (keep, update, archive/discard), and determine an updated content hierarchy
- Update sitemap to reflect new content and sitemap hierarchies based on user and stakeholder needs
- We will use this to inform content hierarchies for the wire-framing of the templates)

Focus example: "Customer Alerts" section of site

• Currently, the navigation does not reflect the sitemap. 
This inconsistency presents accessibility issues for users who 
navigate the site from the sitemap (eg: visually impaired 
users who use the screen reader)

• Some content is hidden as the secondary level nav 
does not reflect site sections (eg: “Low income tariff - 
7.3.3” has considerable page views (860), but the only way 
users can access it is through the landing page 7.3)

Instead have:

•  A single, consistent menu 
throughout the site, rather than 
multiple, disparate ones

•  Submenus that are specific to 
their topic, with no redundancies  
(see Thames Water, below). 

•  Tasks clearly presented on the 
appropriate landing pages (see  
Telstra, left).

Your navigation toolbar is for navigation, not for signposting every bit of content on the site. 
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Stage 4: Top tasks 
Top tasks & audience needs: 

This task is supported by 
content which is located on 
both sides of the website (pre 
log-in and post-log in)

This task is supported by con-
tent which is located on both 
sides of the website (pre log-in 
and post-log in)

This task is supported by con-
tent which is located on both 
sides of the website (pre log-in 
and post-log in)

Home, moving & rental 
enquries 
(Home/tenancy)

Insight:
The Moving Home page 
currently has a drop-off 
rate of 20.6% – 1 out of 
every 5 customers give up 
at this stage. This is likely 
because the links to self-
service are hidden within 
blocks of redundant text, first 
segmenting your customers, 
then providing them with 
the same form. Users are 
looking for quick instructions, 
which are actually located 
in the My Account area (in 
a four step, simple to follow 
journey).

Accounts &  
financial support 
(Payment, billing, support)

 
Insight:
Looking at the site-audit we 
can see certain forms have 
very high views and are 
sought after, where other 
forms are lost (potentially 
due to poor signposting). 

We will audit all the forms 
on the site, and match them 
to real user needs (from user 
interviews and call centre 
infromation) - simplifying 
and removing unecessary 
forms where possible. Please 
see Appendix 3 for more 
detail.

Metering  
related enquiries 
(Readings, applications)

Insight:
The instructions on the 
Meter Reading landing page 
is unclear. It first provides 
text options to submit the 
reading, online by logging 
into the account, by SMS, 
and by voicemail, but then 
follows with a form to 
fill out. We recommend 
step-by-step directions 
and distinct user journeys 
rather than passages to 
read through, with call to 
action buttons for the online 
options: either log in or 
submit an open form. 

Support and  
emergency services 

(Infrastructure and roadworks, 
supply interruptions, reporting 
faults and leaks, pressure and 
crisis comm to public)

Insight: 
Currently, content is 
scattered throughout the 
site, and some highly viewed 
content is buried (eg: Low 
water pressure - 4.4.1 has 
3,872 unique views). We 
would recommend an area 
of the site dedicated to 
“high-priority” information for 
users, which will be updated 
regularly and demonstrate 
recency.

Education, safety and 
community
(Education, Watersure, Safe-
guard etc) 

Insight: 
Currently, these sections are 
underperforming in terms of 
user views:
–  9.0 Environment and 

education (32 views)
– 10. Community (74) 
– 10.1 Charities (27) 
–  Water saving 

programme (286) 

This information is often 
valuable and useful, both 
from a user and a business 
perspective. We recommend 
rewriting content and 
integrating educational/
community information site 
wide, along with section cross-
links and clear signposting in 
nav. 

As yet unknown,
to be further defined
during research in 
Sprint 2 and 3

Insight: 
The page “Check hardness 
for a dishwasher” has 1,986 
unique page views, yet it’s 
difficult to find on the site 
due to navigation etc. (Page 
4.3.7 on Sitemap). 

This indicates your 
customers are actively 
seeking this content: 
we need to define other 
such ‘high traffic’ content 
during the next two sprints 
of research.
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Top tasks example A: Support and emergency services 
Example of a user interaction before logging into customer platform
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We need to make it easier for people who  
require extra assistance or immediate support 
to find relevant information:
• Content currently available through 

“Emergencies” panel which has low  
click-through rates and is in a tertiary navigation 
panel (not priority).

• “Extra assistance” section is hidden from the 
main navigation - the individual pages are 
spread out throughout the site but there is no 
one point of entry.

• Helpful pages like “3.1.2 If a pipe bursts” have 
very low user views. 

Define the urgency levels of content, adjust  
tone of voice and naming of links  
We should elevate ‘critical support’ content so 
it’s easier to find for users who are in distress and 
have issues they need to resolve quickly. Tone of 
voice and link titles will be looked at to increase 
user engagement. 
•  Customers need support, not responsibilities 

Note difference in page views between: “44.1 
Low water pressure”; 4.4.5 “Our responsibilities” 
and 4.4.8 “Your responsibilities” (refer to sitemap)

• Titles like “4.5.3 Doing our bit” do not give  
users any indication of what content they will 
see when they click on the link.

Supply interruption queries are the most common on Twitter
People have, cannot find, or do not trust your on-site map for updates.
Take a leaf out of EE: pull crisis conversations onto your own web estate.

Affinity’s ‘current works’ map 
is hardly updated and not 
useful to customers. 

Thames Water’s map pins tell  
the customer that the leak has 
been made a priority and 
manages expectations.
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Top tasks example B: Moving or renting enquiries 
Example of a user interaction after logging in to customer platform
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All forms are blockers in the customer journey
 Users use a form-led process before and after they have 
logged into the “My account” portal - which has the highest 
use stats of the entire website (99,832 unique views).

Two potential user journeys have been identified:  
1. A first time user
2.  Returning user, who has already registered and needs to 

carry out a task.  
These will be investigated further during Sprint 2 and 3.

Opportunity on keeping users up-to-date:
Keep users updated on progress through integrated comms.

Content on 3.6 What Happens if I report a leak - this is the 
kind of process information that’s useful, but could be used to 
promote a ‘real time text service’ - or some sort of automated 
progress tracker. Eg: Thames Water utilise a text service to let 
you know if a payment has been taken from your account 
via direct debit.

‘Not logged in’ users also access these forms and the 
drop off rate is quite high in some places eg: Annotated 
billing forms will need a mobile-first approach. 

These are all highlighted in blue on the site-audit.  

Very low use stats on some forms: as these are often difficult 
to find within the sitemap & navigation. Need to consolidate 
all the different types of forms, define clear user needs and 
edit them down to a few simple options which can all be 
easily located (higher up in site tree, not buried deep)
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Stage 5: Contact page 
Example of a user interaction after logging in to customer platform
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American Express’ contact page takes the user as close to the finish line as 
possible – this builds customer trust.

Customers who have arrived at the contact page have given 
up on the online experience. 

• Do not force-feed your audience with repeated task options 

•  Be open with your contact details, but supplement them with 
FAQs to encourage further self-service

Contact us is a high  
traffic area  - with 20,987 
unique page views in the 
past year.

Distinguishing which tasks 
should be supported by 
online and offline (phone) 
information will help us in 
defining the content 
hierarchy and clarifying the 
design of this page.
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What’s next?
Defining audiences and top tasks:
We will be defining your key audiences and their top task in full during the ac-
tivities in these Sprint phases:

Sprint 2
• Customer research session
•  Contextual call-centre observation
• Stakeholder interviews

Sprint 3
• User interviews
• Persona and experience mapping

As these are defined, we will map further user journeys and top-tasks for the 

full customer experience online. 
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What’s next?

16



© Radley Yeldar Ltd

Appendices



© Radley Yeldar Ltd

Appendix 1 
Competitor audit and breakdown of benchmark scores
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Design

Promotion

Findability

Managed

Relevant

Quality

Architecture
Action

Thames Water
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Feedback

Functionality

Navigation

Readability

Performance

Interactions

Context

Goal Consistency

Design

Promotion

Findability

Managed

Relevant

Quality

Architecture
Action

Bristol Water

1

2

3

4

5

6

7

8

Feedback

Functionality

Navigation

Readability

Performance

Interactions

Context

Goal Consistency

Design

Promotion

Findability

Managed

Relevant

Quality

Architecture
Action

Severn Trent
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Appendix 1
Competitor audit and breakdown of benchmark scores 
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Wessex Water
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Anglian Water
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Appendix 2
Example of disconnect between sitemap navigation items and ‘visible’ navigation on the site 

3.1 Approved 
plumbers

3.2 Report a leak

3. Customer alerts

3.3 What happens 
when I report a leak?

3.4 Water problems 
at home

3.5 What if I have 
no water?

Current NAVIGATION ON SITE 
for user access: Current SITEMAP structure:

3.1 Water problems at 
home

3.2 Preventing future 
water problems

3. Customer alerts

3.1.2 If a pipe bursts

3.1.1 Home 
emergency solutions

3.4 Barnet water 
main failure

3.3 Approved 
plumbers

3.5 What happens 
when I report a leak?

3.6 Report faulty 
covers, signposts etc.

3.7 What if I have no 
water?

3.8 How to check if I 
have a leak?

Missing in sitemap
Accessibility issues

Users can only 
currently access 
this through the 
'quick links' panel

Location different on site:

Currently sits in:
Home > 
My water supply > 
How to video guides > 
How to Guide - Preventing future problems

Users can only currently access this through the 'quick links' panel
These have incredibly low click-through numbers for the past year (less than 0.1%),
as no clicks are recorded on Google Analytics.

3.3.1 Preventing 
future water problems

3.3.2 If a pipe bursts

3.3.3 Home 
emergency solutions

3.3.4 How to check if 
you have a leak?

3.6 Barnet water 
main failure

Hierarchy is confused

Recommendations & to do list:
- Redefine content bundles (keep, update, archive/discard), and determine an updated content hierarchy
- Update sitemap to reflect new content and sitemap hierarchies based on user and stakeholder needs
- We will use this to inform content hierarchies for the wire-framing of the templates)

Focus example: "Customer Alerts" section of site
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Appendix 3
Top 10: Content and forms/tools
On the sitemap, this key displays the two different kinds of content your users are primarily interested in - as mentioned in Point 4 on the Site Audit Summary Overview (Page 6)
We have pulled out the top 10 of each group here. 

Questions/Support content: 
RY to review, consolidate and place into 
an improved hierarchy - depending on 
level of urgency to users and business

Checking tools or forms: 
RY to review, consolidate and place into 
an improved hierarchy - depending on 
level of urgency to users and business 

Google Analytics

Unique views of page period 
28 Sept 2015 - 28 Sept 2016

VERY HIGH (>5000)
HIGH (>1000)

MEDIUM 
LOW (<100)

EXTERNAL SITE

1.4 Change your details 2,483

4.3.7 Check hardness for a dishwasher 
1,986

5.1 Apply for a water meter 1,918

5.8 Submit you Meter Reading 1,499

5.10 Apply for a water meter 
(Central Region) 1,322

8. My Account 99,832

7.3.3 Low income tariff 860

1.1.5 Payment plan 585

1.3 Request a copy bill 439

3.6 Report faulty covers, signposts etc. 
275

Checking tools or forms: 
RY to review, consolidate and place into an 
improved hierarchy - depending on level of 

urgency to users and business 

Questions/Support content: 
RY to review, consolidate and place into 
an improved hierarchy - depending on 
level of urgency to users and business

Home, moving & rental enquries
(Home/tenancy)

Accounts & financial support
(Payment, billing, support)

Metering 
related enquiries

(Readings, applications)

Accounts & financial support
(Payment, billing, support)

Support and emergency services
(Reporting faults, leaks, pressure and crisis comm to public)

1.9 Metered bills (FAQs) 1,484

1.11 Non Metered bills (FAQs) 1,324

3.1 Water problems at home
2,393

3.7 What if I have no water? 789

4.4.3 What if I have no water? 833

4.5.4 How much water do you use? 634

7.3 I am on a low income 508

4.3.1 Advice on drinking water quality 443

1.5 My bill explained* 475

1.7 Bill explained  371

Accounts & financial support
(Payment, billing, support)

Support and emergency services
(Reporting faults, leaks, pressure and 

crisis comm to public)

Metering 
related enquiries

(Readings, applications)

Support and emergency services
(Reporting faults, leaks, pressure and 

crisis comm to public)

Education, safety and community
(Education, Watersure, Safeguard etc) 21
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Appendix 4
Full site audit with Unique Page views on a page by page basis

11.4.1 WaterAid 21

11.4.2 Water butts 227

9.2.1 Snapshots 17

Home
14,035

1. About your bill
4,602

1.1 Paying your bill
8,204

1.1.1 Pay online 
(Payment portal)

1.1.2 Direct Debit 
(MyAccount Login) 6,448

Payment screen 1

Payment screen 2

1.1.3 Struggling to pay your 
bill? 1,503

Questions/Support content: 
RY to review, consolidate and place into 
an improved hierarchy - depending on 
level of urgency to users and business

Checking tools or forms: 
RY to review, consolidate and place into 
an improved hierarchy - depending on 
level of urgency to users and business 

1.1.4 Payment card 
replacement 24

1.1.5 Payment plan 585

1.2 Refund request 115

1.2.1 Refund 
Thank You (with Feedback 
form) 66

1.3 Request 
a copy bill 439

1.4 Change 
your details 2,483

1.5 My bill explained* 475

1.5.1 Metered customers
Page 1: 207
Page 2: 40

1.5.2 Non-metered 
customers 
Page 1: 105
Page 2: 16

1.6 Ebilling 952
(Links: Login Area)

1.7 Bill explained  371

1.8 Notification 
of death 212

1.9 Metered bills
(FAQs) 1,484

1.10 Leakage affecting bills 
(accordions) 163

1.11 Non Metered bills 
(FAQs) 1,324

Footer Links

F3. Privacy 19
(accordions) F4. Sitemap 97F1. Accessibility 45 F2. T&Cs 3

2.1 Our supply area 2,279

2. Moving home 14,338

2.2 Landlords & Letting 
agents 1,174
(MyAccount Login)

3.1 Water problems at home
2,393

3.2 Preventing future water 
problems 97

3. Customer alerts 3,387

3.1.2 If a pipe bursts 41

3.1.1 Home emergency 
solutions 313

3.4 Barnet water 
main failure 147

3.3 Approved plumbers 449

3.5 What happens when I 
report a leak? 127

3.6 Report faulty covers, 
signposts etc. 275

3.7 What if I have no water?
719 (REPETITION)

3.8 How to check if I have a 
leak? 437

4.1 Waste water 1,122

4. My water supply 1,957

4.1.1 Waste water service 
provider 650

4.2 Leaks on supply pipes 
175

4.3 Water quality 968

4.3.1 Advice on drinking 
water quality 443

4.3.2 Water quality in your 
area 624

4.3.3 Looking after water in 
your home 104

4.3.4 Flouride 215

4.3.5 Lead 192

4.3.6 Contact us about your 
drinking water quality 138

4.3.7 Check hardness for a 
dishwasher 1,986

4.3.8 Annual report on 
Drinking Water 34

4.4 Water pressure 632

4.4.1 Low water pressure
3,872

4.4.2 High water pressure
34

4.4.3 What if I have no 
water? 789 (REPETITION)

4.4.4 Who is responsible for 
water pipes in my home? 77

4.4.5 Our responsibilities 
157

4.4.6 Pressure issue 
questionnaire 167

4.4.7 Thank you 40

4.4.8 Your responsibilities 31

Google Analytics

Unique views of page period 
28 Sept 2015 - 28 Sept 2016

VERY HIGH (>5000)
HIGH (>1000)

MEDIUM 
LOW (<100)

7.3.3 Low income tariff 860

Note massive drop
in click through to 
the second pages

Functionality not mobile-first

Note: only approx 13% 
click-through on 
accordion content

Note: content completely out of 
context, provides ittle value to 

residential users. Need to review 
content and archive

or combine with another section. 
New content may need to be written

4.5 Water efficiency 97

4.5.1 Saving water in the 
home 3

4.5.2 Saving water in the 
garden 20

4.5.3 Doing our bit 3

4.5.4 How much water do 
you use? 634

4.5.5 Event request form 1

4.5.6 Water usage calculator
98

4.5.8 152 Wild Things To Do
1

4.6 Water efficiency 
products 122

4.7 Useful links 63

4.8 Stop taps 261

4.5.7 The water efficient 
house 66

4.8.1 Update your stop tap 
records 22

4.8.1.1 Update stop tap 
thanks 0

4.8.2 Help me find my stop 
tap 115

4.8.2.1 Help me find my  
stop tap thanks 40

4.9 Repairing your leak 122

4.10 Drainage and standing 
water 162

4.11 SureStop (help with 
your Stop Tap) 74

4.12 How to video guides 
156

4.12.1 Tastes and Odours 
11

4.12.2 Water efficiency in 
the home 5

4.12.3 Dealing with bogus 
callers 11

4.12.4 Dealing with frozen 
pipes 12

4.12.5 Finding your inside 
stop tap 223

4.12.6 Finding your outside 
stop tap 267

4.12.8 Preventing future 
problems 15

4.12.7 Fitting a water saver 
9

4.12.9 Reading your water 
meter 362

4.12.10 Water efficiency 
outside 1

4.12.11 How to fit a shower 
smart 11

4.12.12 Lag your pipes 77

4.12.13 Manage high 
consumption 40

4.12.14 Discoloured or 
aerated water 51

4.13 News & Information

EXTERNAL SITE

Links to 4.7 Useful links 4

4.13.2 Contact our Comms 
Team 33

4.13.3 Media Enquiry 5

4.13.4 Leaflets & Reports 87

4.13.5 Shale gas and 
hydraulic fracturing info 6

5.1 Apply for a water meter
1,918

5.2 How much will I save? 
394

5. All about metering 271

5.4 Thank you (Water meter)
650

5.3 Why have a water 
meter? 63

5.5 Apply for a water meter 
(South East) 0 (Error?)

5.6 What happens next? 7

5.7 How to read your meter
394

5.8 Submit you Meter 
Reading 1,499

5.9 Apply for a water meter 
(East & Southeast Region) 
86

5.10 Apply for a water meter 
(Central Region) 1,322

6.1 Mains renewals 221

6.2 Trunk mains 106

6. Planned works 1,009

6.4 How will I be affected? 
(accordions)  68

6.3 Keeping you informed 
88

6.5 Where we are working 
89

6.6 Cathodic Protection 
Surveys (accordions) 2

6.7 Chickney Road, Essex 
(accordions) 28

6.8 How we clean the water 
mains (accordions) 146

6.9 Lead Pipe Replacement 
(maps) 413

6.10 Cleaning our water 
mains (accordions) 153

6.1.1 Otterhaw, Surrey 
(A320) 196

6.1.2 Hitchin, Herts 18

Note: No links from the homepage
to this section on the site. Content 
dispersed throughout site.

7.1 I am visually impaired 5

7.2 I am hard of hearing 5

7. Extra Assistance 299

7.3.1 Qualifying benefitts 
102

7.3 I am on a low income 
508

7.4 I am vulnerable (Bogus 
callers password scheme) 
55

7.5 I am on a dialysis 
machine 3

7.6 Get in touch 106

7.7 Advice for living 13

7.8 Password Scheme 1

9.8.1 Thank you message 1

7.3.2 WaterSure 
Contact us 78

7.3.3 Qualifying conditions 3

7.3.4 Thank you 24

7.9 Register for Safeguard 
scheme 68

8. My Account 99,832
9. Environment and 
Education 2

Note: Low page views in these sections as not
easily accessible (not in main navigation - 
only one link on homepage)
Consolidate 9 & 10 content.

9.1 Environment 32

9.2 Conservation, Access 
and Recreation Report 6

9.2.1 Environment report 
feedback form 1

10.1 Charities 27 

10.2 Learning about water 8

10. Community 74

10.4 KitAid (external link)

10.3 Helping our employees 
12

10.5 Community 
engagement programme 
132

10.5.1 Community 
engagement programme 
results 14

10.1.1 Water aid 53

10.1.2 Help the aged 0

10.1.3 BBC Children in 
Need 1

10.1.4 Ricky road run 21

10.1.5 BDWSA 13

11.1 Metering Journey 29

11.2 Reducing Leakage 30

11. Water saving 
programme 286

11.4 Save Water 1,184

11.3 Metering 752

11.5 FAQs 398

11.6 Water efficiency 
challange 55

Note: not accessible via
sitemap (only via link 
from top level page)

11.4.3 Home Water 
Efficiency Check 363

Link out to: https://
www.savewatersavemone
y.co.uk/affinity/free-water-
saving-products

11.4.4 Water Saving Squad 
50

Note: Low page views on page
as not easily accessible (not in main navigation - 
only one link on homepage)
Consolidate all reports/downloads in one area.

12.1 Speaker request 2

12. Online forms 1,027

12.3 Domestic leakage 
allowance 114

12.2 Thank you 62

12.4 Business leakage 
allowance 21

12.5 Thank you Commercial 
leakage 7

12.6 Thank you Domestic 
leakeage 56

12.7 Domestic Leakage 
Allowance 171

12.8 Commercial (Non 
domestic) leakage 
allowance claim form 45

Note: should 12.5 & 12.8 be
in the Business section?
Note: a lot of the forms listed on the
landing page are scattered on the site.

Recommend consolidating all forms
in one easy to access area, and linking
to them from relevant sections as necessary - 
based on user needs

KEY

13. Contact us 20,987

22


