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To bring together CrosSector voices to explore, €o

create, and apply emerging Al practices that improve

outcomes for Vulnerabl@ustomers in debt, turning

Innovation into meaningful, ethical support for those
most at risk.
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10:00 | Setting the ChallengeHow do we deliver consistency in treatment paths?
Kevin Still, Director, Debt Managers Standards Association

10:20 | Tackling the Challengé&caling Vulnerability Detection & Support
Martin Neilsen, Managing Director, MEGA Al

10:50 | Case StuhReaching the Unreachable: Smarter, Effective Support with Al
Derek Owen, Managing Director, Healthy Homes Solutions & The Vulnerability Initiative

11:10 | Interactive Workshop
Coled by Martin Neilsen and facilitated by Derek Owen

11:50 | Q&A & Closing Notes



X Collaboration Network domes [ M=GA il

Setting the Challenge

Kevin Still

Director, Debt Managers Standards Association




Al and Debt for Vulnerable Customers
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f To what? nerabilty?
How do we deliver consistency in

treatment paths?

Transitional or
long-term
vulnerability?

Ensuring consumers have an appropriate degree of protection is central to what the FCAlusescludes
protecting vulnerable consumersThey want vulnerable consumersdaperience outcomes as good as those for
other consumersand receive consistently fair treatment across the firms and sectors they regulate

Kevin Still
HEALTHY 7 May 2025

HOMES
SOLUTIONS The Future of Al in Debt Management & Consumer Protection



https://www.youtube.com/watch?v=gm98NP_2-bI

My brief
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0a74% of vulnerable customerswho told

their firm about their circumsfancessaid

GWdzad n A y M7 D dzf ¥;1a§ N’.;\ff %s&easthe (r)gci!% Lllleglons%l\u

say they have disclosed their needs | jngerstandtheir situation, 57% said their
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https://www.fca.org.uk/news/presseleases/vulnerableustomersencourageebpenfirms-get-right-support
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UKRN 2025/26 Delivery Plan
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@ Promoting collaboration
@ Addressing vulnerability
& Championing effective regulation

UKRN members include ti&CA, Ofwat and Ofgem

( )

Ofgem vulnerability strategy at a glance:
1
1. Improving identification and smarter use of data Help
A
2.  Supporting customers struggling to pay their bills
3.  Driving improvement in customer service for vulnerable groups
4.  Encouraging positive andclusive innovation
ging p Al ENERGY /
\The Al in the energy sector guidance consultation closed 7 February 5025 “:D:j ,.rj gLLED

https://ukrn.org.uk/publications/ukrr2025202 6annuatdelivenyplan/
https://www.ofgem.gov.uk/publications/consumerulnerabilitystrategy
https://www. gov.uk/government/news/aienergy-counciHo-ensureuksenergyinfrastructurereadyfor-ai-revolution
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Al used to identify and assist excluded consumers

4 )

& Al could help to identify excluded consumers and highlight
relevant information for service decision making, such as dufing
engineering works, or for thBriority Service Registe($SR)
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@ In addition, Al could be used to identify and adapt processes to iiiiwim;: - i

maximisethe potential for consumers to be treated fairly, and if| ., example, this could apply to
necessary, highlighting procedures for redres— consumers in vulnerable

@ Ensuring robust arrangements are in place to establish and circumstancesr consumers who
maintain data privacy and compliance with UK GDPR are digitally excluded

@ Testing and monitoring the effectiveness of the Al model, the
Implemented controls, and mitigation measures

& Scenario planning and pilots with robust evaluation measures

https://consult.ofgem.gov.uk/energyechnologies/ain-the-energysectorquidanceconsultation/
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FCA regulated Cultural challenge into H2 2025

A more consumeffocused marketplace:
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@ Focus on delivering good outcomes for consunmts no
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@ Geared to consumers making informed decisions , A . A .
a! L LINbaSyua 2
@ Products & services providing Fair Value firms who are thinking
creatively about
opportunities for innovation

YR STFAOAS

@ Quality and intelligible (good comms) support focused on
diverse (e.g. accessibility) needs at every stage

https://www.fca.org.uk/news/speeches/takintpapconsumerduty ¢ Sheldon Mills 31/7/2024
https://www.fca.org.uk/publications/gooeand-poor-practice/consumeiduty-boardreports-good-practiceand-areasimprovement¢ December 2024
https://www.fca.org.uk/publications/corporatedocuments/regulatoryinitiatives-grid ¢ April 2025
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Embedding Al in customer journeys

ARTIFICIAL DATA SCIENCE DEEP LEARNING ALGORITHM COMPUTER SUPERINTELLIGENCE \_ CHATBOT AUTOMATION
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FCA AI update TURING TEST NEURAL NETWORK ROBOTICS BRAIN GENERATIVEAI Al DEVELOPMENT DIGITAL TECHNOLOGY

a h dalnervisorywork, as well as researchundertakenthrough the Digital RegulationCooperationForum
(DRCF)nderlineshow the speed,scaleand complexityof Al may require modified approachedo firm risk
managementand governance Regulationwill have to adapt as well. In particular, the complexity of Al
models may require a greater focus on the testing, validation and explainability of Al models aswell as
strongaccountabilityprinciples reinforcedby corporateculturesoperatingwith opennessaandtransparency




Focus on culture and governance

B 59% of firms do not test their products or services for vulnerability-specific G a2 L,J FA NY-Erm W@fk IF'EOdIINdonfeSZf L,J A
needs.
B 40-65% of consumers reported that digital services do not meet their needs. monitoring were unable to show how they effectlvely
B 50% of the population may display vulnerability characteristics, which need to be monitor and take action on outcomes for customers in
accounted for by firms. j R R - - i
=48% of firms offer dedicated telephone support for vulnerable customers. @ de y S NJ o) f S O A NJO dZY é_ u
B 44% provide dedicated email support for vulnerable customer groups.
B 66% of firms surveyed have specialist training for identifying and supporting G h y‘ f & 0 qa::;‘ 2 F FANA K | |VQ F
vulnerable customers. ) )

committees that oversee and can influence outcomes
Key Takeaways = x A 5 r G
B Vulnerability is Dynamic: Identifying and addressing vulnerability requires F2NJ Odzat 2 YSNA A )f %) dzt ) S|
continuous adaptation
B Training and Empowerment: Effective training, is crucial for staff to respond to
customers’ needs o ] ]
B Tailored Support: Tailored support for vulnerable customers, has led to better FCA VUlnerablllty we blnar recordlng from 11
customer outcomes. MarCh 2025

B Monitor Outcomes: Many firms still lack effective systems to track and act on the
outcomes. This should go beyond transactional measures.

B Technology: Digital solutions can improve service, yet must be accessible. hﬂp.&.lﬂﬂ@.@ﬂﬂ[&.fﬂ.&ﬂ[gﬂﬁﬂh%lﬂﬂ[&b.ﬂﬂ)&

Consider non-digital alternatives too.

B importance of Data: Effective data collection, particularly granular data on J‘_QALI_EMHLD_dJD_gS[I’_O_O_m

vulnerable customer cohorts, is essential for improving service and outcomes.

https://www.fca.org.uk/publications/gooeand-poor-practice/deliveringvulnerablecustomersg 7/3/2025
https://www.fca.org.uk/news/newsstories/reviewfirms-treatment-customersvulnerablecircumstances announced 15/3/2024
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StepChange Debt Charity Research - Statistics Yearbook 2024

Client vulnerabilities

Over a half (52%) of clients disclosed that they have
an additional vulnerability, beyond their financial

situation, in 2024. This proportion has fallen by three
percentage points, year-on-year, from 55% in 2023.

A vulnerability includes
experiencing things such as
physical, neurological and mental
health conditions, learning and
development difficulties, hearing or
vision impairments, communication
difficulties, addiction and many
other situations which can make
dealing with problem debt more
challenging. Clients can have
multiple vulnerabilities, and some
vulnerabilities can be temporary.

Historically, StepChange clients are most likely to experience a
mental health vulnerability, with 36% of clients disclosing this at
the start of their debt advice journey in 2024. This proportion
is two percentage points lower than both 2022 and 2023.

Vulnerabilities among clients

Any mental health
vulnerability

(
' Vulnerability total 2024
48% ---
- B2%
@ No additional @ Any vulnerability
vulnerability
(N

Statistics
Yearbhook

Personal debt in the UK

Step

Debt Charity

https://www.stepchange.org/Portals/0/23/po
licy/syb2024/StepChange_Debt_Charity Res
arch_Statistics_Yearbook 2024.pdf

DEMSA Blog Al in debt advice

https://www.linkedin.com/pulse/aidebt-
advicesectordebt-managersstandards

associatiehggme/
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Multiple vulnerabilities

Difficulties for UK adults when dealing with financial @ Channel management can be an important
services on the phone : . : : :
St Bl Besianch ST consideration, especially if the firm has
captured multiple vulnerabilities

3% © There appears a significantly higher risk
where 3 or more vulnerabilities are captured
on a transitional or permanent basis

o

7%

© These consumers could benefit from
registering with the Vulnerability Registration
Service (VRS) or ExperfampportHub

16%

© TransUnion and VRS have recently publishe
data and reports around the correlation
between financial and ncfinancial
vulnerability.

37%

Number of characteristics of vulnerability
N

51%

o
[y
o

20 30 40 50 60 70 80 90 100

Difficulty dealing with customer services on the phone (%)
© Financial Conduct Authoritv 2025

https://newsroom.transunion.co.uk/transuniepartnerswith-vulnerabilityregistrationserviceto-enhanceconsumesinsights/
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. : : ho di lect Financial
Portal Unlike Business Registered Consumers; Self g%?;ﬂgersw © did not select Financia
orta Registration is showing higher selections of:

Consumer (v;s ’ Increase in Other Vulnerabilities Non-Financial

Vulnerability

Statistics drawn from registration via the ~ . . Mental health

New Consumer Portal launched d2025
2 2% 1 7% l 40 " Physical disability

Physical health

Vulnerability is
C()m plex Cognitive Disorder Victim of Fraud Unpaid Carer

Accessibility

Neurodevelopmental Disorders
Loneliness/isolation

0.7/ Self Management of Vulnerability Cosnite dlsate

Old age
Average number of

Vulnerabilities chosen by ConSU mer POrta| Victim of Fraud

Consumers .
0 The new consumer portal allows customers Lifecycle event

to manage their vulnerability and seek

_— t ; ific to them. Gambling addiction
TOp 5 VUInerabllltleS Actively Managing their support services specific to them

Vulnerability Hearing i Partially deaf
For the first time ever, consumers are Affected Other
88% empowered to actively modify and update SCie <
Mental Health[ﬁ their vulnerabilities. Coercion
55% Dyslexia
Financial 55(y— E ase Of Acce SS Low level of literacy
0
. ) Sight i Partial sight
Physical — Since the launch of the New Consumer Portal, we have 2 5 X
Lomeli 40% received a2 5Xuptake in registrations compared to the . Addiction to alcohol or drugs
oneliness - g
revious average number of monthly registrations. i
Isolation 3904 P g yreg Increase in Self Coronavirus
A il ﬁ This is attributed to the Ease of Access for Consumers to Registrations Low level of numeracy
ccessibiity register & manage their vulnerability and the mobile .
adaptive screens. Unpaid Carer

Deceased




Guide to assist people with additional support needs
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needs identified, be able to easily notify

and update their circumstances, and have
better understanding of and access to
support services designed to suit their
circumstances and meet their needst

Ofgem
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éss%t@ sArvibed - like banking, energy, water,
broadband, and delivery - are vital to everyday life.
Yet, millions of consumers face avoidable barriers
when trying to access and use these services.
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Help!

@ (first edition)
What support can firms give
disabled consumers and people
in vulnerable situations?

This guide identifies over 100 different types of
support that disabled and vulnerable consumers
may need, from how firms communicate to how
they deliver services.
Rather than prescribing which support needs firms
must meet, the guide serves as a starting point,
February 2025
f L ; - ° | offering a practical resource for organisations to
uKIF G A )f RAOI US leah from, build upon, and improve their approach
A A A 0 orting customers.
3 oSN WS LI | K YO
NEA lr ﬂﬁi 1h7\1y' ?E,N«N | l] Mtzs g&@rﬁ guide is a call to action for firms to
UAYS

R Ay ngage ditecily with customers, understand their
G2 NBaLRyRTZ NI e
needs,and design services that are inclusive,
f f

l'.,] Kc&iée,snd make a practical difference.
MONVEY

What We Need
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https://mailchi.mp/moneyadvicetrust.org/lefahpwwxc
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Simplifying communications

2A53 R (1)

A firm must support retail customer understanding so that its communications:

(a) meet the information needs of retail customers;

(b) are likely to be understood by retail customers; and

(c) equip retail customers to make decisions that are effective, timely and properly informed.”

Consumer Duty requirements

=  \Ahat are Firms required to do? &0

Assess Comms

Guidance 5.34

“testing communications where

appropriate to support consumer
understanding so they can make
effective decisions”

&

Simplify Comms

Guidance 2A.5.7 (2)

“A firm should use plain and intelligible
language and explain the meaning of
any jargon or technical terms as simply
as possible”

£7 FCA Innovation

FCA Al Spotlight

(@ amplifi

“Innovative applications that deliver clear, understandable,
and transparent decision - making processes in ways that
are accessible for both consumers and wider stakeholders.”

Monitor & Report

Guidance 8.63

"Firms should collect and make use

of relevant MI to monitor the impact
of communications and identify areas
that warrant further investigation..."



FCA Duty page Vulnerability datag 24/5/2024

We want you to be able to:

A identify customers in vulnerable circumstances RAISING STANDARDS
A understand their needs
A act to meet those needs where necessary

This should help achieve good outcomes for customers, which is at the heart of the ConsumeveDastgect you to actively encourage
customers to share information about their needs or circumstances, where relevant

You should:

A setup systems & processes that enable customers to disclose their needs
A support staff to actively identify signs of vulnerability, for instance through training and resources

You should try teecognisethe needs of consumersjhatever channel they useFirms with digital channels could introduce tools, such as text
boxes or chatbots, to allow consumers to share information about their needs.

Firms that speak to customers face to face or on the phone can support staff to:

A recogniseobservable signs of vulnerability (e.g. through speech analytics and other agent support/assist tools)
A encourage the customer to discuss their needs (e.g. Economic Abuse cases)

This should allow you to capture information about customer needs, such as characteristics of vulnerability or for conamunicat
Lyt Saa e2dz OF LWGdzNE & dzOK AYF2NNIOA2Y T A0Qa KAIKEe@ dzytA(lSte GKIHaG e2d

https://www.fca.org.uk/firms/consumeiduty-information-firms#revisions
https://www.fca.org.uk/news/presgeleases/suppoHnnovativeproductsnew-firms-part-new-work-programme
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Tackling the Challenge

Martin Nellsen
Managing Director, MEGA Al
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Vulnerable Customers Now

Regulatory pressure (Ofgem, Ofwat, UKRN) is
increasing the need for proactive identification and
support of vulnerable households.

Over 50% of UK households may qualify for Priority
Services Register (PSR) support.

Yet, traditional outreach is outdated, expensive, and
lacks real -time insights.

B~ WO

Vulnerability is dynamic v life events change eligibility
overnight. Utilities must respond faster.

PSR regulations require real contact with 35% of registered customers
every 2 years but contact should be proactive, not reactive.




Al-Powered Outreach to Detect
Vulnerability at Scale

MEGA Al agents engage utility customers in natural, empathetic
conversations that identify signs of vulnerability & cost-
effectively, consistently, and at scale.

bl To ensure I'm speaking to a right person,
" could you please confirm your full name?

How It Works:
A Al voice agents contact 1,000s of customers daily.

Of course, its John Smith.

. Thank you, | appreciate
your cooperation.

Identify signals like financial strain, health conditions, or
digital exclusion.

providers, and access support services.

Pulls data from CRM, VRS, IE Hub, and existing
PSRs to personalize conversations.

A
A Help customers register for PSR, share data with
A

Resulting in 24.9% completion rate on first Al call,
even with cold dat a



Real - Time Detection In
- o Collection Calls

Vulnerability often emerges in collections
MEGA detects it in real time.

A Al scripts in debt calls check for affordability, mental
health, and support needs.

£ " K Implementation:
¢ 'J
) o

A Subtle cues (e.g. stress, hesitation, health
comments) trigger referrals to appropriate support.

A Customers are offered access to support services
(e.g. HOPE4U, NSN Hub) inrcall or by SMS

Impact:

A Preserves dignity of customers while ensuring
compliance.

A Turns collections into a support channel, not just a
payment demand.




Built -In Integrations with the
Vulnerability Support Ecosystem

MEGA connects utilities with trusted external services
for real -time, compliant data sharing and customer
handoffs.

Current Partnerships:

A VRVulnerability Registration Service)Flags existing vulnerability records
A 1E Hulg Pulls income and expenditure data for affordability
A HOPE4l4 Provides human support and wraparound care = = 4
A NSN Support Hul Signposts local services and grants
A Healthy Homes Solutions/ Vulnerability InitiativeMulti-channel, Triage and Referral Serwce

What This Means for Utilities:
A Single conversation = mukltervice outcome for the customer

AogylotSa 6G¢Stf !datadegirdbshare8 actaks NdvBlgfO S
A No added overheadMEGA does the orchestration



- |ilh  Pioneering Partnership o N . _
MECAT S e LY T Gl Ljd Vdzi CEFOI g T G C
e to Integrate Al Agents into a full
— end -to -end recruitment, triage,
G and referral service

kFYs gl uafFOI LjUGs YGGUuUYf OgCuUAYft @0LjYat caudt FLiYBYUUOU
pioneering with live Al Agents that support recruitment, PSR registration, and resident
referrals through the Vulnerability Initiative and their national support partners.

#1 # 2 #3

Wellbeing Survey PSR & Vulnerability
Proactively engages residen /\Detects PSR eligibility and

on wellbeing vulnerability indicators
Detects early signs of stress /\Uses natural conversations to
isolation, or anxiety boost registrations

Signposts to support service /\Triage process helps direct
and wraparound care correct follow up path

HEALTHY




~ QU O LjiYknOFU
Vulnerable
Customers - Faster ?

~QuoLjYsGCtuYAt Ol Yt GFYsIlttl g
to clean up PSR data, reach unreachable
households, or embed ethical support into

Lt CCOLUGt FLIQYGOGS61 OYI Ogn AN

Contact:
Martin Nielsen, CGO

mn@mega.ai
+45 5193 6321
www.mega.ai
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HEALTHY HOMES SOLUTIONS B

Reaching the

Unreachable:

Smarter Effective
Support with Al

Live Test Results

M &
Vulnerability

e Initiative.

SOLUTIONS

.....

DEREK OWEN
Managing Director
Healthy Homes Solutions

www.thevulnerabilityinitiative.org ' d



HHS Vulnerability Initiative Mission - m
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The Vulnerability Initiative was created to provide a
comprehensive and proven blueprint for reducing
poverty , enhancing household wellness , and

supporting financial stability through dedicated
vulnerability services

This service helps utility companies meet SROI, CSR,
PSR, and LCT targets by supporting vulnerable
households and improving service access.

A Unique Collaborative Profiling, Recruitment, Triage and Referral Service

www.thevulnerabilityinitiative.org



Our Service and Partners

A-Unique Collaborative Profiling, Recruitment, Triag
' 22 Recognised National

Partners and Services

f

Vulnerobilitg
Initiative

Developed by Healthy ﬁ

Services Available

Homes Solutions

oiding froe essontiol sorvices and
support 1o those who need it mast

Helping You Understand
Your Benefits

Home Energy Grant Check

The Vulnerability
Registration Service

The

www.alzheimers.orguk A MAGGIES

Rishop Oak

-

Cudenr www.codentgas.com

C’fMe' ) www.oruse org.uk ’/Z ey

i) BEVEARE

(©) Gamcare

I E www.izhub.co.uk

i&; Independent
¥ Age

Enurgy
Faundation

www.dataondemand. co.uk

Palicy in Practice

www.gamcare org.uk

www.independentage.org

www kidneycoreuk.org

&
Toputs.
Supporting registered

providers® vulnerable
customers with a single view

Rishop Oak

Finance strategies, cash
flow management, & retrofit
support

Trend analysis & propensity
meodelling support

B

The IE Hub Policy in
Practice

Vulnerability HEALTHY
Initiative. HOMNES
SOLUTIONS

Www.maggies.org
www.mentalhealth-uk.org
www.neworg.uk
www.nef.orguk

www policyinpractice.co.uk

www.vulnerabilityregistrations:
www.welfaretogethercouk

www wwutilities co.uk

QHABT

HACT Housing
Association Charity Trust

DATA
i) BEVARD
Detailed resident profiling
to highlight needs



Data-Driven Engagement and Resullts - a4

SOLUTIONS

Reach/ Visibility:
A Over 3.9m advert views in 12x months.
A 534k landing page visits. Over 186k in March

Registrations:
A Over 19,000 registered for essential services on target for 60,000 by end of 2026.
A 14.2% conversion for unique visits.

Conversion:
Using an independent branding we gain around 28-30% increase in engagement & conversion.

PSR Registrations:
Over 80% of registrations we sign up to the PSR (Priority Services Register).

Time Savings:
Residents save an average of 88 minutes by not having to complete the forms.

SROI:
Achieved a HACT 1:30 Social Return on Investment (Ofgem approved).



HEALTHY
HOMES
SOLUTIONS

How we are different

Well-being First:

A Most vulnerability support focuses on debt, credit, and expenditure

A Only 12% of our users cite financial difficulty as their core vulnerability
A We prioritise well -being, identifying and addressing the root causes

Key Insights from Our Data:
A 7%o0f people in 2024 didndédt know why t
A 36% of registrations are young families or single occupants

A 28% are in a council tax band A or B

h S v abl e

Users select primary and secondary vulnerabilities, forming key clusters

- Mental health Y Loneliness & isolation Y Financial difficulty
- Physical disability Y Mental health Y Limited digital access
- Young families Y Mental health Y Damp & mould

Our approach is holistic, focusing on WHY people feel vulnerable and who we
can collaborate with to get the right support they need



M

Outreach Approach 1 Continuous Testing L

HOMES
GROUP

The Vulnerability Initiative  runs two key outreach programs to identify & support vulnerable
households.

1. Reaching Unknown Households (No GDPR Agreement Required)
Targeting homes in partner regions using data-driven insights from the Healthy Homes Index , we identify and
engage households most in need through:

A Facebook advertising & Google retargeting
A Localised postcard & letter campaigns

A Al Agent outreach recruitment programs

A Sky local advertising (where applicable)

2. Engaging Known Households (GDPR Legitimate Interest Agreement Required)
For households with partner -provided details , we use:

A Email and SMS campaigns

A Postcard and letter mailers

A Al Agent outreach

A Google retargeting

All registering households are added to the Priority Services Register (PSR) for essential support.
This ensures effective engagement while complying with data regulations.



Multi -Channel
Live Test Results with MEAG Al Agents
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iIntegrate Al Agents into a full end -to -end
recruitment, triage, and referral service X
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Multi Channel Campaigns (LIVE NOW) M=GA /|| R m

HOMES
GROUP

We have been actively testing new multi -channel recruitment methods  to engage
and fully support hard -to-reach residents. We have now fully integrated Mega Al Agents

|l n partner shi p wauricled tMengar piotcampaed v:e

ACampaign 1: Launched 15 t April

A Mid Sussex non-paying council tax residents (2,500 contacts)
A SMS alerts + Al Agent calls (x3) + follow-up texts

A Human triage centre support for callbacks and queries
A Human 1:1 handoff to Welfare Together for debt, poverty and wellbeing support

ACampaign 2: Launched 27 t April

A Targeted 5,000 in-poverty, less digitally included residents in the West
A Postcard mailers + SMS alerts + Al Agent calls (x2) + follow-up text + human callback
A LIVE campaign now i learning and adapting in real-time

These pilots are helping us refine and maximise engagement across vulnerable and
financially impacted audiences



CAMPAIGN (1) Mid Sussex : Results ) i figze LX)

GROUP

In Partnership with Welfare Together and Mid Sussex District Council we have developed a full multi-channel
outreach campaign to 2500 non paying council tax residents with zero engagement for over 12x months.

Campaign (1) Mid Sussex Disengaged nBut K

2500 Known debtors, no engagement in 12+ months with Local Authority

Afcontactedo ¢ 5.4% Identified as Requested PSR Requested Human Helped Through Referrals to
Registration Call Back This Programme Welfare Together

c
full Al Survey (3x calls) Vulnerable

Learnings:

Key Insights:
APersistence and multiple Al calls are crucial for previously closed-off households

AAI successfully reached a hard-to-engage audience previously deemed unreachable
AKnown council data + multi-touch outreach works, but follow-up speed is critical

AHigh level Survey completions and registrations occurred
ATiming of follow-up within 24 hrs of engagement improves conversion to referrals

AAudience was more guarded but also more likely to meet vulnerability criteria

Big thank you to Welfare Together & Mid Sussex Council for fully supporting our testing campaigns
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CAMPAIGN (2) West : Results waesawest NN Wooe, | MZGA i [ty m

Together HEALTHY
s Initiative. HOMES

GROUP

As part of our Vulnerability Support recruitment programme for Wales and West Ultilities we have identified 5,000 vulnerable,
fuel poor and financially struggling homes in the West and outreached to them using a multi-channel programme

Campaign (2) West i Low-Di gi t al , f Un kRoeeyrHousehoiddAudience
5,000 Cold Data Households 71 Low Digital Access, Mixed Tenure, Financially Struggling

Afcontactedo ¢ 1.6% ldentified as Requested PSR Requested Human Helped Through * Referrals to
full Al Survey (3x calls) Vulnerable* Registration Call Back This Programme Welfare Together

Key Insights: Learnings:
AThis audience was more responsive overall, particularly to postcards + Al combo APhysical media (postcards) are powerful for digitally excluded groups
AThey showed high willingness to engage, request booklets, and accept callbacks AAI can bridge trust and trigger action i fl feel less judgedo

AHowever, lower percentage met criteria for critical support ANext step is refining triage questioning to prioritise most at-risk individuals earlier



Campaign Comparisons g Ingg,!g;!

GROUP

Both campaigns proved that even the hardest -to-reach households can be engaged with the right tools and approach.
Al-driven outreach is unlocking new pathways to support , with real impact, trust, and life-changing connections being made.

The campaign reached 5,000 households in just 7 minutes , a task that would take 100 call centre staff 3 full working days

Feature / Metric Campaign (1) Mid Sussex [Campaign (2) West 5000 |Comments / Observations
(Council Tax Arrears) (In-Poverty / Lowdigital)

Known debtors, no Cold data, lower digital More entrenched disengagement, but better conversion to critical vulnerabilit
engagement in 12+ monthsjinclusion, mixed tenures
(council data)

Contact Size Different audience types

Engagement Method SMS + Al calls (x3) + folowPostcard + SMS + Al calls (Higher persistence with 3 Al calls showed effectiveness
ups + human support + followups + human callba

”
ngher vulnerability |dent|f|cat|on due to known hardship
_
PSRRegistiations | 8% 10%Good PSR uptake despite poordigitalaccess |
ReferralstoWelfareTogethe 21 ~ 8Moretesting to be completed. Not all referrals are completed from campaign
Useful complete pilot showed need for rapid felipw




Overarching Learnings and Next Steps M=GA - m

HOMES
GROUP

Al Agents outperform traditional outreach with digitally excluded and disengaged residents
Call answer & survey completion rates are exceptional ifeven with Acoldo or unknown ai
Profiling before outreach boosts conversions to PSR and support

Faster human handoff needed to maintain trust and ensure warm referrals succeed
Next testing wave focuses on crisis triage 1 asking key questions and using Al behaviour monitoring earlier in the call

Collaborating with MEGA Al to build triage live agents

o Do o Do Do Do Do

Inbound Al Agents in development, including:

- Debt Support Al Agent

- More detailed PSR Registration Al Agent

- Vulnerability -specific Agents (fuel poverty, mental health, housing risk)
A Designed for plug-and-play rollout across utilities, finance, and Registered Providers

A Fully integrated into the HHS Vulnerability Initiative platform
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Healthy Homes Solutions and MEGA Al are now inviting partners to test and learn with us using
A Uniqgue Collaborative Profiling, Recruitment, Triage and Referral Service

Join us in shaping a smarter, data-driven approach to identifying and supporting vulnerable
residents faster and more effectively

Email me on derek.owen@healthyhomessolutions.co.uk

O 40
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DEREK OWEN
Managing Director
Healthy Homes Solutions
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Interactive Workshop

Martin Nielsen, Kevin Still &
Derek Owen
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Q&A
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Dominic Maxwell
HO U R Co-Founder & Director
Tello

Exploring the ideal data landscape - what customers
truly need to serve better and stay compliant.

* Do they need everything?
» Are they looking to create a PSR+?
+ What affordability data do they need?

+ How do they want this presented?
* Do they want an Al summary for front line teams with hints and tips, to best support their customer?

14th May 2025 | 10.00 - 11.00 X Collaboration
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EXPERT LED SERIES YK Contact Strategy -
As digital CX and Al evolve, this series explores how Member organisations can Mak’ ng I t WOr k!

safeguard and enhance their customer experience. We'll focus on adopting
innovative approaches while knowing when to pause. How can we meet the diverse
needs of customers across different demographics? This series will provide answers.

This is a deep dive into the key challenges of making customer contact effective,
easy and memorable.

« Why customers and brands perceive service quality so differently

Why omnichannel investments have often resulted in greater frustration and cost
How to make omnichannel work

How Al helps us understand customer needs and priorities

Examples of transformed end-to-end experiences

« Principles and tips for service experiences that delight customers Led by
Martin Hill-Wilson
#SafeGuardCX CX Workshop Series Owner, Brainfood Consulting
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13th May 2025 | 10.00 - 11.00 Ol Zoom
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‘Get Compliant’ and attend this new series to hear experts deep-dive into the
insights provided in Square 4’s ‘Outcomes Monitoring - A Good Practice Guide’

White Paper.

20th May 2025 | 14.00 - 15.00

X Collaboration Network

In Partnership with Square 4 Partners

Module 3 - Enhancing Support for

Vulnerable Customers:

Aligning with the FCA's 2025 Review

Compliance Workshop Series

FCA expectations and good practices from the 2025 multi-firm review
How to confidently identify, record, and respond to vulnerability
Tools to assess and improve your firm’s current approach

Actionable steps to improve outcomes and align with Consumer Duty

Module 3
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Nicola Crump
Principal Consultant
Square 4 Partners

Online via Zoom square -






