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Housing & Utilities Congress 2025!
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Thank you to our Annual Partners
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A ResultsCX Company
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The Collaboration Network Team Today

Mark Bailey Will Archer OliwiaCebulla

CoFounder & Director CoFounder & Director Member Success Executive
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The Collaboration Network

% Learning & Development for Members

Expert Focus ‘Discussion | ' lons Master | Research &

Special
Interest

Training Reports Groups
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CNX: Member Portal
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CN-X - Home of the Collaboration Network

Events Programme
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Mark Bailey is Running the London Marathon Everyone deserves a second

chance.

for The Forward Trust!

T, i
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Scan the QR code to donate &
Let’s help Mark make a real support his journey!
difference! Every step he takes is a step
towards change.

R
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To unite across sectors to share best practice,

collaborate, and to partner to positively impact
customers within communities,
especially those most at risk.
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Housing Associations: Our Own Positive Experience
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Southern Housing Group
2005- 2010
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Housing & Communities: Background
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Housing & Communities: Background
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Housing Water Electricity =~ Third Local Others
Associations Companies & Gas Sector  Authorities
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Join at

slido.com
#1844 882

@ Active poll 69 &

What would you like to achieve out of today?

See how collaboration can help me support my customers in the community

Opportunity network
Meet new people

Learn fromothers  Collaboration opportunities times

L . improve =
, earnin
whas hear |deas understanding -

firms New connections Networking knowledge

obtain New Ideas |n5piration vulnerable
customers

work

Awareness

support Collaboration

: Create partnerships
together different

understand communities supporting

tacklin
g Understand and share best practice

strategies  studies service
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10.30 Case Study: Understanding Vulnerable Customer Demographics
Naomi Sweeting, Director of Customer Research & Insight, Places for People

11.00 Case Study: Working in Partnership to Reach Marginalised Communities
Danni Barnes, Director of Development and Partnerships at National Energy Action

11.30 Refreshment Break Morning Tea/Coffee

11.45 Keynote Talk: Success = Intention into Action
Duncan McCombie, CEO, YES Energy
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12.05

13.05

13.35

14.25
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Interactive Workshop: Table Based Collaboration on Impactful Areas Identified by Audience
Led by data sharing- led by Derek Owen, Managing Director, Healthy Homes Solutions

Case Study: OVO in the Community
Steve Donovan, Vulnerability Strategy & Oversight Manager, OVO Energy
Lynsey Kincaid, Vulnerability Insights Manager, OVO Energy

Lunch Break

Case Study: BSI & Southwark Council: Achieving Higher Standards in Support
Rob Hine, Head of Trade & Partnerships, BSI

bsi
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14.55

15.25

15.45

16.15

16.45
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Panel Discussion: Creating Award Winning Partnerships that Supports Customers
Featuring Anglian Water, Kidney Care, Cadent Foundation, & Citizens Advice

Refreshment Break

Case Study: Supporting Vulnerable Customers Across Communities
SiarahMeah, Social Value Manager, Clarion Housing

Case Study: How Data Sharing can Positively Impact your Customers
Cheryl Fitchett, Community Partnerships LeadSouth East Water

Final Thoughts & Close of Congress

bsi
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Case Study
Naomi Sweeting

Director of Customer Research & Insight, Places for People

Places
for People



Places

for People

Using psychographic segmentation to

understand your customers
Embedding inclusion as a service design principle

Collaboration Network
Housing & Utilities Congress
o6th March 2025

© Places for People 2024 Because Community Matters



Places for People Living
Plus

PROCUREMENT ﬁ

Procurement Hub e

tila
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@ Places
\ for People

Scotland

Places for People e
Scotland

.............................

ﬂ] Touchstone

Part of Places for People

Touchstone e

o) ¢ Places
OrQiNousne N\ forPeople
Origin Housing e Homes to rent e
\, Places (> Places
for People R
New homes to buy e Places Leisure e
Ll The Hire a \ Thriving
Place UK Investments
Powered by Places for People
The Hire Place UK e Thriving Investments °

We exist to create places that work for
everyone.

PfP is a broad Community-focused leading UK
social enterprise

€ 13,000 People who create, manage, and support
thriving Communities.

€ 245,000 homes including 74,000 for social rent.

© We are building thousands of new homes each
year with the largest new homes pipeline in the
sector,

Q Over 100 leisure centres with over a million
customers.

Q In 2023-24, we created over £334m of social value
for our Customers and Communities.



We are surrounded by
data, but starved for
Insights.
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\

for People
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Developing our
segmentation




Life stage

Demographics

Marketing segmentation

Divides customers into groups
based on their age, family status,
income, and lifestyle.

These factors affect how
customers make decisions, what
they value.

Itd o e sealfy tonsider WHO
the person is beyond what is
required to market a product.

Cannot inform service design.

Different types of segmentation

Situational analysis

Existing data

What has occurred

Sometimes
misrepresented as
segmentation.

Seeks to explain what
is happening through
internal system data.

Demographic
segmentations are
often misinterpreted

Psychographic

Needs & behaviour

Why, what, how

Predicated on understanding
needs, capability, personality,
beliefs and behaviour.

It is the most stable and useful
method when seeking to improve
services and customer
experience.

Itincludes all elements of life
stage, demographic and
behavioural data in
consideration of multiple other
factors.

It enables a robust

understanding of 6 w hahy, ,
howo.




¢ P ple Intersectionality across multiple attributes

Needs & Impact

Traditional attributes Behaviours & capabilities Individualneeds Dailylives
A Age A Digital capability ACapabilityand resilience AFulllives
A Gender A Nondigital capability AAnxiety andworry AExhaustedand erratic
A Sexuality A Socialmedia AChangeandfearofunknown ALoneliness
by Sy A Billpayments AMental health Alsolation
A Marital status A Shopping

ASupportsystems AJustgetting through theday
A Employment status A Confidence

APhysical disability AStuckin arut
A Geography A Supportnetworks ADevelopment disordersand ALifeonhold

learning disabili
A Tenuretype A Attitudes & Y e
A TenureLength AT t
g ranspor Alllness AHappiness

A Income& benefits
A Joumeyinto housing
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Developing the segmentation \ for People

Background

A

A
A
A

Extensive qualitative research with hundreds of customers
informed themes

Theory across trauma informed understanding

Psychology 1 educational and needs based

Health & wellbeing research

Individual organisation

A
A

A

Survey with over 50 statements & questions
K Cluster statistical analysis

Combined channel delivery to ensure maximum reach &
consideration to capability tipping points

Partnered with specialist insight agencies and statisticians
to ensure governance with MRS (Market Research Society)
Code of Conduct and full data privacy compliance.

3000

customers

95%
Confidence level
+/-2% confidence

interval

Emailcompletes CATIcompletes

PlacesforPeople 2400 600

Total(allresponses) 3000

Our results are consistent with validated data across 14 organisations totalling a sample of over 20,000 customers

ooooooooooooo

TC" Calon Greatwell

mmmmmm ity Housing
Y Homes

" Easttﬁ »g'ah VIVID ‘;Alllance

b HOME‘g mmunity Homes



Beneath every behaviour there Is a feeling.
And beneath each feeling is a need.

And when we meet that need, rather than
focus on the behaviour, we begin to deal
with the cause, not the symptom.

Ashleigh Warner - Psychologist

¢S Places
\’ for People



Segmentation is both atactical & strategic enabler

/>

¢> Segmentation is not about labelling individual Customers

customer experience and driving organisational efficiency

4 o)

effortless experiences

D

- '@

A consistent framework to

understand how different PROCESS
customer segments DESIGN
experience, feel and access Incl. UX

our services

It is a key enabler in our toolkit

@,
] " OO

MEASURING BUSINESS
PERFORMANCE  ARCHITECTURE
Providing a consistent Establishing inclusion

framework & granular as a service design
insight principle

It can be applied to all customers as it is about understanding needs, capability and essentially creating

o
O/ '\O oo e
o/ iéi \O L BN )
m e oo ]
\ / L
0_ 0
CULTURE/L&D SYSTEMS
Empowering colleagues ARCHITECTURE
to do the rightthing;
denttying and designing =T STIEIO
training

user & optimize
inclusive processes

S Places
\ for People

The information evidenced through its extensive statistically robust data, is a key enabler in delivering improved

@

Understand and inform
approach to vulnerability i
granular level detail to inform
approach and evidence
intersectionality/impact
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WHAT WHY HOW

Internal data Segmentation tells us why something is happening
Performance metrics i and how we can make decisions/inform change to
TSMICES/NPS etc. affecttheo wh at 0

10
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Places for People
customers




Understanding our customers

Difficulties affecting 26%0f cUStomers

the daily livesof our customers e S e
More than two thirds of our customers haveat least one condition that "

affectstheir dayto day life,and 44% of customers havethree or more condition tha’F aﬁeCt_S
conditions. Thisinformation highlightssome of their main difficulties. them on adaily basis

Physicalconditions

Conditionsaffecting physical health including illness
and diseasessuch as: Artriis, Fbromyagia, Diabetes,
Asthma, COPDHeart disease

Mental healthconditions
Conditions affecting mental health and specific disorders

such as: Depresson, Anxiety, OCDPTSD, Eating disorders,
Bpdar, Schizophrenia

0 <

Cognitiveconditions

OQ Conditions affecting capability (can have mental and physical
components) such as: Leaming Disabiiies, Dysexia; Developmental
disorders, Autism, As p er ger oNewodegehéBive diseases,
Al zhei mer 6 s, De me rdisabiiy ; bédé unug | Aplgasia a |

. Identfying common themes



Identifying commonthemes

Our customersand home maintenance 800
(Y%able to do) %

89% Makebasic

General intemal repairs
cleaning
Maintain outdoor
Paintinternal walls spaceorgarden 63%
andceilings

61%

53%
(o] .

Make more difficult
intemal repairs

. Identfying common themes

Aroundhalf Seny

strugglewith DIY

Understanding our customers

Aroundath I rd

of customersd o rieélt
ableto maintain outdoor
spaceor decorate

2 9% havean

iIssuewith damp
andmould




Understanding our customers

SRl
Identifying commonthemes {Q

Digital 8% of customers

speakanother
Havebroadband languageat home
athome

Contract/pay
monthly phone

Have a 97%
mobile
phone

8 7%

Included
Ownasmart minutes
phone

8%

. Identfying common themes



Understanding our customers

N

|dentifying common themes

Non digital

19% Keeping a
conversation going
15% Following a
conversation

16%

LL]

Difficulty
Difficulty understanding
reading letters

Y,
Difficulty
making phone f
calls J“

. Identfying common themes

Ignore letters
that look
official




Our segments

4 N

Deliver

Highlevelsof
capability, want and
expect efficient and
professional service.

20%

\_

. Inpducing our customer segments

Flex

Capable,but have
somephysical
limitations. Digital
accessmayrequire
consideration.

14%

Boost

Time poor and
busy,just about
managingto keep
ontop of things
but capableand
aspirational.

25%

\ 4

\\ 4

Time poor and
struggling with high
levelsof anxiety
anddepression.
Lack confidence
and worry about.
engagingwith us.

18%

4 N

Assist

Struggleon a
dayto daybasis
acrossmental and

physicalhealth
issues.Indications of
literacy challenges.

13%

capableandconfidentd in difficultyandstruggling

Understanding our customers

4 N

Nurture

Livingwith complex
needsacross
mental, physical
andcognitive
capability issues.

11%




Understanding our customers

Levelsof need

Comparisons and differences
for each segment against

specific factors Physical and mental needs Day to day needs
Physical health Mobility Mental health Cognitive Support to Struggle to Struggle Feel Struggle
conditions issues condtions difficulties maintain ask for help to complain lonely financially
home

High
) o Medium
Deliver e ®
Deliver None [ o | o o o L [

High

Medium . .
Flex Low ®

Flex None . . . . . .

High
0 Medium
Boost Low @ ®
Boost None . . . . . . .
o

High .
' Medium . . . .

Reassure Ll e o

None .

High o o o o o | ®
) Medium . .
Assist @

Low
Assist None
g o o o | o ® o o o [
Medium
Nurture Low

Nurture None



Understanding our customers

About me @ Finances
AAged 45+ AMore likely to be in paid

AMore likely to be married/living emplqyment oiF e red_ _
with partner AMostlikely to pay by direct debit

ACloseknit family and AGoodat managing money

support network ANot in debt
AWith qualifications

ALesslikely to bein lowest
income brackets

h‘f@ Digitalcommunication
AActive online but prefers phone
to email
AComfortable with written and
Heal'.[h formal communications
Atgﬁjgf;?’;%gﬁéﬁgﬁ?]:ﬁe ANo problems understanding
o T y letters or financial information
doit ismore likely to be a o
- physical condition AConfident a}nd find it easy
Dellver to complain
Characteristicsof
Deliver customers Cognitive Homemaintenance
ANo cognitive difficulties ACapablein some areas

but may need help across
decoration, outside space
and maintenance.
AAround a fifth haveissues
with damp and mould

. Deliver



Understanding our customers

Difficult situations for Conditions 1%1%
) 2cy . 1% & Noconditions
Delivercustomers ® 0 affecting \\\ e
4 Groupsof @ @ Followinga Deliver @ Physicalonly
4 % peoplethey conversation "y @ Mental only
Placeswhichare don 6tveh o w customers °\~ P ingonl
‘ 8%  oucandbright o oo

Physicaland Mental

=

\ Physicaland Processing

Maintaining a :

o Oconversatl%n ’ ..... Understanding 30 ® Mentaland Processing
Yofinancial Yo @ PhysicalMental and Processing

information Reading @ Prefernot to say

Keyattitudes of Delivercustomers
o e orgage cach morn INND <o
mortgage each month %
Ifeel confident dealing with people — 90 Abi|ity to maintain home
in authority °
releblete mae e e D :o intai
in my life % Maintain
teet et my o [ D 55 eneral 9% Makebasic 93 outdoor
s I o7 eanr; epars grden”
money lhave % Cleaning repairs g
| Il when thi t difficutt . Issues
e etunennngs oo orcst, I o Pairt vakemore _ oq 21,
% 0

internal difficult with

o murappyin my e o = [ D 53 walsand internal damp
Ifind it easyto motivate myself _ 82% celllngs repairs mould

. Deliver



Understanding our customers

About me E Finances
AYoungerworking age (25-54) ANot working dueto illness
A Living alone or with children or disability
/A Low level or lesslikely to AStruggling financially
have qualifications Aln debt
APoorsupport system AMostlikely to be using a foodbank
AEverydayis a struggle ALeastlikely to pay by direct debt

ALonelyand overwhelmed

V@ Digitalcommunication

Health ‘ AFindsit difficult to make
ATwo thirds have a physical phone calls
health condition

ALacksconfidence when dealing
AAImost all have a mental with people in authority

I LT o AFindsit difficult to complain or ask
AA quarter have mobility issues for help
\ i AWell over half havefour or more / Digital sa
Nurture NS conditions ’ e
A\ Algnores formal written
g communication
Characteristicsof
Nurture customers Cognitive
AAthird have cognitive difficulties )
A Over half have difficulty reading Homemaintenance
/A High indication of literacy, ADifficulty maintaining home
numeracy and language AQvera third haveissueswith
processing difficulties damp and mould

. Nurture



Understanding our customers

2% 2%

1%
Difficult situations for 5 6 , Conditions ,, ,
Nurture customers ° % affecting @ Noconditions
90 Groupsof ©® © Followinga Nuture @ Physicalonly
% peoplethey conversation @ Mental only
dondtwelhow customers

Py Processingonly

\ ! 7/
- Placeswhichare
7 ‘ 67% loudand bright
°® Physicaland Mental

61/ Maintaining a ’
% conversation

Key attitudes of nurture customers

eel anxious mostof the time (D 96+
rena tovame myserurer - D 3. Ability to maintain home
something goeswrong

Ican become overwhelmed easily — 92+ Maintai
aintain
Ifind it difficult to make phone calls to — 91 720/ . 6 4_0 outdoor
people! d o kndwt % v Make basic %o

— 1%
° Physicaland Processing

L

'60% @ 51

information Reading

@ Mental and Processing

@ PhysicalMental and Processing
@ Prefernot to say

e e ornosaings (D 90 o interna space or
Everyday is a stugge for me (D) 89
Paint Makemore Issues
Ifeel lonely a lot of the time _ 800 internal difficult 31% with 37%
| am reliant on other peopleto help _ 59 qul_sand mter_nal damp
me with day to day tasks % CEI|IngS repairs and

mould

. Nurture



Understanding our customers

Keysegment Comparisons ﬁﬁ Cognitive difficulties (%)
It is helpful to seed ad |aa how thésix
segmentscompareto eachother. Thefirst g Oe C e w9
columnsshowthe total for allcustomers. Keepinga conversaiongoing 19 I RREIE SRR 27 307 (161
Following a conversation 15 2 7 3 14 26 56
Difficult to make phone calls 42 8 27 32 56 66 91
Conditions affecting day to day life (%) Difficulty reading 16 =~ 3 13 7 16 26 51
| \ .............................................................. Difficulty understanding leters 24 [ 22 020 22| 41 | 66
0 o 0 2 @ 9 Ignore letters that look official 19 3 10 10 25 21 68
Depression 38 5 24 20 52 75 85 Leavepaperwork to someoneelse 17 5 24 9 30 45
Anxiety 41 8 27 25 60 74 79 Understanding financial information 16 3 13 14 25 60
Insomnia 15 6 20 6 13 30 27
Dyslexia 7 3 6 5 7 9 15
PTSD 9 2 5 2 12 17 28
ADHD 6 1 2 4 n 7 17
Fibromyalgia 7 1 8 2 5 22 12
Eatingdisorder 4 0 3 2 4 12 1
ASD 4 |1 1 2 6 5 12 G Q 0 P w
ocb 6 1 5 4 7 13 13 \\ 4
Deliver Flex Boost Assist Nurture

. Key segmentcomparisons



Tenant Satisfaction Measures

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Understanding our customers

9060C © © H

Reassure Assist Nurture

Total Deliver Flex

Boost

Overall Satisfaction with Time taken to
satisfaction repair service complete your
repair

Overall

Providesa home

Providesa home

Listensto your

that iswell that issafe views and acts
maintained upon them
Deliver Flex Boost

Keepsyou Makesa positive
informed contribution
to your
neighbourhood
Reassure Assist

Approach to
handling anti
social behaviour

Nurture

Approachto
complaints
handling

Keepscommunal
areas clean/
maintained

Treatsme fairly
and with respect



Understanding our customers

Needs

100% 100%
90% 90% 844,
80% 80% 1 1% .

68 .
70% " 70% 66%
610
60% 53y 55 60% 55% - 544,
50% 480 45, 50%
39%
40% 40%
29%
30% 30%
20% 20%
10% 10%
0% 0%

My landlord meets my needs My home meets my needs

Q0 B6OC © ®© H

Total Deliver Flex Boost Reassure Assist Nurture
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Systems thinking
IN consideration
of needs



