
THAMES WATER

M I N I M I S I N G  W A T E R  I M P A C T  O F  T H E  B U I L T  E N V I R O N M E N T
A  G L O B A L  K N O W L E D G E  S H A R E  

2 N D D E C E M B E R ,  A R U P  O F F I C E S ,  L O N D O N



Thames Water & Water Efficiency

Andrew Tucker & Rosie Rand
Water Efficiency

WATEF Presentation



Water Efficiency – Why?



Water Efficiency – Why?



Perception is often stronger than reality

5



Water efficiency
Significant increase in investment and savings in AMP6

AMP 5  (2010 -2015)

Investment

Saving

AMP 6
(2015-
2020)

£

£

38.8 Ml/d



Previous water efficiency projects



Save Water Swindon

Target
• 1 Ml/d water saving by end of 2014.

Save Water Swindon started as a partnership project with TW, WWF & 
Waterwise in 2010, and since then Thames Water have continued activities in 
Swindon 



Save Water Swindon
Summary of water savings

1 Ml/d Target 
Achieved!! 

• Water Savings = 1.78 Ml/d (1.19 
Ml/d HH only)

• 30% of Swindon homes took part.
• 4,312 Home Visit Installs
• 20,154 DIY Kits
• > 96,000 water saving devices 

were supplied or fitted.



Swindon Mailings
Continual improvement



Swindon Water Savings

 Sample Size Change in Water 
consumption (l/d) 

Percentage Change in 
Water Consumption 

Home Visit Installs 18 -48.5 -6.1% 

DIY Kit Requests 15 -41.1 -13.7% 
 

 Sample Size 
Average Water 
Consumption 
Before (l/d) 

Average Water 
Consumption After 

(l/d) 

Change in Water 
consumption (l/d) 

Home Visit Install 1199 234 222 -12.4 

DIY Kit Request 5286 266 259 -7.3 
 

Measured Savings of Metered Households

Measured Savings of Logged Households

Unfortunately the small sample sizes are not adequate to draw any significant 
conclusions from the logger data.

Note: this is just metered properties and there could be greater savings from un-
metered properties

DMA – no visible savings



10 Step blueprint for future 
campaigns
1. Choose a well-defined community (with a focal river if 

possible)
2. Plan your evaluation activities up front
3. Allow time to find partners and agree plan 
4. Maximise your offer 
5. Offer useful appointment times
6. Create a buzz with a local communications campaign 
7. Use recruitment methods and messages that work
8. Ensure quick turnaround of appointments to reduce drop-

out rates
9. Make sure installers are delivering the right messages in 

the home
10.Ensure clear post visit communication channels (and have 

a plan if things go wrong)



Fixed Network Trial
Leaky Loo Results

Analysis:
• Our analysis suggests the average leaky loo repair 

saved 405 l/day (where data shows a saving)
• Or 212 l/d if you include the properties where there 

were no obvious savings. 

650 l/day saved 
after fixing a leaky 
loo



Fixed Network Trial
Market Research



Water Efficiency 
AMP 6 Programme



Water Efficiency:  AMP6 Programmes
• Smarter Home Visits (SHV) – London  & Thames Valley

• Thames ‘TAP App’ – improve customer engagement and data collection

• Water Energy Calculator – Thames Water website, customer engagement

• Weff Comms – new full-time comms role on Weff engagement 

• Local Authorities & Housing Associations – free devices & engagement

• Multi Faith Weff engagement – develop messaging for 5 main UK faith groups

• Business water audits – AMR, fixes and case studies

• Free WEFF device – new portals for households, non-household, trade

• Water Efficiency Schools Programme (WESP) – engagement, AMR, retrofit

• Regional Programmes - SHVs in C4K, Newbury, Oxford

• Wastage – new schemes to fix customer side leaks / toilets 

• Collaborative Fund - Leaky Loos Project

• Work with developers / new build



Progressive Metering Programme



Smarter Home Visits and Leaky Loo 
fixes

Letter 
Mailing

Phone Call/ 
Door Knock

SHV 
booked/ 
agreed 

immediately

Install water 
saving 

products

TAP app 
Water 
Energy 

Calculator

HH specific 
water use 
report & 

potential £ 
savings

Wastage 
identified & 

fixed 
(leaking 
toilets)



The Smarter Home Visits
Thames Water and Groundwork



Thames Water – ‘TAP App’
Interactive in-home engagement software



Thames Water – ‘TAP App’
Water Report



Thames Water – ‘TAP App’
Interactive water efficiency in-home engagement software

Water Saving Device 
stock management system

Water 
Savings 
Reports

TAP Report emailed / 
posted to customer

TAP App

Database

http://en.wikipedia.org/wiki/File:Thames_Water_logo.svg
http://en.wikipedia.org/wiki/File:Thames_Water_logo.svg


Smarter Home Visits
• Biggest single water efficiency initiative in UK water sector

• Target is 30,950 SHVs in London for 15/16 

• SHVs are being delivered in 5 London boroughs – Bexley, 
Greenwich, Islington, Camden, Enfield. (Progressive Metering Programme 15-

16)

• As at end-Nov, delivered +17,500 SHVs

• Delivering approx. 3 - 3,500 SHVs per month

• Installed +35,000 free water & energy saving devices

• Groundwork delivering SHVs.  25 SHV Advisers.  ~20 
engagement and comms staff.

• Oxford = 900   Newbury = 150

• Free ‘Leaky-Loo fix from August



London Smarter Home Visit team  ……most of it

Thames Water and Groundwork



What customers are saying
“….thank you very much for your visit today. You 
were very polite and clear with the information 
you passed on, and I felt comfortable with you in 
my home, and discussing the various topics with 
me. You also gave really good, sound advice on 
how to save water (and money!) and I really 
appreciate this. I am impressed Thames Water 
is investing in this service and you are a great 
example of how the personal touch really does 
help!
Please pass this on to your management team, I 
hope they value the good work you are doing.”
Bexley resident

“The lady that came to my house 
was very polite courteous and 
informative. I am very happy with 
my new water saving items”
Greenwich resident

“The costumer service was very 
good. The engineer explanation on 
water efficiency good and install 
some equipment to make it 
efficiency a reality Thanks”
Greenwich resident

“Water man very helpful with advice 
on how to save water and keep cost 
down ”
Bexley resident

“He patiently explained every thing in detail. Fitted 
the water saving devices neatly. He was polite all 
throughout. A real asset to Thames Water”
Greenwich resident

“Well the gentleman knew exactly what he was talking about. I study about renewable 
sources (as I am training to become an electrician). He was well educated around this as 
I was. It seems you're select staff are trained to help customers to become aware of 
their energy consumption & how to reduce it. This I find valuable & he had very good 
ideas for saving energy. Renewable sources are our future. Keep up your good work!”
Greenwich resident



Water Efficiency Schools Programme



• Propelair WCs
• Cistermiser urinal sensors
• Cistermiser sensor taps

Non-household case study
Clearwater Court bathroom trial

• 83% water reduction 
• Pre-refurb water use was 

already reasonably 
efficient 



Clearwater Court – Bathroom fitting trial
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Engagement and Offers



Materials and messaging
Digital and print editorial and advertising
Our summer water efficiency campaign in Oxford and Banbury 
included pay per click and newspaper editorial, print and website 
advertising.
PPC ad Newspaper web and print Editorial



Materials and messaging
Stakeholder engagement
We are also working more closely than ever before to engage with all 
relevant stakeholders in Oxford and Newbury; from police, large 
employers and charities right down to Neighbourhood Watch groups 
and residents associations.
These are acting as our ambassadors and spreading the word for us 
through newsletters, websites, internal and social networks and 
traditional promotional methods



Materials and messaging
Social media
As part of our multi-channel approach to promoting water efficiency, we 
have utilised social media posts, a Twitter banner and our website hero 
to promote Smarter Home Visits and freebies. We also used a 
Love2Shop voucher competition to generate additional freebie orders.



Materials and messaging
Radio
We have used radio adverts to promote our Smarter Home Visits in 
Oxford and also our energy campaign. These aired on several Thames 
Valley and London commercial stations.
Adverts – click to play



Water Efficiency Schools Programme



Research
Faith and Cultural Water Use



Multi-Faith water efficiency study (LSx & UCL)

• Work in partnership with London’s key faith/cultural groups
• Identify religious/cultural specific water requirements
• Develop messaging/materials to help each group



Water in Religion  - Literature Review
Faith Religious Beliefs Religious Practice Attitudes to

Conservation
Islam Water is both a generative and

destructive force but cleanses in
its destruction.

Ritual ablution; Ghusl (bathing), and
Wudhu (ablution for the 5 daily prayers).
The tradition of public wells and fountains
is seen as a means of ongoing charity
after ones death.

God dislikes excess or
wastefulness.

Judaism Water purifies and brings life,
whilst the scarcity of water or
drought has been seen as a
punishment in the Biblical
context.

Ritual ablution: the washing of hands
before a meal, ritual bath after contact
with a dead body or the completion of a
menstrual cycle.

Natural resources should
not be wasted as they are
finite and irreplaceable.

Christianity Water purifies; once baptised,
one is absolved of original sin.

Baptism- comprises of either complete
immersion as in the case of the
Pentecostal Faith, or the anointing of the
top of the head as in the Church of
England.

Natural resources should
not be wasted. People are
responsible for stewardship
of creation.

Sikhism Scriptures preach an attitude of
“oneness” between all living
things with water being one of
the elements that are considered
to be God’s temple and abode.
Water purifies and sanctifies.

Amrit (sweetened holy water) is drunk,
sprinkled and used for bathing and to
perform initiation rites of Amrit Sanskar
into the Sikh faith.

Preaches a harmonious co-
existence with the natural
world; no destructive or
wasteful behaviour so as to
achieve release from the
cycle of reincarnation.

Hinduism Bathing in any one of the 7
sacred rivers purifies the bather
as they flow from Lord Vishnu’s
toes. The confluence of two or
more rivers is considered a
sacred location.

Water is used as part of the prayer rituals
or puja and plays a critical role in funerary
rites; water marks the perimeter of the
funeral pyre and after cremation, the
ashes are scattered in flowing water.
Hindus are expected to take a ritual bath
first thing in the morning.

Respecting nature is part of
a Hindu’s Dharma or
religious duty thus any kind
of destructive or wasteful
behaviour is unacceptable.



• Key faith teachings and values that can encourage relevance to 
water efficiency   - religious seasons, festivals, appropriate 
behaviour change programmes.  

• Some water saving campaigns, ideas and key messages that 
could be well received with certain members (segment) of the group 
that will enable people to use less water as they cook and clean in 
their homes. 

• Identifying the most appropriate individual, institution or 
messenger to engage with their friends and neighbours and 
become exemplars in their community. 

• Barriers and key issues to be aware of when working with people of 
different faith.

Faith Research  - Aims



Faith Research  - Key Recommendations
• The range of cultural and religious values of communities across London 

are important when developing messages appropriate to the audience. 
Religious or cultural values may act as a barrier or obstacle to campaigns 

• Care should be used when considering your audience. Eg. when engaging 
people on cooking methods it would only be effective to engage the older 
women in the household in some communities 

• Campaign activities should work alongside existing activities and events
within the place of worship to ensure maximum outreach.

• The religious leader in all the communities studied is instrumental to the 
success of any campaign run with religious groups across London. 

• The organisation which delivers the campaign or message will contribute 
towards its effectiveness as different organisations were seen more favourably 
by each community.   Potential delivery organisations include Thames Water, 
Charities or academics. 



Thank you
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