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Foreword
The UK social housing sector has reached a turning 
point. The financial, physical and psychological 
wellbeing of many of the sector’s customers is 
under constant pressure from welfare reform 
and the ever-tightening public purse. And the 
sector itself needs to respond (proactively) to the 
recommendations and impending policy changes 
resulting from the Grenfell tragedy.

We believe that Hyde is ideally positioned to 
lead the required sectoral transformation. This 
Customer Strategy 2020-24 goes beyond 
conventional engagement to put the customer 
voice at the heart of how we deliver our services 
now, and in the future.

Our Customer Strategy details our rationale, and 
the actions we will take over the next three years, 
to become truly customer-driven. It will help us 
make meaningful connections between the people 
we serve and the sustainability of our business, 
in a way that meets the current and future needs 
of all of our internal and external stakeholders. In 
doing so, it lays the foundations for our customer 
strategy to 2030 and beyond.

“Creating this Customer Strategy has been 
an important and rewarding exercise. For the 
first time, we have gathered a comprehensive 
body of customer insight, which is helping 
to deepen our understanding of the needs of 
our customers today, and in the future. Our 
customers have been very clear: listen to 
me, empower me and improve my services. 
Equipped with that understanding, we now 
have the opportunity and the resolve to 
ensure they have a positive and meaningful 
experience across all of our services. I am 
excited to continue this conversation with 
our customers, as we take the journey to 
becoming a customer-driven business.”

Susan Stockwell  
Chief Customer Officer
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Introduction

Understanding the sector

We operate in a complex, high-pressure and 
ambiguous housing marketplace, with an 
ever-shifting policy landscape, and evolving 
requirements from our vibrant communities.

Key factors that will shape our own direction of 
travel include: the ongoing impacts of welfare 
reform and austerity on all customers, especially 
benefit-dependent tenants; the dearth of 
affordable housing stock and the associated rise 
in ‘generation rent’; changing UK demographics 
and a shift towards an aging population; and the 
challenges the whole sector faces in responding to 
Dame Judith Hackitt’s report ‘Building a Safer Future’. 

To address this dynamic context, we must fully 
understand our customers, and equip ourselves  
to meet their changing needs.

Gathering insight

Over the last year, we have been carrying out a 
comprehensive, sector-leading body of insight 
gathering, via in-depth customer behaviour 
research alongside traditional market research.

This data is enabling us to analyse and 
understand our customers and their needs with 
unparalleled detail and accuracy, and gain a shared 
understanding of the customer-driven landlord 
they need us to become. The customer voice has 
fundamentally shaped our Customer Strategy 
2020-24 and the programmes of work we are 
planning, and those already underway.

Becoming customer-driven

To deliver these initiatives we also need to look 
inwards, at the ways we work across Hyde, 
and how we will all become more customer-
driven in everything we do. So, in parallel with 
comprehensive service improvements, our strategy 
is built on essential changes to the ways we all 
work, and the provision of tools to help us always 
put the customer first.

There is a clear commercial imperative to being 
customer-driven – it helps us to shape products 
and services, it improves market performance, 
reduces costs to serve, keeps us ahead of 
legislation, future-proofs us and generates 
reputational benefits. Ultimately, it helps us to  
fulfil our mission to provide more people with a  
roof over their head so they can make a home.
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The purpose of our Customer Strategy 2020-24 is 
to set out our approach to providing positive and 
meaningful experiences for our customers, and to 
become a truly customer-driven housing provider.

This strategy is built on in-depth customer  
insight, comprehensive market research, a  
shared ambition and a roadmap for detailed 
service change across the business. It will  
deliver a range of essential outcomes, including:

• A modern customer engagement framework  
to inform all parts of our organisation

• A cultural shift to a customer-driven business, 
powered by our Customer First programme

• A customer performance culture, built with 
clear guidelines and tools, supported by  
new technology and training

• A more trusting relationship with customers, 
where they are treated as equals

• Seamless digital services to increase  
customer access and give them more  
control of their tenancies

• A platform for engaging policymakers  
to help shape sectoral policy.

Purpose Principles
This Customer Strategy underpins our 2050 
Strategic Plan, “A Great Home for Everyone”  
and, in particular, our commitment to becoming a 
truly customer-driven organisation over the next 
thirty years. 

The principles of the Customer Strategy 
2020-24, and its themes and objectives, have 
been developed to help us deliver against the 
overarching 2020-25 objectives of the 2050 
Strategic Plan.

In pursuit of this, we are driven to be a proactive 
housing sector leader, with a commitment to  
do more to meet the challenges facing us, as 
detailed in the Hackitt report. There is also an 
increasingly urgent environmental imperative  
and modernisation agenda.
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Strategic links

Our suite of strategic plans

2050 Strategic Plan: A Great Home for Everyone

Customer Strategy

Asset Management Strategy

Housing Management Strategy

Our vision
A great home for everyone 
We want to provide great  
homes, that are decent, safe  
and energy-efficient, to everyone 
that needs one. 

Our mission
To provide more people with a 
roof over their head so that they 
can make a home 
We will be fair and equitable, 
giving customers more choice 
and the flexibility to live in a Hyde 
home that most suits their needs, 
whatever their stage in life.

Our objectives

Become a truly customer-driven housing provider 

Deliver more of the right homes, in the right places 

Ensure all of our homes are safe, decent and energy-efficient 

Have an efficient, high-performing, and customer-driven culture 

People and Culture Strategy

Portfolio Management Strategy

Development Strategy
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The primary objectives at the heart of our 
Customer Strategy are to:

1 Broaden our customer voice 
(so more customers are heard)

2 Embrace customer-driven  
decision making

3 Improve our customer offer

4 Improve our own performance 
(while reducing customer effort)

All suggested actions and initiatives arising from 
this Strategy are linked to at least one of these  
four objectives.

The strategy will be reviewed every twelve months.

Objectives
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To ensure we can meet the needs of our customers we 
must understand them in the context of our business. 

Understanding our customers
Our customers are diverse, though they tend to be 
older, many having lived in their property for more 
than a decade. While they are generally happy about 
specific events, they have a low opinion of Hyde 
overall. In detail:

• The average customer age is 51 
(41% are aged 45-64)

• 22% are known to have children
• Our average tenancy is 124 months
• 74% of customers rent their homes, most on 

social rent or below market rent tenancies
• 46% are ‘dependent’ and value 1-2-1 interaction
• 40% are ‘independent’ and dissatisfied with 

limited digital solutions
• 65% have no contact from Hyde after moving in
• 65% of customers who rent their home are 

employed
• 89% say they’re financially “struggling”  

or “squeezed”.

We have the opportunity to improve the customer 
experience for 86% of our customers, moving them 
towards a higher level of satisfaction and a lower 
cost to serve.

Scope
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Business overview
The business has areas of significant strength, 
including:

• An emerging trend of improved performance in 
some of our customer service areas targeted 
for improvement, e.g. call answering times  
and complaints handling

• A good track record of delivery on time and  
to budget on construction of new homes

• Consistently performing at or above target for 
customer satisfaction in sales and marketing

• Securing several partnership arrangements over 
the past 12 months, such as Homes for Brighton 
& Hove, Evera and with Homes England.

However, there are some areas of performance 
where the business has room to improve, including:

• Customers’ frustrations with repair services, 
poor communication and time taken to  
deliver services

• Too many incidences of repeat contact, driven 
by multiple hand-offs and slow resolution of 
complex processes

• Key operational processes often relying  
on manual handling, with process mapping  
and ownership not always complete

• Our mixed record on delivering big projects – 
though the situation is improving

• A low level of digitisation in our service model 
and how these services are delivered.

Tackling these areas for improvement will  
require a multifactorial approach, including:

• Shaping and embracing a more  
customer-driven culture

• Redesigning services and delivery  
processes to enable colleagues to  
increase operational efficiency.
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A dynamic environment

Despite significant market uncertainty, housing 
associations continue to play a huge part in helping 
to tackle the housing crisis. The sector completed 
more than 43,000 homes during 2018 – a 12%  
rise over 2017 figures. These are encouraging 
results, though they should be seen in context 
of the reported need for some  45,000+ social/
affordable homes annually.1

Furthermore, the Grenfell tragedy will, 
understandably, continue to fundamentally 
transform our sector and drive policy change, 
as well as presenting opportunities to positively 
reframe broader societal attitudes towards 
customers of social housing.

The Hackitt Report presents a wide range of 
challenges, including its recommendation of 
far more robust building safety reviews, and the 
need for housing associations to take on ‘duty 
holder’ responsibilities. It also calls for improved 
transparency and communication to help empower 
tenants, which poses a challenge for equipping our 
own employees with the skills and tools they need 
to do their jobs in this new environment.

The UK political landscape will likely present 
significant instability over the coming years, in 
large part due to Brexit, which could have potential 
knock-on effects on public funding regimes, as well 
as availability of materials and labour. GDPR also 
presents practical challenges to the sector in terms of 
how we gather, store and secure our customers’ data.

Background – Market context
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Demographic shifts
The demographics of the UK population, and  
of our own customer base, are changing:

In 2017, around 4 million homes in the UK – some 
17% of overall stock – was social housing.2

There are currently around 691,000 older renters  
in the UK, and 1.17m younger trapped renters.3 

Mental health issues are on the rise, with around  
2 million UK adults expected to have mental health 
problems by 2030 – a situation exacerbated by  
the austerity-driven erosion of social services.5

There is a reported rise in people wanting to  
live on their own, or living in under-occupied 
households, which is increasing the pressure on 
available housing. For example, in 2017 around 
36% of England’s 23 million households were 
under-occupied.4

The UK has an aging population, with around 18% 
of the nation aged over 65 in 2017, a >2% rise in  
10 years. This proportion is projected to reach 
nearly 21% by 2027, and will require an increase  
in age-related services and sheltered units.

Customer expectations are increasingly geared 
towards digital solutions, with 90% of people 
expecting companies to have online services.6  
This trend will continue to drive a radical change  
in how services are provided. However, half of non-
users of the internet live in social housing.

4 2691,000 older renters  
in the uk

million uk homes  
are social housing

million adults expected to  
have metal health problems

18%36% 10%of the nation  
aged over 65

of England’s household were 
under-occupied in 2017

of people are non-users  
of the internet
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Implications for tenancy
Welfare reform is having a significant and 
unwelcome impact on many housing tenants. 
A raft of benefits changes since 2010 (including 
Universal Credit, the bedroom tax, and the benefits 
cap and freeze) compounded by austerity and 
public sector cuts, have severely impacted benefit-
dependent tenants, especially lone parents, large 
families and disabled households.

These changes have contributed to a cohort of 
some 1.27 million people now classed as being 
in the greatest need. This includes 631,000 in 
hazardous conditions; 240,000 in overcrowded 
accommodation; 194,000 living with ill health or 
disability; 128,000 rough sleeping; and 79,900 
homeless and in temporary accommodation.7

Key tenant risk factors include food and fuel 
poverty, financial exclusion, lack of access to  
social care, and increasing tenancy arrears. It is  
a key challenge to maximise income while helping 
to minimise risk to tenants, especially in regard to 
potential homelessness. We explore how we plan 
to mitigate these risks later in the document.

A lack of affordable housing stock and a 5% 
annual rise in house prices is set to swell the 
ranks of ‘generation rent’ – with more than half of 
under-40s expected to be living in landlord-owned 
properties by 2025. However, housing association 
developments, particularly in the South East, 
are increasingly limited by a lack of available/
affordable land, and a lack of government subsidy. 
Furthermore, the sector is still operating under the 
Welfare Reform Act 2016, and its mandated annual 
1% reduction in social housing rents – meaning 
we need to improve customer satisfaction while 
reducing operational costs.
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Underpinning our Customer Strategy 2020-24 is a body 
of rich customer insight. To gather this data we adopted 
a robust, evidence-based process that engaged across 
all of our customer segments. We also benchmarked 
ourselves against customer performance in the sector. 

Maturity assessment and 
benchmarking

Before we began our customer insight programme, we 
sought to benchmark ourselves against best-practice,  
and against the performance of our competitors.

In late 2018 we commissioned a leading customer 
experience and strategy consultancy to conduct an 
independent assessment of our customer-driven 
maturity, using a proven methodology. They evaluated 
us with a maturity score of 1.8 out of 5, rating us higher 
in areas like customer culture and customer insight, but 
lower against customer service design and delivery.

This overall ranking places us as ‘Emergent’ on the 
maturity scale, which presents a clear opportunity  
to improve across multiple axes. Our aim is to  
increase our overall customer maturity rating to  
3+ by 2024, becoming customer-driven and 
transforming the internal and external experience  
of the customer journey.

Background – Customer insight

Strategy
There is a consensus 
around 90% of Hyde’s 
activities, but the 
remaining 10% provide the 
space for disagreement, 
limiting the benefits of a 
shared ambition.

Insight
There is no single definition 
of Hyde’s customers. There 
is a lot of data collection, 
across the business, but 
this is not translated into 
meaningful insight.

Design
There is an element of 
unconscious incompetence 
at Hyde, in that errors have 
been built into processes 
over time, leaving many  
services difficult to manage.

Culture
The organisation suffers 
from silo  working and a 
blame culture. This is likely 
to be exacerbated by a 
resistance to change felt 
across the business.

Measurement
Hyde suffers from 
conflicting KPIs and no 
authentic voice of the 
customer. This limits 
joined-up thinking and the 
ability for the team to act 
collaboratively. 

Delivery 
The organisation has  
a reactive, rather than  
a proactive, response  
to opportunities and  
problems. Tech legacies 
are exacerbated by limited 
commitment.

1.8

2.2

1.8

1.9

1.3

2.4

1.4
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Customer research methodology
Fully understanding our customers will provide  
an essential foundation to the creation of our  
long-term customer strategy.

Specific objectives for the insight programme 
were to:

• Audit and analyse existing customer data
• Conduct qualitative, quantitative and 

ethnographic customer research
• Produce behavioural customer personas
• Identify drivers of satisfaction and 

dissatisfaction
• Map existing customer journeys, and identify 

customer needs and opportunities.

We also:

• Used several research methods including 
social media analysis to validate key themes

• Interviewed practitioners in the housing sector
• Consulted with industry benchmark reports.

Throughout we positioned the work carefully, to 
secure customer engagement and participation 
in the research, while being representative of 
and sensitive to the demographic profile of our 
customer groups.

The key research methods included:

1,000+
Survey responses analysed to understand 
drivers of customer satisfaction/ 
dissatisfaction.

65
Interviews conducted via phone and  
at customer workshops.

125+ 
Industry and sector reports analysed.
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Customer insight and 
segmentation
The insight gathered from this comprehensive 
engagement programme has allowed us to build 
a deeper, more nuanced understanding of our 
customers than ever before.

We are currently analysing this data to build a 
range of ways to segment customers against a 
range of axes. This includes customer persona 
segmentations and segmenting by customers’ 
wants and needs; by drivers of customer 
satisfaction and dissatisfaction across all phases 
of the customer lifecycle (selection, move in, home 
management, move out); and by demographics 
such as location, tenant type, tenancy length, age 
band, income, and arrears level.

This rich insight is invaluable to us understanding 
the drivers of behaviour that affect the customer 
experience, while also helping employees reconcile 
the needs of our increasingly diverse customer base.

While we can’t respond to every view and meet 
every need, the gathered insight allows us to  
better predict customer requirements and  
focus our resource much more effectively.

By helping shape our Customer Strategy, the 
insight programme is integral to us achieving 
a sector-leading position as a customer-driven 
organisation.

The customer voice…

“They rarely get you 
through to the right 
person. If not, they say 
someone will get back 
to you and they don’t.”

“I am old. What’s the 
point of complaining if 
nothing gets done!”

“My problem is with 
repairs and service 
charge – it took them a 
long time to resolve my 
issue. I just give up now.”

The customer voice…

“They rarely get you 
through to the right 
person. If not, they say 
someone will get back  
to you and they don’t.”

“I am old. What’s the 
point of complaining if 
nothing gets done!”

“My problem is with 
repairs and service 
charge – it took them a 
long time to resolve my 
issue. I just give up now.”
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Our response – Strategic direction
Our Customer Strategy 2020-24 draws on a number 
of elements: our purpose to provide positive and 
meaningful experiences for our customers, a wealth 
of robust customer insight, comprehensive market 
research, and a roadmap to deliver detailed service 
change across the business. 

How customers inform 
our thinking

Emerging 
strategic themes

Three core principles 
emerged from the 
customer insight. In 
customers’ own words: 
listen to me; empower me; 
and improve my services.

This response was so 
consistent and heartfelt, 
and so in-tune with the 
wider insight and sectoral 
context, that we have used 
it to shape the three themes 
of our Customer Strategy 
2020-24, and which we 
explore in later sections.Our Strategic 

thinking 
(Strategic Plan)

Our Approach 
(Customer Strategy)

Our Offer 
(e.g. Asset Management 

Strategy, Strategic  
Portfolio Strategy)

Customers
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Our approach to becoming customer-driven

1 2 3 4 5

Discovery

• We embarked on an audit 
 of our proposition and 
 service, to understand 
 how a systematic 
 improvement could be 
 made that delivered 
 quality, efficiency and 
 empowerment.
• This insight was used to 
 design year one of the 
   Customer First programme.

• Having identified the core 
 needs, the Customer 
 Programme must deliver 
 on the first iteration of 
 the Customer Strategy.
• Across a three-year 
 roadmap we will introduce 
 a minimum standard of 
 customer experience to 
 drive CSAT and reduce 
 cost to serve.

• We are in a post-Grenfell 
 world where customer 
 experience will be 
 affected by changes 
 beyond our control.
• We don’t need to meet 
 every need. However, the 
 use of insight will enable 
 us to move from reactive 
 to predictive, allowing us 
 to focus resource.

• We have the ability 
 to make a meaningful 
 connection between 
 customers and 
 the sustainability of 
 our business.
• We will use this approach 
 to meet the needs of 
 current and future 
 customers, stakeholders, 
 regulators and financiers.

• We will implement the 
 communications plan 
 to drive engagement 
 and action.

Identify 
strategic 
themes that
will drive 
our approach 

Deliver on
Promises

Be an
Exemplar Transform Celebrate

Listen to me 

Fixing the basics
Year 1 customer programme

Becoming customer-driven
Developing the 5-year strategy

Being customer-
driven

Empower me 

Improve my services

2018 2019 - 2023 2024

Aligned with our objectives
These three strategic themes tightly align to our 
high-level strategic objectives for customers.

Emerging Strategic Strategic objective

Listen to me

Broaden our 
customer voice 
(so more customers 
are heard)

Empower me
Embrace customer-
driven decision 
making

Improve my 
services

Improve our 
customer offer

Improve our own 
performance 
(while reducing 
customer effort)
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Our response – Listen to me (strategic theme #1)
Why this theme?
What our customers are telling us could not 
be clearer: we must strive to understand and 
empathise with their views and concerns, and 
reflect their input in our plans. Furthermore, we 
should listen to them in a way that is authentic – 
meeting them in their world, rather than expecting 
them to come to ours. 

This enables us to experience the reality of our 
customers’ lives and better understand their 
concerns. It also encourages their ongoing 
involvement, and empowers them to take more 
control of their tenancies and communities.

What we’re doing 
(programmes and initiatives)

We will listen to customers (social and private 
tenants, shared owners and leaseholders)  
across every part of the customer experience  
and understand their needs, utilising our new 
customer survey and insight capabilities.  
Specific activities include:

• Engagement framework: We will create an 
advanced, modern customer engagement 

framework that will actively seek customer 
views to inform all parts of our organisation. 
This will enable us to build a truly customer-
driven culture within Hyde.

• Feedback channels: We will further develop 
our real-time customer feedback channels, 
so we can track customer experience in the 
moment and capture the wider customer  
voice. This will enable us to react quickly  
to any issues as they arise.

• Outreach: We will create new outreach 
engagement activities – via both new and 
existing customer events – to seek the views 
of all of our customers (not just the same 
residents), especially those who are harder 
to reach. We will facilitate this by linking 
up engagement activities with our Hyde 
Foundation teams.

• Right channels: We will engage our customers 
via channels that suit them, especially digital. 
We will go to them, rather than expecting them 
to come to us.

• Future customers: We will engage with 
potential future customers on an ongoing  
basis to understand their needs and to help  
us anticipate future requirements.

• Reshape regulation: We will seek to engage 
policymakers to help reshape policy for  
the sector.

Our ambition:

We will engage all of our customers in 
ways that fit into their lives, giving them 
opportunities to be heard across a range 
of channels, and have their views and 
needs taken into account. As champions 
of the customer voice, we work with them 
to shape the development and delivery 
of our services, and to influence tenancy 
and welfare policy.

46%
of customers want more compassionate, 
empathetic service delivery.
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Our ambition:

We will have relationships of mutual 
trust with our customers, treating them 
as equals, and ensuring they are fully 
informed in decisions that influence their 
home, neighbourhood and community. 
They will have the tools they need to 
manage their tenancies, and be involved 
in the continuous improvement of those 
platforms.

49%
of customers want accessible, self-serve 
channels with clear information.

Our response – Empower me (strategic theme #2)
Why this theme?
There is huge potential for social housing 
to provide the foundations for thriving 
neighbourhoods, built around more empowered 
customers and communities. Research from 
Shelter shows that residents are happier when they 
are effectively involved in decisions about their 
homes and their tenancy, and the Hackitt Report is 
also calling for increased customer empowerment 
across the housing sector. It’s our responsibility 
to facilitate this with ease and speed of service, 
transparent and accurate information, a choice  
of channels and robust self-serve options that  
fit into our customers’ lives. 

What we’re doing 
(programmes and initiatives)

We will reduce customer effort, so our customers 
can easily access the information they require, 
through a channel of their choice, and at a time 
that suits them. Specific activities include:

• Digital access: We will give customers the 
tools they need, with online access to their 
information 24/7. Through our self-serve 
channels they will be able to access everything, 

from viewing their current balance, to booking, 
viewing and tracking a repair.

• Financial advice: We will support customers 
who need it with proactive financial advice at 
the start of their relationship with Hyde. We 
will also support them through changes such 
as moving to Universal Credit, and guiding 
them on how best to manage the transition. 
Our payment options will provide choice and 
support, with the Hyde Foundation supporting 
those in most need or at times of crisis.

• Joined-up services: We will create 
partnerships with other organisations to 
provide our customers with services that fall 
outside of our expertise. This includes, for 
example, the Love London Working partnership.

• Signposting: When needed we will signpost our 
customers to other agencies for further advice 
and support, such as food banks and mental 
health services.

• Trust: We will treat our customers as equals 
and adults, trusting them with tools that give 
them more control of their information and 
their tenancies.
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Our response – Improve my services (strategic theme #3)
Why this theme?
Our customers expect and deserve a better, 
more consistent level of service from us. To 
deliver this we will embrace a customer-focused 
reorganisation of our service delivery and  
the ways we work, and support this with  
higher-quality communications. 

What we’re doing 
(programmes and initiatives)

We will ensure our services meet customer 
expectations and prevent service failure such  
as repeat contact and complaints. Specific 
activities include:

• Customer experience: When our customers do 
need to contact us, they will have a seamless 
experience through a range of channels to suit 
their needs or preference. For example, we are 
creating customer journey plans for each key 
process to ensure we can optimise the customer 
experience throughout the tenancy lifecycle.

• Technology: We are investing in our employees 
through new technology and training, to ensure 
they are equipped to deliver customer-driven 
services.

• Collaborative working: We are creating teams 
who collaborate to improve cost efficiency 
while putting the customer at the heart of 
everything they do. We will facilitate this by 
introducing a customer performance culture, 
providing clear guidelines and tools for how we 
communicate with customers, and reviewing 
how we structure ourselves to best support  
this way of working.

• Proactive contact: We will contact customers 
proactively to provide them with information 
and timely reminders, and help prevent them 
getting into debt. This includes via our online 
forums and outbound communications, such 
as text messages and emails.

• Clarity on services: We will ensure our 
customers have a clear and simple view of all 
of the services we charge for, with information 
online for customers who prefer this channel.

Our ambition:
We will be a modern, digital organisation 
with a range of online and offline service 
solutions that are intuitive, seamless 
and customer-driven. Our colleagues 
will be equipped and empowered to help 
customers to manage their tenancies 
their way.

50%
of customer concerns are on fixing the 
basics and keeping our promises.
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Our response – Towards a customer-driven culture
The future of customer engagement is built on 
true consultation and mutual trust between our 
people and our customers. We must listen and act 
together. Customers must feel valued and know 
that their input will lead to meaningful change. This 
requires a mindset at Hyde – led from the top – 
that putting customers first is everybody’s job. 

How we engage our colleagues to create this 
customer-driven culture is as important as how 
we engage our customers. So we will listen to our 
employees and partners; empower them to deliver and 
put the customer first; improve our technology and 
systems, and provide the required training.

Customer First
Our Customer First programme sits at the heart of 
our cultural shift to a customer-driven business. 
Through Customer First we want:

• Customers and employees to feel valued  
and important

• Services to run smoothly, be effortless, 
seamless, integrated and easy

• Customer experiences to be simple, clear  
and consistent, leading to positive outcomes 
and increased customer satisfaction

• To work collaboratively across the business, 
leading to improved productivity and efficiency.

Customer First includes a range of initiatives that 
will improve our services:

• Investing in our people: Our Customer First 
training programme is equipping colleagues 
with the skills and resources to provide a better, 
more consistent service to customers.

• Going digital: We are launching flexible print 
and mail services to reduce paperwork and 
increase our use of digital information. This will 
support improved customer communications 
and deliver value for money.

• Clearer communications: Our new customer 
communication guidelines will help ensure our 
communications are consistently clear, simple 
and easy to understand.

• Fast and responsive: The Rate My Service 
facility allows us to respond to real-time 
customer feedback, so we can spot when 
things go wrong and act quickly to fix them.

• Secure payment: Our Easy Pay service offers 
customers a smarter, quicker and more secure 
way to pay.

• Self-serve: The MyAccount facility enables our 
customers to manage their account online.
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Customer First builds on other programmes that aim 
to ensure colleagues have access to the information, 
tools and compliance guidance they need to be 
customer-focused. For example, we are equipping 
colleagues with:

• New Intranet and workplace communications 
software

• Upgraded telephony, new smartphones and 
other equipment

• Training to upskill employees on using these 
new tools.

Customer First provides a range of benefits. It will:

• Reduce failures: We will cut repeat contact and 
complaints to focus on efficient and positive 
customer contacts.

• Increase customer satisfaction: We will fix 
customer pain points and focus on a longer-
term approach to getting our service right.

• Increase efficiency: Better processes and 
training will allow our teams to spend time 
being proactive rather than reactive.

• Improve our systems: Robust case 
management tools will enable customers  
to self-serve.
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Aligned to our values
We also want to ensure that our Customer First 
programme, and the ways we interact with 
customers and each other, builds on our four 
Hyde values and associated behaviours:

• We’re open: We empower our customers 
with tools and information, we signpost 
partners and supporting services, and we work 
collaboratively, with everyone empowered to 
challenge and improve.

• We’re professional: We own every action 
and interaction, and we do not allow a blame 
culture.

• We’re ambitious: We are a transformative  
force in rented housing, a policy influencer  
who champions the rights of all tenants.

• We’re doers: We get it right first time, every  
one of us proactively taking responsibility  
for our customers and each other.

We aim to live our values by changing mind-sets 
and everyday working practices, including:

• Understanding that being compliant delivers 
safer homes

• Treating data as one of the most important 
assets across the organisation, including: 
identifying and escalating data issues and 
service requests, and adhering to new 
standardised data policies and procedures. 

• Always putting ourselves in the customer’s 
shoes, asking: “What’s the impact on the 
customer’s experience?”, and “What will this  
feel like/look like for the customer?”

A leadership framework will also be put in place to 
help ensure leaders are equipped to communicate, 
advocate, coach and support resilience for all  
our employees.
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Conclusion
This Customer Strategy 2020-24 presents a 
high-level view of the road ahead. It will continue 
to evolve, and be shaped by, input from all of 
our stakeholders, and by our progress against 
emerging targets.

It will include a growing range of stretching 
initiatives and metrics to improve the ways we 
listen to, and act upon, the needs of our customers 
and our colleagues, and to provide a good-practice 
guide to help us become a customer-driven 
organisation.

By 2024, our Customer Strategy, and its associated 
programmes and actions, will have helped us to 
develop a deeper understanding of our customers 
and our business. It will have fuelled improvement 
in our customer relationships, and it will have 
helped us shape better, more efficient services 
that support our customers through increasingly 
challenging times.

As such, this Customer Strategy is a key milestone 
in our customer journey to 2030 and beyond.
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Contacts

Susan Stockwell 
Chief Customer Officer 
susan.stockwell@hyde-housing.co.uk

Wendy Edwards 
Customer Strategy and Programme Director 
wendy.edwards@hyde-housing.co.uk
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