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Building relationships…
…realising the potential in our communities

We don’t just want to be good at Customer Service, we want to be great.
Social housing isn’t exactly known for being the best out there when it comes to service
providers...we think of John Lewis, Virgin, Apple or First Direct. But why not Red Kite?
Yes we are still young and we know there are many challenges we face, but we also know
how much potential there is in our staff and in our community. We know if we employ the
right approach, we can tap into that potential to become truly great in the eyes of our
customers.
This strategy sets out how we intend to realise that ambition over the next three years.

The vision:
What this strategy will achieve
As a truly tenant-led organisation, we’re focused on providing excellent customer services
and we recognise the need to do so in a way that also provides value for money. We believe
that as the largest social landlord within the Wycombe district, we have a unique
opportunity to be more than simply a provider of social housing. We have the ability to be
a trusted local business, a community organisation that can be seen as a ‘supportive
partner’ by existing and potential customers within the community.
Whether it is how we provide our services (such as social housing for those in need), or how
we help people to better their own circumstances (such as working in partnership with
support agencies, which is detailed in our Inclusion and Wellbeing Strategy), our role is to
work with our customers, not just for them.
This strategy has been created with the help and direction of some of our involved
customers, and will be reviewed at least once every three years, again with our customers.
Our Head of Relationships will facilitate those reviews. The strategy provides an
operational link between our corporate objectives and our front line services in order that
we can achieve our corporate vision to ‘realise the potential in our communities’.
Specifically, in the context of this strategy:

To realise the potential in our communities…by embracing
the value in our relationships with customers

Strategic summary
Vision:
“To realise the potential in our
communities…by embracing the
value in our relationships with
customers”

Priorities:
Our customers told us to…
1 – “Know your stuff”
2 – “Know me”
3 – “Give me choices”
4 – “Make it easy”
5 – “Value me”
6 – “Trust me”
7 – “Reassure me”
8 – “Help me do more”

Objectives:
Our Customers expect us to…
1 – “Get the basics right”
2 – “Be there for me”
3 – “Make it count”
4 – “Work together”

Background:
Where we’ve come from
In 2011, tenants voted for change, they voted for greater community focus and investment
in their homes. Over the last five years of our journey, we’ve created a very different
culture and business, improving on what our customers were used to. From creating new
staffing structures based on the functions we perform for our customers, through to being
recognised as one of the most innovative Housing Associations in Inside Housing’s Dolphin
Innovation Index. We’ve come a long way in a relatively short space of time.
At every turn our tenants have shaped the services we provide. They’ve
been involved in recruitment and community engagement work as well as
procuring major contracts and holding us (and our partners) to account in
the pursuit of the Red Kite they voted for.
With a strong Board, Executive, Senior
Management Team and a pool of talented
staff and volunteers, we are set for the next
step in our journey.

Background:
Where we’ve come from

(cont’d)

We’ve already made great progress, but there is more we need to do. We will use
technology to become more efficient, more accessible and a better landlord so that our
customers can enjoy dealing with us, whilst providing value for money and meeting the
challenges that we face.
We know our processes need to be efficient and effective, making the best of what we have
available and being innovative to achieve the best results. We also have to recruit and retain
the right people whilst providing an environment and support that allows those people to be
the best that they can be.
With these three elements of People, Process and Technology, we can achieve everything
our customers expect of us and more.
To support all of those elements, this strategy sets out our approach.

Where we are now:

Considerations:
The need for this strategy
Before we embark on the next steps of our journey, we need to consider the risks and
challenges we face on the road to success. Our Corporate Journey has already set the tone
for our long term ambitions, but here we explore some of the more specific considerations
that we must address in our attempt to deliver excellent customer services.

Customer service
The economy

Considerations:
‘The sector norm’
We operate in a sector that is not particularly well known for the quality of its service
amidst a backdrop of government welfare cuts and internal-only, sector benchmarked
standards. We know our customers don’t necessarily compare us with our peers in housing,
but when a customer books an appointment with us for a repair, how they are treated and
their experience, will be remembered and compared to other experiences they have had.
One example may be to compare the experience of speaking to us on the phone, with
speaking to their utility company or mobile phone provider.
We believe that excellent customer service can be a business benefit, not just in the
private sector, but in housing too. We expect great value for money when we buy products
or services from others, so why should we accept anything less than great value services
from our landlord or community partners too? To overcome this challenge, we won’t just
look internally to review our performance, we will also compare ourselves with businesses
from other sectors. We don’t want to be part of a sector of clones; we’re a new business
model with a vision to aspire to be the best we can be.

Considerations:
Technology – a solution, not just a barrier
Some of the barriers that we face include the need to implement new technology to deliver
services efficiently. We know that technology can provide the answers to many of our day
to day challenges, so we have an IT Roadmap that is designed to allow us to improve.
Technology can allow our customers to self-serve, our staff to access information, to
resolve enquiries faster and more consistently, as well as providing real long term savings in
how we operate. In order to deliver the best customer services we can, we will embrace
new technology, investing now to save in the future and being open to innovative ways of
working.
One key area we will embrace over the coming years, is the implementation of CRM –
Customer Relationship Management. Using CRM, we will make better use of workflow
processes and visibility of customer interactions. We will streamline our services and
improve our management of customer information, in order to create a ‘single view of the
customer’ for all staff, whilst at the same time providing a personal and relevant service.
Embracing CRM will enable staff to work seamlessly across Pods as well as customers to
self-serve, surfacing content and information where relevant and when needed, helping to
reduce effort and increase satisfaction.

Considerations:
The economy – welfare reform
The world is a very different place now than it was five years ago. With the dramatic
changes to welfare we have seen during the last government, we created our Inclusion and
Wellbeing Strategy to set out how we will help in many of these areas and how we will
work with other agencies too.
In this strategy we explore the approach we will take to better manage the relationship
with each of our customers. This is not only of benefit to our customers, but of direct
benefit to Red Kite to mitigate the risks of welfare reforms, through the provision of better
value for money, pro-active services.
We cannot afford to accept costly re-active demand into the business which encourages a
continued dependency on Red Kite. Customers are now expected to take greater
accountability for their employment and money (Universal Credit). Our approach supports
this move away from customer dependence towards encouraging independence and
ultimately finding an appropriate level of interdependence, to achieve the best outcomes.
We will be here for those most in need, but it is also incumbent upon us to ensure we help
our customers to help themselves.

Considerations:
Our customers’ challenges…are our challenges
Given the changing landscape of our economy, we know many of our customers are
struggling to make ends meet. From unemployment or a lack of life skills, through to a
dependency on benefits or a need for third party agency support, there are many factors
that our customers grapple with every day. These challenges, far from being something for
our customers to simply battle alone, are issues that we need to understand and work with
our customers on. Understanding the challenges our customers are facing, can help us
identify how often we contact each customer, but also allow us to work with supporting
agencies in the community to put customers in touch with the right experts to help them
with a wide variety of support needs.
It’s vital that we strike the right balance, to understand and support rather than judge and
demand. With this said, we expect customers to manage their tenancy and take
responsibility for their actions. We expect tenants to uphold the terms of their tenancy
agreements and to act reasonably, so that the actions of a few do not cause detriment to
the many. We have finite resources after all, so managing our time to help those in need
and prepared to accept our support is important.

Considerations:
Cost – is it cheaper to do nothing?
Quite simply, no.
We’ve worked hard to understand the cost of how we provide our services to customers
and where we can get the best results from our investment. We know that contacts to our
contact centre by phone are more costly to manage than say, a webchat. We also know
that to be able to manage new technology, we have to invest in order to save. After all,
sometimes the cheapest option here and now, isn’t the best option in the long term.
Being able to provide our customers with the facility to self serve or manage an interaction
online from end to end, is now a standard part of modern life. Add to this the savings in
time for staff that could be re-allocated to those customers with more complex needs, the
business and customer benefits begin to really stack up.
We intend to become more pro-active in engaging with our customers rather than waiting
for service failures or issues to be reported to us. Preparing potential customers for life as
a tenant, as well as being able to control when subsequent interactions take place, allows
us to avoid some issues from coming up. When that isn’t possible, we can capture them
when they are small rather than after they have escalated into something bigger. It all
makes good business sense, provides a better customer experience and it’s certainly cost
effective.

Considerations:
Accessibility – Channels of communication
We have aspirations to reduce traditional demand for our services by phone and post. We
see the benefit in educating our customers and helping them to find the answers they need
themselves via self service or collaborative working.
We could continue to provide a dependent service where customers call or write in with a
problem, and we simply provide them with the answers they need. But that feels very ‘us
and them’ and it’s just not in keeping with our culture or values of Partnership, Respect,
Pride and Creativity.
Instead, at Red Kite we’re about more than that, so we believe in helping customers to
help themselves and realising the potential in our communities. As such, we will take a
different approach by focusing on creating knowledge and content to help staff and
customers find the answers they need, together.
We’ll help customers to self serve more in the future, as well as creating their own
knowledge and content to help each other. We’ll become more of a supportive partner,
helping customers to collaborate, whilst becoming more efficient with our use of time and
resources, focusing it on those in real need. We’ll redirect the time saved from moving
simple or repetitive tasks online, to working with those customers who have more complex
issues or support needs.

Considerations:
Culture sets the tone
You hear many organisations say it, but our single greatest asset is our staff.
With that being so, it’s vital that we create and maintain a culture that is not just in
keeping with our values and social purpose, but one that allows us to overcome all of the
challenges we face.
We’ve already developed our ‘Culture Commitment’ which sets out the culture at Red Kite
and shows not only our commitment to our values, but our unwavering appetite to achieve
our corporate objectives in a creative way.

With the right culture underpinning all that we do, we have the ability to positively
influence many people’s lives. We will harness our unique culture to overcome our
challenges by becoming more proactive, tapping into the potential in our communities and
embracing our social purpose to explore new ways of monitoring services, such as mystery
shopping, customer journey mapping and greater customer involvement in monitoring
service performance.
We’ve been recognised over the last two years as one of the most innovative housing
organisations in the UK. We will continue to encourage innovation to try new things, be led
by our customers and re-set expectations across the industry for how customer service can
be delivered when you work in partnership with your customers.

Considerations:
Customer service – is there a right way?
Being customer focused is built into our DNA. After all, we are a customer business, born from
customer involvement, before being a housing provider.
It’s because of this that we’ve always understood the need to foster good relationships with our
customers that can help us provide services efficiently and effectively, but also provide those
services in a way that customers want us to – we’re in this together after all.
It’s great to now see that the sector has started to recognise the power in such customer
relationships, understanding and working with their customers rather than just for them.
As a truly tenant-led organisation, we didn’t need convincing of this, but we know that walking
the walk is tougher than talking the talk. This strategy therefore, allows us to set out our
approach and the core objectives that we plan to achieve.

There may be many methodologies or approaches that we could take, but we’ve taken our lead
from the true experts…our customers.
“Red Kite are different because we involve customers at every level and in every area of our
operation, including the shaping of this strategy. This is vital to our continued success.”
“We need to be the best we can be for our customers.”

Robert Patterson – Customer & Chair of the CCIG
(Customer & Community Investment Group)

Halima Hassan – Customer Contact Manager

Aims:
Starting with the ‘why’
Before we set out what we want to achieve and how we intend to achieve it, we must first be able
to articulate ‘why’. This can be best described by the path below, which shows our intent to nurture
the relationship with our customers in order to develop customer ‘interdependence’.

What is Interdependence?
Some customers have told us they would rather self serve, or resolve issues themselves, whereas
others need or expect our assistance. Many people bounce between these states of dependence or
independence based on the complexity of the issue at hand, the experience they have had before,
because of their immediate need or just how they are feeling at the time. Interdependence is about
providing an environment that allows customers to reach the support they require, how they need it
and when they need it. We will still promote independence, but not everyone can or will be
independent. By enabling those who can, we can free up capacity for those who cannot.

Approach:
Relationship management
Some time ago, a group of our involved customers helped us to create a quality framework that
would assess the quality of customer service provided in our contact centre. They described the
key elements in their experience as part of a journey, a journey to reach the outcomes they
needed. This taught us that our customers have a clear view of what they expect from us, which is
closely aligned to the latest research in the customer service industry.
Knowing this, we have been able to develop our new Relationship Management approach.

We know we needed to listen to the voice of our customers, so what better way to follow that
through than describing each step in their words. Based on the principles of the original quality
framework, taking on board industry research and after further consultation with some of our
involved tenants, this approach sets out eight keys steps:

Objectives:
The eight steps explained in our Relationship Management approach, combined with our
‘why’ (interdependence), can then be pared down into four core objectives or themes.
These core objectives will give us focus to inform future projects and plans. They will
ensure that everything we do retains the golden thread necessary to achieve our vision and
do what our customers want us to.

Some of our involved
tenants described this
approach by saying:

“It really makes sense”
“It shows clear direction and purpose”
“I really like the move towards interdependence”

How this all fits together:

Objectives:
1 - “Get the basics right”
Know your stuff
 Be subject matter experts to help me when I need it
 Recruit and retain talented people with the right attitude
 Train your staff in customer service
 Create knowledge and content to help staff give a
consistently good service

Know me
 Understand my needs before I need your services, so
you’re ready when I am
 Manage my data – understand who I am and how you can
best help me
 Work with partners to provide me with a great service
 Talk to me and visit me so you know the latest about me

Objectives:
1 - “Get the basics right”
Some of our projects and initiatives over the next 3 years:













Home Audits
Tenancy Check Ins
Experian Rental Exchange
Housing Partners ‘Insight’
TouchPoint Ratings
Spotlight – Income Monitoring Tool
Pre-tenancy Programme
Customer Service & Brand Awareness Training
Knowledge Sphere v1.0 and v2.0
E-learning Knowledge Sphere Content
The Bar

Objectives:
2 - “Be there for me”
Give me choices
 Let me contact you in a variety of ways that suit me
 Let me do things for myself wherever possible
 Be available to dedicate time to me when I need it
for complex issues
Make it easy for me
 Provide your services online so I can access them
quickly and easily
 Good communications make life easier – maintain a
high standard of service
 Ensure my data is up to date and accessible for your
staff when I contact you
 Understand the steps I have to go through and keep
things simple for me

Objectives:
2 – “Be there for me”
Some of our projects and initiatives over the next 3 years:












Proactive Webchat
Unified Communications Software Procurement
CRM – Customer Relationship Management (Agile Sprints)
Self Service Projects
Customer Journey Mapping
Video Calling / Streaming development
Online Booking Widget Development
Social Media Feedback management
Smart Home Technology
Digital Transformation / Channel Shift

Objectives:
3 - “Make it count”
Value me
 Understand my unique circumstances – I’m a person,
not just a customer
 Provide services to me that are relevant and helpful
 Listen to my experiences and value my opinion
Trust me
 When you ask for my views, use them to help
improve things
 Make my life easier and I will be happier
 Value my involvement and let me make a difference
 Help me to help others in my community where I can

Objectives:
3 - “Make it count”
Some of our projects and initiatives over the next 3 years:













Customer Feedback Management CRM Workflow
End to End Online Repairs Service
New Survey Methodology
Touchpoint
Spotlight
Sentiment Analysis
Survey and Mystery Shopping – Customer
Involvement
Relationship Management Coaching
Community Skill Sharing
Partnership Development
Inclusion & Wellbeing Review

Objectives:
4 - “Work together”
Support me
 If there are people out there that can help
me, show me where
 Show me how to access the training and help I
need to improve my circumstances
 Help guide me to the right place to find the
answers I need
Help me do more
 If the service you provide is great, I’ll
remember it and tell others
 Give me the ability to help myself in future
 Provide me with the opportunity to help others
 Use your knowledge to show me what I didn’t
even know I needed, before I need it

Objectives:
4 - “Work together”
Some of our projects and initiatives over the next 3 years:











C2C Service: Community Knowledge Sphere
Staff & Customer Training Programme
Wellbeing Club Development
Job Fairs
Food Projects
Partnership Collaboration Initiatives
Quality Framework v2.0
Culture Commitment
Personalised Online Self Service

Dependencies:
Linked policies & strategies


IT Roadmap – sets out our investment plans for IT over the coming years



Corporate Journey – defines our vision and objectives to achieve it



Vulnerable Tenants Guidelines – provides guidance on our approach to ‘vulnerable’ customers



Social Value Policy – gives a definition of social value as not all savings are cashable



Tenancy Strategy – defines the types of housing products we offer and how we manage these



Value for Money (VfM) Strategy – explains our approach to VfM as a balance of cost and quality



Mission, Vision & Values – sets the tone for the business and our operating environment



Behaviour Charter – gives clarity on what we expect of staff behaviours



The Bar – defines ‘the bar’ that we expect all staff to meet in order to provide great services



Culture Commitment – explains the culture of Red Kite so that we can value and retain this



TouchPoint Guidelines – details the approach taken to define individual customer engagement



Digital Strategy – sets out our approach to digital transformation and digital inclusion

Next steps:
Success plan
As a strategy, this document sets out the high level context and operating principles about
how we intend to approach Relationship Management and Customer Services over the next
three years.
Beyond its vision and structure, it is important that we also put in place plans, not just for
action, but to monitor and ensure success.
With that in mind, a success plan has been developed and will be managed internally in
tandem with this strategy, in order to monitor and push forward progress in the areas
covered by it. The plan will monitor overall timescales and ensure relevance of projects to
the core objectives set.

At least every six months, the success plan will be reviewed with the Assistant Director Operations or Deputy Chief Executive.
Progress will be reported through day to day methods on an individual task or project
basis, such as Round up, our Intranet, Website and mailouts as appropriate for each item
within the Success Plan. The plan itself will be owned and managed by the Head of
Relationships.

