
Freeze/thaw – request for additional information  
on company communications 

 
 
1. Anglian Water’s Keep Your Pipes Cosy campaign 
 
Ahead of any freezing weather conditions each winter we reactivate our Keep your 
Pipes Cosy (KYPC) campaign via, media, web and social. This is a campaign strand 
that has run for several years, with notably significant success when distribution of 
the story is timed to respond to national weather warnings.  
 
Multiple communications assets with a multi-year lifespan have been developed since 
this campaign’s inception. Targeting and appropriate localisation keep these assets 
fresh each year.  
 
Examples of campaign collateral: 
. 

A link to cold weather advice 
appears on the Anglian Water 
homepage. 
 
 
 
 
 
 
 
 
 
 
 
 

 
The homepage links to this 
landing page, with a unique 
short URL - 
anglianwater.co.uk/winter. 
 
  



Further advice is signposted 
at stages through the 
customer journey. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Online content is supported by printed collateral, also available for download. 

 

 



 
Detailed advice is published on Anglian Water website, including links to  

weather warnings, emergency contacts, priority service support,  
Watersafe accredited plumbers, and how-to videos. 

 

 
  



How-to videos are published on YouTube.  
Cold weather specific content is collated on the Anglian Water website. 

 

 
  



An animation explaining the causes (and cures) for frozen pipes is also published on 
YouTube, and then republished on our website and social channels,  

wrapped with targeted messaging. 
 

 
 
 
2. Engagement with traditional media 
Ahead of the cold spell which swept the country in late February, we issued our Keep 
Pipes Cosy press release to region wide media, radio and TV, offering advice to 
customers about what action to take ahead of the cold snap to protect homes from 
burst pipes and flooding. 
 
While initial release on the 26 Feb had a limited amount of pick up, our advice had 
been lodged with newsrooms, stakeholders and opinion formers. Once the snow 
began to fall and freeze the following week (and customer contact volumes increased) 
we reissued the release, with additional guidance for customers should they find their 
pipes had already frozen. 
 
We proactively contacted all major local radio stations, (BBC and commercial) offering 
live interviews or pre-recorded advice for their broadcasts. 
 
Every local BBC radio station, and all major local commercial stations, booked 
interview slots in with us between the 1 and 2 March. While some carried interviews 
as a feature in daytime programming, others ran it as content in news bulletins. 
  



Channels which ran the story: 
• BBC Radio Cambridgeshire 
• BBC Radio Lincolnshire 
• BBC Radio Norfolk 
• BBC Radio Northampton 
• BBC Radio Suffolk 

• Lincs FM 
• Eastern Daily Press 
• BBC Look East 
• Grimsby Telegraph 
• Heart Radio 

 
All of this messaging was consistent with information published to our In Your Area 
website. 
 
The thaw of the following week (and operational challenges in other water companies) 
created a further wave of interest from the media. With such limited customer impact 
in the Anglian region, our contribution to media debate was largely around: 
• explaining why a rapid thaw can causes pipes to burst, and the difference between 

our infrastructure and domestic plumbing 
• offering reassurance to customers that our network was coping well with the 

conditions and was being monitored closely by our engineers 
• encouraging them to report any leaks to our Leakline 
• Encouraging the use of Watersafe accredited plumbers  
 
‘Beast from the East II’ 
Despite the forecast for the second cold snap being less ferocious than the first, we 
proactively contacted all regional radio stations again, ahead of the 17 March forecast 
for further snow and ice. BBC Radio Northampton, BBC Radio Lincolnshire and BBC 
Radio Norfolk ran the piece again. 
 
We also reissued the advice as part of our fortnightly supplement in the East Anglian 
Daily Times, one of the most widely-read regional newspapers in our area, covering 
Suffolk along with parts of Norfolk and Essex. 
 
  



3. Customer engagement on social media 
Anglian Water’s social media channels are consistently the most ‘followed’ or ‘liked’ in 
the industry, with correspondingly leading levels of engagement.  
 
 

Facebook post v’s engagement statistics comparing UK water companies,  
16/03 – 23/03, showing comparative ‘BAU’ levels of engagement  

 

 
 
Using campaign collateral, we are able to target customers much more precisely, and 
directly, using our well-established social media channels.  
 
Social engagement using the Keep Your Pipes Cosy collateral has been delivered over 
a number of years. Previously we have offered a variety of incentives to encourage 
engagement with the content – for instance, free home visits from a plumbing 
insulation specialist. We regularly asses the cost-effectiveness of such incentives 
before offering them.  
 



Examples of previous cold weather engagement using Twitter, December 2017 
 

 
 
With the cold weather predicted in late February and early March, we again pushed 
the message out, echoing the messaging of the media release. This was published to 
our media site on 26 Feb.  

 
The Anglian Water media 
site provides a central 
location for all published 
content, such as press 
releases, blogs and videos.  
This story can be found 
here: 
https://media.anglianwater
.co.uk/wrap-up-your-
homes-for-the-cold-snap/ 
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Social media traffic began to steadily rise from the start of the week commencing Feb 
26. As the temperature thawed and customers started to report leaks and water 
issues in their properties, contact peaked on late Sunday March 3 and throughout 
Monday March 4, before returning to normal levels on Wednesday.  
 
During this period we received 2,668 messages and comments on Twitter and 
Facebook from 1,134 accounts. Of these 553 were customers requiring assistance, 
information or advice and they all received an individual response from our digital 
customer services team.  
 
This was the highest level of traffic we have ever received on our social media 
channels. To ensure we were able to cope with demand we moved shifts to extend our 
hours of coverage, increased the number of available seats on our customer service 
platform by 20, and made preparations to bring in extra staff from other areas of the 
company to help respond individually to customers online. Ultimately, we were able to 
deal with demand from within the dedicated team. 
 
Our proactive messages on social media were given over to updates and advice for 
customers as well as images of our staff out working to keep customers informed and 
reassured. 
 
We posted eleven updates on Facebook during this period: a mixture of general posts 
for all affected customers, and targeted posts on specific localised issues only visible 
to those in the affected geographic areas. 
 
Our total combined reach on these posts was around 250,000, with 40,000 people 
engaging (eg liking, commenting, sharing, clicking on links or watching videos). 
 
The post with the highest reach was posted on March 1, reaching almost 150,000 
people, receiving 2,600 likes, comments and shares and was clicked on 23,000 times.  
 

 
 



To contextualise the situation we shared images of work being carried out on the front 
line. This follows our tried and tested strategy of lifting the lid on the work we do, 
turning front line colleagues into advocates and ambassadors, showing that the whole 
business is working in service the customer.  
 

 



 
Customer responses were typically very supportive.  
 

 
 
Similar content was posted on Twitter. Our tweets over this period received more than 
240,000 impressions. 
 

 



 
As we have built up a large Twitter following as a result of regular and relevant 
updates targeted at specific communities, our message was reiterated by a large 
number of independent voices. For instance: 
 

 
 
  



On the following days, posts contained videos from staff giving advice on how to deal 
with burst pipes in the home, how to contact an approved plumber, and how to inform 
us of leaks on the network. 
 

 
 
As these posts were ‘boosted’ they reached a larger number of people than they 
would otherwise (organically) have done. Again, they were fronted by regular staff, 
emphasising the focus of the whole business being on the customer.  
 
 
 
  



During this period we also posted a number of targeted messages (dark posts) to 
specific locations, reaching communities affected by bursts, roadworks or potential 
cloudy water following a repair.  
 

 
 

 
 
  



4. Keeping our staff updated 
We regularly communicate with our staff about seasonal challenges, and the cold 
weather is no exception. For instance, materials such as this poster are available to 
download from our Intranet, and are displayed right across the Anglian Water estate. 
Versions are prepared for office and site locations.  
 

 



Our first specific communication this winter came back in October, when we published 
an article in our weekly email bulletin (which goes to all staff) on preparations for cold 
weather.  
 

 

 
 
This repeats messaging that we have put out in previous years, ensuring a clear and 
consistent message is communicated to staff. 
 

 
  



We then build on this more general guidance with specific information. Given the 
magnitude of the challenge ahead, our communications began well before the weather 
impacts reached us, with an email to all staff on 26 Feb. 
 

 
 
This was reiterated on 28 Feb. 
 

 
 
  



In addition to general guidance, we remind our colleagues of additional, external 
sources of information that they can call on to make decisions relating to their and our 
customers’ wellbeing.  
 

 
 
Following this, updates were posted to HAWK – Anglian Water’s intranet. 
 

 
 
  



Once the thaw struck, and the impact started to be felt both in the East and across 
the country, we opened our Company Incident Rooms to manage the situation – as 
anticipated.  
 
We communicated this to the business on 5 March, committing to keep our colleagues 
updated.  
 

 
 
An update was provided later the same day. 
 

 



Further guidance followed on 6 March.  
 

 
 
And once it was clear the situation was improving, we closed the daily updates on 7 
March with a note from the Chief Executive – however, it was clear from this that 
further action in support of customers was needed.  
 

 



And while taking care not to convey a false message of a job completed, we reiterated 
the message – and warned of more cold weather to come – in our weekly all-staff 
newsletter on 13 March. 
 

 
 
  



Appreciating that not all staff have ready access to email, though, the story of the 
challenges we faced and the company’s response is told at length in the March edition 
of Anglian Water’s staff newspaper – delivered to the home addresses of all 
colleagues. 
 
Coverage of this nature ensures that all staff know the role they played is appreciated 
by both colleagues and customers, which helps significantly in preparation for future 
similar incidents. It also ensures that any very immediate lessons learned can be 
(informally) shared with colleagues.  
 

 

 


