


Figure 6.1.1: Customer Requirements and Listening Strategies

PUB has a unique customer base which is segmented into two:
•    Water For All customers
•    Conserve, Value, Enjoy customers

Water For All customers include all households and 
businesses that use our products and services in the water 
loop. This is our core customer segment. 

Going beyond our mission of providing water for all, PUB 
encourages Singaporeans to build a sense of stewardship for 
our waters. These are the Conserve, Value, Enjoy customers 
whom we want to influence to conserve water, value                
our waters by keeping the catchments clean, and enjoy                 
our waters. 

CUSTOMERS
6.1 CUSTOMER REQUIREMENTS

6.1a How The Organisation Segments Its Customers And/or 
Markets. State The Requirements For Each Segment.

6.1b How The Organisation Uses Different Listening And 
Learning Strategies To Analyse And Anticipate Future 
And New Customers Needs.

To obtain an in-depth understanding of our customers’ 
requirements in the different segments and sub-segments, 
PUB has established a wide variety of listening and learning 
strategies. They can be classified as solicited and unsolicited 
feedback. Unsolicited feedback is feedback received through 
PUB-One, our 24-hour customer contact centre with 6 channels 
– Hotline, email, fax, SMS, VoIP and Webchat, and PUB 
Quality Service Manager (QSM). 

The 2 customer segments, their requirements and respective
listening and learning strategies are listed in Figure 6.1.1.     
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Senior Management Visiting Customers

Figure 6.1.4: Improvements Made

6.1c How The Organisation Incorporates Customer 
Requirements, And Market Needs Into Strategic And 
Improvement Plans.

We actively seek to understand our customers’ requirements, 
preferences and expectations through various listening and 
learning strategies, tailored for different customers 
segments. Possible strategies and solutions to meet these 
needs are then analysed and discussed.

Improvement plans are formulated by departments and 
presented for approval. The level of approval depends on the 
impact on customers, the project cost (financial), scale of 
project (technical) and the policy impact. For operational 
improvements, discussions are conducted at the unit or 
department level and approval is given by Directors or by 
Deputy Directors. Across Departments, the QSM Committee 
also approves new quality service initiatives. 

For larger projects that may involve changes in policy or incur 
high costs, approval is sought at Senior Management level. 
At the strategic level, for projects with national impact, e.g. 
Deep Tunnel Sewerage System, ABC programmes, NEWater 
Plants etc, approval is sought at the Ministry and Cabinet 
level. The approved plans are incorporated in the department 
workplans. Bigger projects are incorporated into corporate 
plans in the annual corporate planning cycle. The status of 
projects is monitored in the monthly SMM reports.

This process is outlined in Figure 6.1.2. 

Figure 6.1.2: Process to Incorporate Requirements

Some examples of the strategic improvement plans based on 
customers’ feedback are listed in Figure 6.1.3.

Keep Water Tariffs Affordable
PUB has kept water tariffs constant since 2000. In 
fact, the price of NEWater has been lowered from 
the original $1.30 per cubic metre in 2003, to $1.15 
in 2005, and to $1.00 in 2007.

Water Efficiency Labelling Scheme (WELS)
We launched WELS to provide customers with 
information on the water efficiency of products 
such as shower heads and washing machines. 
This helps customers make well-informed 
purchasing decisions. Since the launch of the 
programme in 2006, 575 models of water fittings 
have been certified under WELS.

Figure 6.1.3: Requirements Translated into Strategic and                        
Improvement Plans

6.1d How The Organisation Evaluates And Improves        
Its Processes For Determining Current And Future              
Requirements.

PUB evaluates the process of determining customer                   
requirements at many levels. The QSM Committee reviews the 
channels and process annually. The Committee evaluates 
using several criteria such as usage of channels, ease of 
usage by customers and customer feedback. Through this, 
the appropriate improvements can be made. At the                    
operational level, departments review the channels and 
process every quarter at divisional meetings. PUB also looks 
at best practices, new technologies and comparative studies 
with other organisations. Figure 6.1.4 shows some of these 
improvements.

302008 Singapore Quality Award Application Report Executive Summary

Water For All

Conserve, 
Value, Enjoy

Customers Requirements Translated into Strategic and 
Improvement Plans

Water For All

Conserve, 
Value, Enjoy

Customers Areas of Improvement

New Media
PUB recognises the emergence of new media 
such as STOMP as a source of customer                   
requirement. The site is monitored regularly for 
feedback pertaining to PUB. In addition, PUB also 
uses keywords like “Water Quality” and “PUB” via 
search engines to cover postings in blog sites and 
YouTube. 

ABC Waters Workshops
When PUB launches an ABC waters project, the 
community is engaged through an ABC Waters 
workshop. This new way of gathering requirements is 
more focused and interactive.



      
      

                      

Figure 6.2.2: Customer Relationship Model

Figure 6.2.1: CARE Model

6.2 CUSTOMER RELATIONSHIP

6.2a How The Organisation Provides Easy Access For 
Customers To Conduct Business, Seek Assistance And 
Information, And Make Complaints. Describe How The 
Key Customer Contact Requirements Are Determined, 
And Deployed To All People In The Response Chain.

PUB adopts a CARE model in our interactions with our 
customers to ensure that complaints resolved promptly and 
effectively.

To ensure that we provide Quality Service to our customers at all times, PUB has put in place a comprehensive customer 
relationship management model. This model encompasses:
1.   Easy Access through Multiple Channels (Figure 6.2.7)
2.   Service Standards (Figure 6.2.3 to Figure 6.2.6)
3.   Staff Training and Empowerment
4.   Audits
5.   Process
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Figure 6.2.3: Key Service Standards: General Feedback

Figure 6.2.4: Key Service Standards: Service Indicators

Figure 6.2.5: Key Service Standards: Conserve, Value, Enjoy Targets

Figure 6.2.6: Key Service Standards: Major Complaints
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    Active, Beautiful and Clean Waters Public Exhibition

Figure 6.2.7: Customer Channels

CARE MODEL

AGGREGATE  COMPLAINTS  AND  ANALYSE  FOR
IMPROVEMENT

Figure 6.2.8: Improvements Made from Customer Feedback

6.2b How The Organisation Ensures That Complaints Are 
Resolved Effectively And Promptly, And That All            
Complaints Received Are Aggregated And Analysed For 
Use In Overall Improvement.

PUB adopts a CARE Model (see Figure 6.2.1) in our                  
interactions with our customers to ensure that complaints are 
resolved promptly and effectively.

All reports are aggregated by type of complaints, postal 
code, customer accounts etc. Departments and QSMs then 
analyse and identify any trends, e.g. repeated complaints in a 
particular area. This allows for solutions and improvements   
to be formulated by the relevant department. These                 
improvement plans are then put up to Management for 
approval. The QSM Committee also submits updates to 
Senior Management. These include monthly reports on 
performance measures, Compliments Vs Complaints Ratio 
and difficult cases, and a quarterly Service Improvement Unit 
(SIU) report on the quantity of feedback, type of feedback, 
and response time. Through analysis of the above data, 
numerous improvements have been made. Examples are 
listed in Figure 6.2.8.
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Our Service Champions at the Excellent Service Award 
(EXSA) Ceremony

PUB  evaluates  its  customer  relationship  management
process at different levels. Quarterly, our QSMs review the
results  from  the  Mystery  Customer  audit  and  use  the
recommendations to improve the process. Yearly, the QSM
Committee  also  reviews  the  CARE  Model,  performance
standards,  training  and  empowerment  strategies.
Improvement plans are formulated and approved by Senior
Management. Examples of improvements made to our two
customer segments are as follows.

As  the  nature  of  our  business  is  unique  with  a  stable,
regulated product, we determine customer satisfaction and
services  though  both  qualitative  and  quantitative  means.
These include:
1.   Feedback from Customers
2.   Complaints and Compliments
3.   Key Performance Indicators (KPIs)
4.   Surveys
5.   Mystery Customer Audit

FEEDBACK FROM CUSTOMERS
PUB has many listening strategies and customer channels
that  allow  us  to  gather  feedback  from  customers.  For
example,  customer  feedback  forms  are  handed  to
customers at sites.

COMPLAINTS AND COMPLIMENTS
The  number  of  complaints  and  compliments  are  collated
monthly  and  quarterly,  and  presented  to  Senior
Management. The trend of the Compliments Vs Complaint
Ratio is analysed.

KEY PERFORMANCE INDICATORS
Key performance and quality service indicators are used as
a gauge for customer satisfaction and are tracked monthly
by Senior Management.

SURVEYS
PUB  participates  annually  in  the  Pro-Enterprise  Survey,
which  determines  customers’  perception  of  our
responsiveness, transparency and pro-business orientation.
Another  survey  that  helps  us  understand  customer
satisfaction is the MEWR Perception Survey, which grades
satisfaction with the environment. PUB also does specific
surveys  for  major  programmes such  as  the  ABC Waters
programme.

MYSTERY CUSTOMER AUDIT
PUB partners  other  government  agencies  like  SCDF and
NParks to conduct mystery customer audits on our service
standards. These are carried out on a quarterly basis.

The QSM Committee collates and analyses the data collated
from  the  different  modes  of  determining  customer
satisfaction. They identify areas of improvement and discuss
possible  solutions.  These  may  translate  into  new  service
excellence initiatives, which may be approved at the QSM
Committee  level  or,  for  bigger  projects,  at  Senior
Management  level.  Subsequently,  such  initiatives  are
incorporated in department plans. The process is illustrated
in Figure 6.3.1. Examples are listed in Figure 6.3.2.

Figure 6.2.9: Improvements Made to Customer Relationship

6.2c How The Organisation Evaluates And Improves Its 
Customer Relationship Management.

6.3 CUSTOMER SATISFACTION

6.3a How The Organisation Determines Customer Satisfaction.

6.3b How The Organisation Translates Customer                  
Satisfaction Feedback Into Strategic And Improvement 
Plans.
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Customers Improvements Made

Purchase of GPS Equipment for Field Surveys
GPS field equipment was introduced in 2007 to 
verify the location of appurtenances (control valve, 
air valves, washout, etc.) in the water network 
system. It enhances the accuracy of water           
supply network data in Automated Information                  
Management System (AIMS). Our crew can now 
locate these appurtenances more easily, cutting 
down on repair time and inconvenience                  
to  customers.

Water Wally
PUB introduced a mascot called Water Wally in 
2005. The idea was to create a friendly, public 
face for PUB that the public, especially children, 
could easily identify with. The mascot helps 
deliver our water messages in a fun way that 
stands out against competing messages at 
events. Water Wally won top honours at the IWA 
Marketing and Communications Awards at the 
IWA World Water Congress 2006.



Figure 6.3.1: Process to Translate Customer 
Satisfaction Feedback

Figure 6.3.2: Improvements Made from Customer
Feedback

QSM COMMITTEE
At  the  Board  level,  the  QSM  Committee  evaluates  the
channels  through  which  we  gather  data  on  customer
satisfaction. This is done on a yearly basis. They analyse the
data from the different channels. They also make use of the
monthly  and  quarterly  reports  which  cover  quantitative
data like:

Quantity of feedback
Type of feedback
Compliments Vs Complaint Ratio
Customer Satisfaction Index
Key Performance Indicators

As  a  result  of  the  review, the  Committee  decided  that  it
would be particularly useful to survey customers who have
transacted with PUB-One within the month to obtain their
feedback on PUB’s service quality. Because of the above
review, new methods of getting feedback were introduced
(as shown in Figure 6.3.3).

KEY PERFORMANCE INDICATORS
Key  Performance  and  Quality  Service  Indicators  are
reviewed  annually  by  the  QSM  Committee  to  ensure
relevancy and accuracy. For example, the response time for
answering  calls  to  PUB-One  within  10  seconds  was
compared to other local SQA organisations (SPF, SCDF) and
international  utilities.  It  was found that  our  response time
performance  remains  one  of  the  best.  Examples  of
improvements made as a result of the reviews are listed in
Figure 6.3.3.

Figure 6.3.3: Improvements Made to Process of
Determining Customer Satisfaction

•
•
•
•
•

6.3c. How The Organisation Evaluates And Improves Its 
Overall Process Of Determining Customer Satisfaction.
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