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Introduction
We’re a customer-centred housing association with a
vision to create great homes together. We want to make
sure that we constantly add value to the lives of our
customers and work hard to deliver this year on year.
As a registered provider of nearly 9,000 homes for rent and
shared ownership, we help over 20,000 people have a safe and
affordable home. But more than this we also want to offer homes
which our customers can be proud of with a choice of facilities
and services that are tailored to individuals as their lives change.
Helping to deliver this we have a workforce of over 420 colleagues
providing day to day support for our customers and ensuring that
we have the right tools and the capability to meet our customers’
needs.
Adding value and achieving value for money is at the heart of our
business and is central to the delivery of our strategic objectives.
We consider this all the time: what we need to do to achieve it,
and to assess all other initiatives against it.
This report shows some examples of how we have added value
to the lives of our customers, through our services, through our
colleagues and through our customer-focused approach.
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Our approach to adding value
At the heart of our three-year brilliant basics strategy are our four strategic priorities.
These provide a clear direction for all our activities within these key areas of work. We
have brought these together in a single coherent plan which focuses on delivering great
outcomes for our customers and colleagues.
Customer experience is at the heart of our strategy. As we
modernise and become a truly customer focused
business, we’re moving away from the traditional
landlord/tenant relationship, towards a co-created
customer experience based on trust and respect. We are
redesigning every service we currently offer to ensure we
deliver value, quality and sustainability, working with our
customers make sure it meets their needs and is relevant.
We also balance the need for investment in our existing
homes with the growing demand for new supply in our
region as part of our progressive approach to our supply
and investment. We’re creating warmer, safer, and
greener homes for our customers which are cheaper and
easier to run, as well as building in technology to futureproof many of our properties. We will have customer-led
standards for our new and existing homes, so we can be
held to account for our work and to help us be the first
choice for new customers, communities, investors and
innovators.
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We also bring together the key resources of people,
communication, data, digital, technology and workspace
as part of our approach to organisational capability. We
know that if we equip and support our teams, then they in
turn will deliver an excellent customer experience –
adding value to our colleagues adds value for our
customers. Our work on this supports the business as it
transforms and makes sure that adding value is a key
continuing driver for our work.
Delivering against our vision starts with getting the basics
right and creating effective foundations from which we
can grow as a business and strive for best-in-class
performance in future years. To ensure we drive the
highest performance and results, focussing on three core
areas of great governance, great performance and great
funding.
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Our year at a glance
Whilst it’s been a challenging year, we’re still proud of what we
have managed to achieve. With the need to undertake a lot
of activity virtually we have accelerated many of our digital
initiatives so customers can benefit from a quicker and more
streamlined service.

We supported our older customers to
get online with a range of virtual classes
including exercise classes, yoga, craft and
internet awareness sessions.

We attempted to make contact
with all our customers to check
in to see how they were and used
this as an opportunity to update
their personal details.
We updated:

We changed the way we ran our annual garden competition, to a
virtual competition using video. Our customers embraced this and we
continued to run the competition in this way this year also.

11,400
mobile phone
numbers

7,900
landline
numbers

5,700
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email
addresses

We added 17 forms on our website for
customers to complete online, such as
reporting a repair, applying for a pet
and booking a community room. This
allows customers to complete it at a
time convenient to them.

To help our customers understand
which services we were running
during the Covid-19 pandemic, we
added a coronavirus information
page to the website, which was
viewed nearly 3,000 times.
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Responding to Covid
The impact of Covid-19 had a significant impact on what we
could deliver and our approach over the past year.
We immediately moved to home working for all our previously office-based
colleagues and equipped them with the technology and support they needed
to continue working remotely. Customers could still contact our colleagues
and our contact centre continued to operate throughout the year, offering
support and advice to our customers with a single new number and email
address. Our new website became more interactive for our customers and
hosted our new dashboard which showed at a glance which services were
running normally with some changes or not available at all.
As we were unable to undertake all our routine repairs, we prioritised those
that had an impact on customer safety, but continued to undertake necessary
testing to provide reassurance to our customers. We invested in personal
protective equipment and training for colleagues, so they were able to keep
themselves and our customers safe.

Over

16,000

repairs completed

86% satisfied

with the way we deal with
repairs and maintenance

87% of repairs

98%

completed on time

of
repair appointments
made and kept

80% satisfied

84% stating that we

with the repair being
done right first time

were easy to deal with
about repairs

We continued with weekly
welfare checks for all our
sheltered customers.
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77%

Customer experience

of our

satisfied

customers are
with our services

77%

of our customers
said we were

easy to deal with

We wanted to make sure that our customers still received the
same high level of service, even though we were providing this
in a different way, or in some cases, not at all.

99% of customers were

satisfied with our
money matters service

We housed

439 families

27 new homes
provided to rent or buy
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We resolved

100% of

anti-social behaviour
cases raised by our customers

Our relet time was

41 days

By helping our customers move to
the right sized properties we have

saved them £62,000 in
bedroom taxes
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Financial Statements 2021

We introduced a new housing management
system at the end of 2020 which helps us better
understand our customers and joins up all our
interactions with them.

In addition, our new customer contact centre, set
up at the end of 2020, brought together 14 different
ways to contact us to one single place.
• We saw

• An improvement in customer information
available to our colleagues when visiting

resolved at first contact.

• We answered 97% of our calls, with customers
having to wait on average, for two minutes.

• Improved visibility of all our contacts with
customers, having

69% of all contacts were

made 98,000

contacts since we went live

• 30% of our contacts were via
email

363 self service
activities via our online portal

• We saw

We know that sometimes things don’t always go so
well for our customers and resolving their complaints
is a key priority for us

• 85% of our customers now
have a mobile number and 80%
have an email address registered.

• We received 14

reduced our response times by 5

This work supports our channel shift strategy
of automating contact with our customers

Adding value 2020/21

complaints and

Pictured: Alice Bagg, Head of Customer
Experience, Jordan Tolman, Senior
Advisor in the customer contact centre
and Jonathan Kirk, Customer Service
Advisor.

days.
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We continue to support our older
customers in our sheltered properties.

Supported customers to build 40 bird
and bat boxes for our schemes

100%

Carried out
of our sheltered housing

welfare checks

550 weekly text messages
were sent to our sheltered
customers checking on their
welfare.
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Added raised planters at two schemes
for easy wheelchair access.

Delivered 22 pedal
exercisers for our virtual
cycling project
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We have continued to support our local communities through our
sponsorship and community development fund.

We made donations to

6 foodbanks in
Dorset & Somerset totalling

£1,500

We donated:
•

half the cost for
two editions of the new
Watchet community
newsletter to kick start it.

• £500 for camping

equipment for Watchet Sea
Scouts

• £200 towards wood for
Customers reviewed nine
polices, one procedure and
13 service standards.

Bridport Community Shed
club to make bird boxes for
the community

• £250 to Wheddon Cross
village hall roof repairs

Burton Bradstock play area
improvements £250
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We set up a customer Facebook group to encourage more
engagement and communication and held three Facebook
live events over the past year answering customer questions
and resolving many of their issues immediately. There’s
currently 450 customers in this group.
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We’ve continued to keep our customers and
our colleagues safe, despite restrictions. We’ve
maintained a strong performance in key safety
and compliance works:

Supply and investment
We recruited an Energy Officer reducing the reliance on
external consultants and assisting colleagues and customers on
advice with energy matters. The role has raised the profile and
awareness of energy efficiency and the carbon agenda. The
roles has also been instrumental in accessing energy funding.

Despite the restrictions, we
managed to replace

95 kitchens and
49 bathrooms, with

plans in place to deliver more
next year.

We did give maximum focus to
keeping our customers warm and
safe over the past year and

replaced 268
boilers.

We trialled video/remote
surveying software enabling
remote surveys providing
a speedier response and
resolution to simple repair
issues for customers.

Over 40% of what we spend relates to
the costs we incur on replacing things
such as kitchens and bathrooms.
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We also stopped using
fixed term tenancies so our
customers get a permanent
home rather than worrying
about their future place to
live.

100% of homes have
a valid gas certificate.

99.4% communal

areas have a valid fire
risk assessment.

95% of homes have

a valid electrical safety
check.

We undertook asbestos
checks in all our
communal areas.

We checked all our lifts to
make sure they were safe.

We carried out all our
risk assessments to
check for legionnaires
and water safety.
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We changed to

green energy for

our community areas for
a similar price

We fitted 10

energy
efficient showers

Installed 25 new shower wet
rooms for sheltered customers

to our properties (saving
up to 12% on energy
costs)

We trained in-house

domestic energy
assessors providing
customers with access to
energy information.

85.52%
satisfaction with our
We had

homes at time of letting.
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80% of customers told us
that they have a home that is

safe and secure.
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Organisational
capability
We know that if we add value for our colleagues
then they will in turn add value for our
customers. Over the past year we have invested
in our colleagues to make sure that they have the
right technology, support and understanding of
their role in adding value to customers.

The work Magna has recently been doing with schools, careers fairs etc
and the apprentices working across the business has continued to give
back to our communities and ensure we have a future talent pipeline.

We introduced a new

wellbeing portal with
84 registered users
and 219 self assessment
wellbeing questionnaires
being completed.
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We reduced our miles

73%

travelled by
which reduced our
carbon emissions by
97,104 kgs.

We’ve run training sessions for our managers
on having great conversations. We know
that equipping our managers with the skills
they need will empower them to do the right
thing, more quickly. It also ensures they are
checking in with their teams to help support
them to work differently.
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We ensured that our colleagues had what they needed
to work from their homes during the pandemic, and
this has helped us adopt a more agile way of working.
We have paid a home working allowance and enabled
colleagues to get whatever furniture/ tech they needed
to do their jobs in a different environment.

We were able to complete our colleague checks
quicker, with a new online provider. This means
that we can get people working for us quicker, with
reassurance that our customers and colleagues are
safe.
The pandemic brought forward a review of our
occupational health support. We now have one
provider who is able to provide advice more quickly
and in a more flexible way. This provider also supplies
us with online resources and support material – we
know these are valued by our colleagues.
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We invested in a leadership development
programme for our leadership team. It’s
important they can work together, and get the
best out of each other, to deliver our strategy.
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At the end of March rent arrears were 2.1%

Performance
and results
We recognised that the pandemic could impact the income
of our customers and so took a decision to review our service
charges as we knew that some services had not been provided
during the spring. This resulted in a mid-year reduction in
charges for our customers, better reflecting the services
actually provided.
Despite the challenges, our team has achieved an incredible amount in the last 12

Our money matters team
have taken on

719 cases
for our customers

We helped our customers claim

We helped our customers claim

£976,807

£855,193

in Housing Benefit, Universal
Credit Housing Costs and
discretionary housing payments

in other benefits such as
disability benefits, Universal
credit and pension credit

In total, our money
matters team helped
our customers to claim

£1,832,001

months. Our key highlights for the year include:
•

An effective and coordinated response to Covid-19

•

A refreshed and updated approach to customer and building safety

•

A new 3-year strategy ‘Brilliant Basics’, launched in Q1 2021/22

•

A new set of values for the organisation that set out how we do things around here

•

The launch of our new housing and finance systems

•

A new single customer contact centre

•

A new website and internal intranet

•

The rationalisation of our workspaces and the introduction of more remote, agile
working

•

The successful completion of our first leadership development programme

•

A reshaped Executive Team and a new executive role: Director of Organisational
Capability

•

A new treasury strategy to secure significant investment for the future.
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439 lettings

achieving customer
satisfaction with the lettings
process of 95%

Support for customers to
downsize has saved them on
average

£1200 per year

131

in addition to freeing up
properties for new customers

15,077 repairs
were carried out. Of these,

87% were on time.
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Conclusion
Keeping our customers at the heart of our work continues
to be our priority. We know what is important to them and
we constantly work to make sure that we are efficient and
add value to their lives through cost effectiveness and great
service. The past year has seen several challenges which
we have risen to and have improved our approach and our
outlook so we can continue to support both our colleagues
and our customers.
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For more information visit
magna.org.uk

