Navigating the CCPI

How to scope out and set a strategy to improve
construction product information
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We are
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With a strategic logic and a straightforward
attitude, SLG has been delivering properly
considered, evidence-based creative solutions
to our clients for more than 40 years.

We have solved problems and provided meaning
for some of the UK's largest product manufacturers
for the construction and home interest markets.

SLG Agency, John Swift Building, 19 Mason Street,
Manchester M4 5FT
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Introduction

History is defined by how people respond to events
that highlight our failures to protect each other.

In the United Kingdom the 1966 Aberfan disaster led to
the introduction of the Health and Safety Act and the
formation of the Health and Safety Executive.

In the wake of a crisis of deaths in dilapidated football
stadia including the 1985 Bradford City fire and

1989 Hillsborough disaster the Taylor Report, which
demanded a move to all-seater stadiums and a review
of stadium access, has been the foundation of stadium
construction since 1990.

The 2017 Grenfell disaster, which caused the deaths

of 72 people, exposed the deadly impact of poor
construction practice and the compromise of choosing
the ‘cheap’ product over the right product.

The subsequent inquiry has laid bare, in excruciating
detail, that it was too easy for stakeholders at each part
of the construction process, from the product data

to the final installation, to cut corners. Furthermore,
Grenfell and the fall-out in the past four years has
revealed that a large number of tall residential
buildings, housing hundreds of thousands of residents,
are also unfit for purpose in their present state due to
decisions taken during the construction process.

Those who work for construction companies
and supply chain manufacturers know that a
line in the sand has been drawn. It is time to
decide - carry on regardless and hope to avoid
further disasters, or make the changes now
that pave the way for higher standards and a
safer future.

The Hackitt Report provided a blueprint for the
industry to follow, but it is up to individuals throughout
the construction and manufacturing sectors to take
responsibility and drive the necessary change.

“How you respond to
this consultation, and
how quickly you take up
the practices outlined in
the Code, are the start
of that differentiation of
the responsible players
in the sector. Itis time to
do the right thing.”

Dame Judith Hackitt
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why has it
been created?

Following the Hackitt Report the Construction Products Association
(CPA) took responsibility to look at the way construction products are
labelled and marketed, as part of wider changes to the regulatory system.

I

The work has led to the creation of a

code of conduct called the Code for
Construction Product Information (CCPI)
which has 11 clauses built around five key
tests of trustworthiness: product information

is clear, accurate, up-to-date, accessible ”The Cou ntry is WatChing how we respond

and unambiguous. o o ’y_ o o
to Grenfell and, while our industry’s integrity
has been damaged, we can demonstrate
our strength by rising to the challenge
and building a legacy of safer buildings.”

Adam Turk, CEO, Chair of CPA Marketing Integrity Group

The CPA has one eye on the introduction of a Building Safety Regulator and a Construction
Product Regulator and sees the introduction of the CCPI as an effective and clear way for the

construction industry to demonstrate it is responding fully to the issues raised by the Hackitt
Review, more of which later.

It is the opportunity for marketers and communication specialists in the manufacturing and
construction sectors to apply their skills to an industry-wide challenge to improve quality and
standards, before regulation and formal legislation is introduced.




Interpreting
the Code

The crux of the CCPI is designed to ensure all stakeholders involved with The code outlines 11 ways to robustly work
the creation and distribution of construction product information have clear,

repeatable processes that guarantee data accuracy and accountability. towards and ensure Compllance with all prOdUCt
information and marketing communications

The design of the Code is entirely about enhancing honesty and openness

with audiences, to ensure that claims made are validated and done so in a way
that is audience-specific. As the CPA has set out, a key aim of the Code is to
encourage honest appraisal of company culture, and to identify what changes
can be put in place to sustain a collaborative team within a business committed
to providing trustworthy and reliable product information.

Information creation

“The CCPI seeks to provide
assurance that any information
about products, whether written
in a brochure, a presentation, on a
website or on social media, can be

Core information

Associated information

relied upon by specifiers and users Support and competence

of product information, to have
the necessary facts needed
when making design decisions,
installing, using and/or
maintaining verified products.”
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The clauses

Information Creation

1. Have in place a documented sign-off process
for creating ‘Product Information’.

2. Have in place a formal version control process
for all ‘Product Information’.

3. Do not use misleading or ambiguous wording,
phrasing or imagery and embrace the use of plain
English to ensure accurate representation of
‘Product Information” and performance claims.

Core Information

4. Provide specific information where claiming
compliance to, or achievement of any Certification,
Classification or Industry Standard.

5. You must provide verifiable information when
making any product performance claims which are
outside of Certification, Classification or Industry
Standard tests.

6. Make available on your website the
descriptive and physical characteristics of the
‘Construction Product’.

7. Ensure ‘Product Information’ is consistent with
‘Manufacturer’s’ supplied products.
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Associated Information

8. Publish on your website and make easily accessible,
clear information on handling, installation,
operation, maintenance and disposal of
‘Construction Products’.

9. Forany guarantees/warranties used in ‘Product
Information’, your website must state what is
covered, excluded and required to comply with
its terms. The guarantee/warranty should be
transparent and in a format recognised by the
relevant sector of industry.

Support and Competence

10. Ensure technical helpline contact details
(telephone and/or email) are visible on
your website.

1. Have in place a robust training programme (for
new and existing personnel) to ensure that anyone
conveying ‘Product Information’ is competent to
the level of knowledge required for their role.

Source: www.cpicode.org.uk/ways-of-working/

Interpreting the code... continued

To assist the creation of clear and accurate technical
product information and marketing materials,

from physical brochures to e-marketing and social
media content, the three clauses under the heading
Information creation are designed to encourage

a formal, documented process for creating and
disseminating documents and for managing their
availability. The Code also encourages the use of
straightforward, unambiguous words, phrases and
imagery that can be easily understood and not
misconstrued by the reader, whether an architect
or an installer.

The purpose of the clauses under Core information

is to increase transparency on all aspects of a product
or service, from providing specific information on
product certifications, classifications and industry
standards. Marketers are being challenged to verify the
statements that are being made. A further element of
these clauses is to make sure that the most up-to-date
information on any product is easy to find on business
websites or within physical data manuals.

The Code also calls on manufacturing companies to
think hard about the entire life cycle of a product.
These clauses of the Code take the concept of product
information far beyond what is typically understood

by manufacturers, where material composition and
product performance tend to be the most commonly
provided data.

The final section of the Code - Support and
Competence - sets marketers the challenge of leading
a review of the way employees in customer services
and technical services use their level of training and
understanding of the products and systems as they
interact with customers on a daily basis.

Manufacturers need to ensure staff are trained to
handle these calls and understand internal processes
to manage enquiries and any data collected. Looking
at how to implement the Code’s requirements in an
holistic way should allow for this process to be included
in broader plans for managing product and customer
data, but places a responsibility on marketing and
communication practitioners to lead their company

to a higher standard.




Is this
important?

The Building Safety Regulator and Construction
Product Regulator are being established, and will have
significant power to act. The regulator for construction
products will have the power to remove any product
from the market that is adjudged to present significant
risk, and prosecute any company that flouts the rules
on product safety and standards.

Therefore, ensuring all marketing materials are aligned
with the CCPI demonstrates clearly that a product
manufacturer is responding fully to the challenges
raised in the Hackitt Report.

To this end, an independent assessment and
verification process, which underpins the CCPI, will

be delivered by a not-for-profit organisation called
Construction Product Information Ltd (CPI Ltd) which
has been set up by the Considerate Constructors
Scheme (CCS) which will be responsible for guarding
the Code, assessing and verifying registrations, as well
as Code compliance.
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How will
this work?

CPI Ltd will use an online verification portal that will be used to assess how closely submitted
information is meeting the requirements of the verification framework. Itis in the process of
recruiting experienced auditors.

CPI Ltd is recommending that each participating business nominates a Code Lead, who will guide an
organisation through the five key steps of the CCPI Verification Process. If all five steps are successfully
achieved a licensed marque will be awarded for each verified product set, along with a report including
any suggested improvements for a product information continuous improvement plan.

The five steps to ensuring an organisation is CCPIl compliant includes:

1. Leadership and culture survey

2. Management Systems Questionnaire
3. Organisation Verification

4. Product Set Submission
5

. Product Set Verification
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W h a t d o e s SLG is able to provide a three-step programme that will put your marketing and communication materials in line

for assessment and meet the standards of the CCPI Verification Process by CPI Ltd.

SLG recommend?

SLG will set out how to conduct a review and assessment of organisational culture, from ensuring
key company documents are in place (such as official statements on Modern Slavery, Environmental

For the vast majority of manufacturers and companies in our industry, the introduction

of the Code will be a welcome opportunity to sense-check that existing marketing

materials, and their production processes, are robust enough without requiring a Impact etc.) as bare minimum.

complete overhaul. ) ) ) )
From here, SLG can work with you to find useful measures and metrics to monitor performance

However, this is a key opportunity to stress-test all existing processes and methods of against these areas, including creating a framework for regular reviewing and to develop a

business-specific definition of what technical competence means under the CCPI. Finally, SLG will

writing documents for the public domain, and a chance to remove from circulation all

printed docs, e-docs, website copy, presentation decks and marketing materials that are work with you to either create or refine existing brand messaging to ensure that internal and external

no longer up to date or accurate communications have a clear framework.

The purpose of this phase is to ensure that manufacturers are not just compliant with CCPI because
they see a commercial opportunity - or threat, if non-compliant. It is also to ensure that the spirit of
the CCPIl and its drive to deeply effect the culture of the construction sector is achieved.

SLG will work with you to better define and codify how marketing documents are created and
managed on an ongoing basis.

Our team will work with you to identify new processes to develop marketing materials, including
building a team of internal stakeholders to provide technical sign-off. The processes will cover
managing information distribution and version control once the documents are produced to
Code-compliant standards. SLG will also work with you to understand your document storage
policies and internal circulation processes to ensure that only approved product information is
received and used by colleagues, customers and other stakeholders.

SLG will support the maintenance of marketing assets by using your collaboratively-created
process to either bring them up to date, or up to the required standard under the CCPI.

Using the CCPI’s definition of ‘Product Information’, you can provide SLG with all
documentation, online and offline, for external use and internal use, and SLG will work with
you to assess the scale and scope of any remedial work required on existing content and how
quickly and to what cost that work can be done.
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Lessons from

GDPR roll-out

The last time marketers in our industry had to review
internal processes and systems to such a large
extent, was the implementation of the EU’s General
Data Protection Regulation, better known as GDPR.
This regulation scrutinised the data protection and
privacy of customers when engaging with businesses.
It has totally transformed how customers think

of their data, and how marketers approach their
handling of data.

In the years that have followed, some key lessons have
emerged from marketers as they strive to comply

with GDPR. By learning these lessons and avoiding
some of the mistakes that have been made since then,
marketers can implement the CCPI thoroughly, fairly,
and with as little difficulty as possible.

Process, Process, Process

Some honest appraisal is required at the outset of
this process:

« Do you know where all of the messages you and
your team produce are stored?

«  Would you be able to retrieve them quickly?

« How sure are you that the messaging between
each document is consistent?

« Areyour current processes fit for purpose and
future activity?
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Being able to confidently answer these questions is a key
goal of the CCPI. In the ever-changing, fast-paced world
of marketing it can be easy to lose sight of process in the
name of simply getting the job done.

With great internal processes speed and accuracy can
still be achieved. These could be processes around
project naming, data storage, quality control - anything
that makes sure that all work is correctly catalogued and
consistent throughout. It is imperative to make sure the
appropriate systems are in place, otherwise marketing
teams are likely to be overwhelmed with admin.

Managing Complexity

Many marketing teams around the UK find themselves
‘spinning a huge amount of plates” at once, often as
part of relatively small teams and with tight budgets.
Just as with GDPR, implementing the CCPI can be an
opportunity to review everything the team is doing and
ask what is working and what is not.

With GDPR, many marketers worried that their
customers would disappear from their e-mail lists and
their communication campaigns would fall on deaf ears.
Instead, what happened was that unengaged customers
were removed from their email lists and overall email
engagement actually improved as a result.

There’s no reason marketers can’t take this approach to
CCPI. With the increased amount of care and thought
going into campaigns, marketers need to take the
opportunity to ask which channels are really working for
them and then focusing on those.

Customer-centric

In the wake of the Grenfell disaster, marketers in the
construction have understandably been under more
scrutiny than ever to make sure their messaging is
accurate. At the same time, we've seen the growth of
ethical consumption and GDPR has made customers
more conscious of their relationships with businesses
than ever before.

Taken together, all of these factors present marketers with
a tremendous opportunity to do the right thing, and reap
the rewards from their customers. Correctly implementing

the CCPI will produce campaigns which are more accurate,

more transparent and better managed than ever before.

With customers’ senses more attuned to these campaign
elements than in the past, take a confident step into the
future knowing that your marketing messaging is meeting
the ever-changing needs of your customers.

Marketing Communications is a Team Sport

Within the CCPI framework, a key area to address is
information inconsistency between your internal teams.
If the marketing department is producing materials for
the use of other teams there needs to be checks in

place to ensure the marketing materials cant be misused
or misunderstood.

This may involve closer collaboration with all internal
stakeholders within a business. Developing a close and
respectful relationship between internal teams and the
marketing department is crucial to implementing the
CCPI effectively.

/

Consistency is king

The final lesson GDPR taught us, is that

while there will be a lot of discussion about
the CCPl when it launches, this is a serious
framework for improving the marketing output
of our entire industry. It must be remembered
that implementing this will be a marathon,

not a sprint.

There will be processes that are implemented
that don't quite fit at first. That’s OK. Processes
can be changed. What is crucial is that there is
consistency in the drive to produce the most
transparent, accurate and consistent messaging
possible for all stakeholders.

In summary

The most important lessons from GDPR that can
be applied to the CCPI are quite simple. Despite
both exercises being about the accuracy and
safety of data, the solution to the challenge is
clear honest communication between internal
teams to provide the best possible information
to customers.
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start the process

So you can be forgiven for asking why now is the time
for a full audit of marketing materials? There are two
major reasons. Firstly, for the construction sector to
meet the goals that have been set and overcome the
challenges facing the industry, there does need to be a
concerted culture change that removes poor practice
and decisions based on price point to avoid the a
repeat of the Grenfell Disaster and to prevent issues
such as the ongoing cladding crisis.

One of the best ways to instil this culture change is to
ensure that all documents designed to communicate,
inform, instruct and educate are of the highest possible
standard and accuracy.

Secondly, the introduction of two new industry
regulators, the Building Safety Regulator and
Construction Product Regulator, means that while

all parts of the construction process will be under
scrutiny, this can lead all the way back to the product
information supplied to specifiers and the instructions
used by on-site contractors. In the worst of cases this
could lead to whole product systems being removed
from use until significant and costly work has been
undertaken to improve a product.

So, the introduction of this Code of Conduct is an
opportunity to future-proof marketing materials, ready
for 2022 when CCPI compliance will be open

to assessment, verification and certification.

Take the opportunity to speak to us about how best to take on this challenge.

hello@slg.agency
slg.agency

All information on the Code of Conduct for Product Information can be found here:

cpicode.org.uk
buildingsafely.co.uk
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John Swift Building
19 Mason Street
Manchester

M4 5FT

0161 832 5574
slg.agency
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