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EXECUTIVE SUMMARY

EXECUTIVE SUMMARY

BACKGROUND

Understanding the views and opinions of consuntekey to effectively delivering the business
objectives of the Consumer Council for Water (CC¥¥jgaind for the organisation to continue
to provide a strong consumer voice within the wated sewerage industry of England and
Wales.

In 2006 CCWater undertook a baseline survey of woes’ views, and in 2007 and 2008 the
survey has been repeated in order to track changesmsumers’ views and opinions over time.
In the 2008 survey only those who were solely ortig responsible for paying their water and
sewerage bills were surveyed, and overall, resiitise 2008 survey are consistent with those
in previous years but some changes are evidentfikéygs from the 2008 survey are
summarised below.

VALUE FOR MONEY

* Most respondents (86%) agree that the bills thegive from their water and sewerage
supplier are clear and understandable.

* QOver seven in ten respondents (72%) say that tleeyadisfied with the value for money
from the water services in their area.

* The main reason that customers are dissatisfiddtivit value for money of their water
and/or sewerage services is because of issuemgdiatprice rather than service quality.

* Results for value for money from sewerage senaceslightly better than the results for
satisfaction with water services, with 76% sayingtthey are satisfied.

* Customers perceive their water and sewerage chardeesbetter value for money than their
energy charges. This represents a shift in opiawar the last year as in 2007 more were
satisfied with the value for money from their enesgpplier.

* Nearly two thirds (63%) agree that the water avdesage charges that they pay tie.
* Three quarters (74%) agree that the water and sg@@harges that they pay affordable.

* For the majority of respondents (82%) it is equattyportant for their bills to be affordable
and for their company to conducts its businessaliyi

* As in previous years, customers in the South Wastirtue to be far less positive than others
with regards to a number of aspects relating tenatd sewerage services, especially value
for money, reflecting the higher prices paid bystheustomers.

Si
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CONSUMER RIGHTS AND RESPONSIBILITIES
* The majority of respondents (87%) are aware thayt tan pay in instalments, and 78% say

that they are likely to contact their water compértliey have a problem paying their bill.

Overall, 37% of respondents say that they havetarwaeter fitted, and encouragingly,
those who say that they have water meters fittedraa ones who are most likely to benefit
from having a meter i.e. the elderly, and one petsmuseholds where they are more likely to
use less water and keep costs down than others.

As in 2007 three in five (59%) unmetered resporslare aware that they can have a water
meter fitted free of charge.

Awareness of the WaterSure Tariff has fallen otaerlast year from 12% in 2007 (when it
was called the Vulnerable Groups Tariff) to 7% 002.

Awareness of the services available for elderlyandisabled customers has also fallen
from 29% in 2007 to 25% in 2008.

Two in five (40%) claim to be aware that they maydntitled to compensation if their water
or sewerage company fails to meet certain custeemice standards.

Nearly one in five respondents (18%) say that tieye contacted their water company to
make an enquiry in the past 12 months; satisfaetith all aspects of contact and complaint
handling has improved over the past year (ovef®h 8vere satisfied with their contact in
2008 compared with 71% in 2007).

WATER ON TAP

There are high levels of satisfaction with all atpef water supply and satisfaction has
increased over the past year. Customers are ntgdteshwith the reliability of their water
supply (98%), and least satisfied with the hardisegsess of their water (74%).

Very few respondents (2%) think that their watew®e has got worse over the past year.

The majority of adults (86%) think that tap wateat least as good for them as bottled
water, and the proportion who think that bottledevas better for them than tap water has
fallen from 21% in 2007 to 14% in 2008.

There has also been an increase over the pasinyi number of respondents who say that
they usually drink tap rather than bottled wat&%8n 2008 compared with 78% in 2007).

Seven in ten respondents (69%) claim to have tagenific measures over the past 12
months to reduce their use of water.

Consistent with the 2007 results just over halPfp%laim to have been made aware of
campaigns to use water wisely in the past 12 months

sii
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CLEANING UP

e There is still some confusion amongst a significaimtority of customers as to what is
acceptable to dispose of down the toilet, sinkramdwith 17% wrongly thinking that it is
acceptable to dispose of tampons, and 11% thirikisgacceptable to dispose of medicines
down the toilet, sink or drain.

* Nearly three-quarters of respondents (73%) areathat their waste water is cleaned at
treatment sites, with some still thinking thatsiteleased untreated directly into rivers or the
sea.

» Overall satisfaction with sewerage services hasawgd slightly over the last two years,
with a total of 90% saying that they are satisfied.

» Satisfaction with specific elements of sewerageises (such as reducing smells from
treatment sites and minimising sewer flooding) &las improved slightly over the past year.

COMPARISONS WITH OTHER UTILITIES

» Customers are more likely to think that their wisewerage company cares about the
service it provides than they are to think thatrtbaergy company does
(70% compared with 54%).

» They are also significantly more likely to say ttiay trust their water/sewerage company
more than their energy company.

» Overall satisfaction with service provided is higha water and sewerage companies (90%

satisfied) than telephone landline companies (8&¥9rgy companies (81%) and
respondents’ local councils (72%).
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SPEAKING UP FOR WATER CONSUMERS

e As in previous years the majority of responden@48say that they would contact their
water or sewerage company if they had a probleralation to their water or sewerage
services.

* Spontaneous awareness of CCWater is still veryity just 0.3% aware that CCWater is
the consumer body for the water industry and thméen respondents (29%) wrongly
thinking that the consumer body is Ofwat.

* When probed, a further 21% of respondents saidiegthad heard of CCWater before
taking part in the survey (representing a slighteéase from 18% in 2007).

* Nearly all customers think it is important to haveonsumer body representing their
interests about the water and sewerage servicgsdbeive (22% think that it is absolutely
essential, 51% think it is very important, and 2tk that it is fairly important).

» A total of four respondents say that they had leadwon to contact CCWater in the last year
and all were very satisfied with every aspect eirtbontact.

Simon Driver (Research Executive)
Stephen Link (Director)

February 2009
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1 INTRODUCTION

he Consumer Council for Water (CCWater) is the wagustry watchdog, set up to
represent and provide a strong national voice dmsamers of water and sewerage
companies in England and Wales. CCWater operatesgh four committees in
England and a committee for Wales.

Understanding the views and opinions of consuntekey to effectively delivering the business
objectives of CCWater and for the organisationdotimue to provide a strong consumer voice
within the industry.

In order to be successful in its goals, CCWatedsde represent all water consumers and have
an understanding of how customers view water supptysewage removal and treatment; the
companies that provide these services; and the afgaolicy/activity within the market.

In 2006 CCWater undertook a baseline survey of wmes views. In both 2007 and 2008 FDS
International have continued this survey, buildimgthe previous results and tracking changes
in the views of water customers over time.

RESEARCH AIMS

This tracking research is designed to identify aomr views on their water and sewerage
services in order to provide an independent, ridiabd justifiable platform on which CCWater
can base future policy and activity.

The main objectives of this research are to:-

Understand customers’ views about their water and s ewerage supply

* Benchmark customers’ views about their water and se werage supply against their
views of other utilities

® Measure changes in opinion over time

* Explore customer perceptions of CCWater's impact an d performance on service
provision

* Help CCWater develop an effective communication str  ategy.
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INTRODUCTION

APPROACH

To be consistent with the previous waves of consugsearch a quantitative methodology was
undertaken, using telephone interviewing to suvegndom cross section of households across
England and Wales.

FIELDWORK

The study was carried out using CATI (Computer stgsl Telephone Interviewing) from
FDS’s Telephone Centres.

In total 2,000 interviews were achieved across &mgjland Wales. Interviewing took place
between November and December 2008.

SAMPLE

A random digit dialling (RDD) sample of residentialephone numbers across England and
Wales was purchased from an FDS approved supplieChanges.

Quotas were set during the interviewing on regiath age of respondents. The sample was
stratified by water and sewerage company regia@nsure robust numbers were achieved per
region. That is, an equal number of interviews vwaai@eved for each water region to enable
sub-group analysis within each, rather than setangets proportionate to the size of their
customer base. We set a quota of 200 respondergadh of the ten water and sewerage
company regions. Respondents were screened toegihstitwe only interviewed householders
who were wholly or jointly responsible for payirgetwater and sewerage bill.

As detailed above a stratified sampling approack wged and RDD sample was purchased on a
10:1 basis (10 leads to achieve 1 interview). Tdre@e was also designed to be representative
of households across England and Wales, rathernidanduals.

QUESTIONNAIRE

In order to understand how customers’ views andiops have developed over time, it was
important to maintain a high degree of consistenitly the questionnaires used in 2006 and
2007. Therefore the 2008 questionnaire is largabel on the previous surveys undertaken.

The questionnaire was however further developéidison with CCWater, and additional
guestions were added, including a number of questdiowing comparisons to be made with
other utilities.

As in previous years the questionnaire focussetheiollowing five key themes:-
* value for money

* consumer rights and responsibilities

* water on tap

* cleaning up

* speaking up for water consumers.

The interviews lasted for around 20 minutes, aody of the questionnaire is included in the
appendices.
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INTRODUCTION

DATA PROCESSING AND COMPUTER TABLES

Weighting has been applied to the data to ensenedle representative of household water
customers. With a stratified sample (as explainatkuthe previous sample section), to enable
analysis by water region, weighting was requireddwect this deliberate unequal distribution
of customers. Weighting was also applied for sogiatle and age to ensure findings are
representative of households in England and Wale$to address any minor imbalance in
sample profiles. A sample profile is included ie #hppendix which shows the actual number of
interviews achieved against the weighted data.

Computer tables have been provided to CCWater&ath question analysed by two pages of
sub-groups agreed with CCWater.

INTERPRETATION OF DATA

It should be remembered results are based on@ahsample of households — not a census of
all households. This means all data are subjesatapling tolerances.

The table below shows the statistical reliabilityesults based on a base size of 2000 (the total
sample) and 200 (the number of interviews achigexdegion).

Overall statistical reliability

Base size Approximate sampling tolerances applicable
to percentages at or near these levels
10%or 90% @ 30% or 70% 50%
2,000(total sample) +1% 2% 2%
200(200 interviews per region) +4% 6% +7%

Where percentages do not sum to 100, this may éeadcomputer rounding, the exclusion of
‘don’t know’ categories, or multiple answers. Thghout the report, an asterisk (*) denotes
any value less than half a percent but greaterzbem

Throughout the report, we highlight differencesnmn sub-groups of respondents and
between the 2006, 2007 and 2008 results whereaitgestatistically significant.
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2 VALUE FOR MONEY

n this section we explore customers’ views on almemof issues relating to value for
money. This includes views on billing, value formeg from a range of different services,
and affordability and fairness of water and seweraits.

Summary
* The majority of respondents still feel their bi#élee clear and understandable.

« Perceived value for money from water and sewerageces is consistent with previous
the years results
- asin previous years, respondents in the South ¥Wedeast satisfied.

* Respondents are more satisfied with value for mdroey water and sewerage
companies than with value for money from energyp$ars.

* A quarter of customers feel that the charges tlagygpe unfair.

* One in five say that their bills are not affordable

CLARITY OF WATER AND SEWERAGE BILLS

As the following chart shows, the majority of reagdents (86%) agree that the bills they
receive from their water and sewerage supplieckea and understandable (35% strongly
agree, 52% tend to agree, these figures addin§%odie to rounding). This result is consistent
with 2007 when 85% agreed that the bills they reeéiom their water and sewerage supplier
are clear and understandable.

Chart 2.1: Agreement that water and sewerage bills are clear and understandable
(Base: All excluding don’t know)

2006 2007 2008
(1864) (1987) (1906)
% % %

W Strongly agree

Tend to agree

85%
Neither agree nor > ° > 86%

disagree

Disagree
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VALUE FOR MONEY

As in 2007 customers in the Wessex region are & tikely to agree that their bills are clear
and understandable (94%).

Customers in the older age groups are also maozky lik say that their bills are clear and
understandable (80% of those aged 18-34 agreéhiabills are clear and understandable
compared with 91% of those aged 75+).

Those who are overall satisfied with their watgoy are more likely than those who are
dissatisfied to say that their bills are clear anderstandable (87% compared with 54%), and
customers who are satisfied with their seweragelgugre also more likely to agree that their
bills are clear and understandable (87% compartu66i%).

Those who say that they are satisfied with theesébn money from their water/sewerage
services are also significantly more likely thaogé dissatisfied to say that their bills are clear
and understandable (92% compared with 73%).

This suggests that there is a halo effect with alyeatisfaction with water/sewerage supply and
value for money influencing specific elements. Hfiere some of those critical of bill clarity
may have no specific complaints in this area bugdrgerally dissatisfied with their
water/sewerage supply and the value for money.
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VALUE FOR MONEY

VALUE FOR MONEY FROM WATER SERVICES

Just over seven in ten (72%) respondents saytbgtare satisfied with the value for money
from the water services in their area. As the chalbw shows these results are in line with
those in 2006 and 2007.

Chart 2.2: Satisfaction with value for money from w ater services
(Base: All excluding don’t know)

2006 2007
(1956) (2025)
% %

23

W \ery satisfied
Fairly satisfied
Neither/satisfied

nor dissatisfied
Dissatisfied

When analysed by region, there are clear different@erceived value for money from water
services. Respondents in the South West are signtfiy less likely to be satisfied with the
value for money from their water services (42%satsfied, 55% dissatisfied).

Chart 2.3: Satisfaction with value for money from w ater services by region
(Base: All excluding don’t know)

%
All (1967)

Northumbria (196)
North West (197)
Thames (197)
Wessex (196)
Eastern (198)
Yorkshire (194)
Wales (198)
Southern (195)

Midlands (197)

South West (199)
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VALUE FOR MONEY

As in 2006 and 2007 dissatisfaction among custoimeise South West is a marked feature of
the survey and a theme that occurs on other qusstidnis is likely to be due to the fact that
customers in the South West have the highest awdnidlg for water and sewerage services in
England and WalésRespondents in Northumbria are the most likelyap that they are
satisfied with the value for money from their watervices (81% satisfied, 11% dissatisfied).

Those who are overall satisfied with their watgoy are more likely than those who are
dissatisfied to say that they are satisfied with\talue for money from their water services
(74% compared with 27%), and customers who arsfatiwith their sewerage supply are also
more likely to be satisfied with the value for mgr{é4% compared with 41%).

Respondents with a disability or long-term heatihdition are more likely than those without
to bedissatisfiedwith the value for money from their water servi¢24% compared with 18%).

VALUE FOR MONEY FROM SEWERAGE SERVICES

Results for value for money from sewerage senacesslightly better than the results of
satisfaction with water services, with 76% sayingtthey are satisfied. This result is consistent
with the 2007 findings as illustrated in the chzetow.

Chart 2.4: Satisfaction with value for money from s ewerage services
(Base: All excluding don’t know/NA)

2006 2007 2008
(1839) (1899) (1782)
%
\
24
W Very satisfied

Fairly satisfied >76% > 76%
Neither/nor
Dissatisfied ) )

Regional trends for satisfaction with sewerageisesvare the same as for satisfaction with
water services i.e. respondents in the South Afessignificantly less likely to be satisfied
with the value for money from their sewerage sawi@7% satisfied) and respondents in
Northumbria are the most likely to be satisfied%g2

! OFWAT - Water and sewerage charges 2007-08 reldary, 2007
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VALUE FOR MONEY

Similarly, respondents who are overall satisfiethwheir water supply are also more likely to
say that they are satisfied with the value for nydinem their sewerage services (77% of those
satisfied with their water supply compared with 38fthose dissatisfied), and customers who
are overall satisfied with their sewerage servaresalso more likely to be satisfied with the
value for money (79% of those satisfied with tlsgiwerage services compared with 49% of
those dissatisfied).

The age of customers also has an impact on sdisfagith value for money from sewerage
services. Those aged 75+ are the most likely tealisfied with the value for money from
sewerage services (83% of those aged 75+ areisdtesfmpared with 73% of those aged
18-34).

The main reason that customers are dissatisfiddtivit value for money from their water
and/or sewerage supplier is because of issuetgetatprice. Relatively few relate their view
of value for money to service quality, or probleemcountered.

Chart 2.5 Reasons sewerage/water services are notg ood value for money
(Base: All dissatisfied with value for money of water and/or sewerage supplies)

(476)
%

Cost/prices risen/other companies
cheaper

Rates unfair/should depend on size of
household

Poor/inefficient servicel/issues not
resolved

Poor quality of w ater 5

Problems w ith sew erage/drains 5

Water pipes old/poorly maintained/often
leak

Meter issues/problems 4
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COMPARATIVE VALUE FOR MONEY FROM DIFFERENT SERVICES

In the 2007 survey new questions were introducegk&mine customers’ perceptions of value
for money for a number of different services. Ia #008 survey we have repeated these
guestions to allow us to compare perceived valuenfaney for water and sewerage services
against other services and see how this has chavgedhe past year.

Chart 2.6: Satisfaction with value for money fromv  arious services
(Base: All respondents excluding DK/NA)

mVery satisfied Fairly satisfied
mNeither satisfied nor dissatisfied Fairly dissatisfied
% Very dissatisfied

Landline supplier (1964)

Sewerage services (1782)
Water services (1967)
Energy supplier (1948) n

Council Tax (1896) n

Satisfaction with value for money is highest fardéne telephone suppliers (87%), followed by
sewerage services (76%), and water services (7R%an 2007 council tax is perceived to be
the worst value for money (only 52% say that theeysatisfied with the value for money from
their council tax).

|

In 2007 more customers were satisfied with theev&bm money from their energy supplier than
their water and sewerage services; however ashime @bove illustrates satisfaction with value
for money from energy suppliers has now fallen welbw the satisfaction levels for water and
sewerage services (65% say that they are satisftbdhe value for money from their energy
company in 2008). It is likely that this fall in peived value for money from energy companies
is due to the industry wide price rises implemernite8pring 2008.

Despite energy prices being higher on averagewser charges, 22% of customers do still
feel that they get better value for money fromtlesiergy supplier than their water supplier
(this figure increases to 46% in the South Westtviias the highest average water and
sewerage bill in England and Wales).
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Those who live in social rented accommodation (28#@) single parents (30%) are also more
likely than average to say that their energy lailis better value for money than their water bills.

The main reason why people perceive their energglgr to be better value for money is
because it is cheaper or better value (36%). Oseven (15%) say that they get better value for
money because they are able to switch their ergrgpliers, and there are also a number of
reasons related to quality of service and avaitgtof different tariffs.

Chart 2.7: Reasons customers think that their energ  y supplier represents better value
for money than their water and/or sewerage service provider
(Base: All who think that they get better value from their energy supplier than water supplier)

(449)
%

Cheaper/better value

Able to switch energy supplier
Better service

No complaints/problems

Fixed rate from energy supplier
More information/communication
More measurable

Water meter problems

Water rates are unfair/energy fairer
Can pay as you go

Only pay for w hat you use

Good billing service

10
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FAIRNESS OF WATER AND SEWERAGE CHARGES
Perceptions of fairness of water charges havehamged over the past year with 63% agreeing
that the water and sewerage charges that theyrpdgig (64% agreed that the charges they

paid were fair in 2007).

Chart 2.8: How much do you agree or disagree that t

charges that you pay are fair__?
(Base: All respondents excluding DK)

he water and sewerage

2006
(1902)
%

B Agree

Neutral

Disagree

2007
(2015)
%

2008
(1936)
%

Respondents in the South West where bills are gbndrigher are significantly less likely to
agree that the charges they pay are fair (32% agrhese in the Thames region are most likely

to agree that the charges they pay are fair (70%).

Chart 2.9: Respondents agreeing that the prices the

(Base: All respondents excluding DK)

%
All (1936)

Thames (192)
Eastern (197)
Wessex (194)

Y orkshire (194)
Northumbria (192)
North West (193)
Midlands (191)
Southern (196)
Wales (195)

South West (197)

y pay are fair by region

11
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VALUE FOR MONEY

Households with a water meter are more likely ttimse without to say that the charges they
pay are fair (68% compared with 61%). It is enegimg that having a water meter appears to
enhance perceptions of fairness.

Respondents with a disability or long-term heatihdition are less likely than those without to
say that the charges they pay are fair (56% condpaith 64%).

As the following chart illustrates, people tenditdk perceived unfairness of charges to cost
rather than service quality.

Chart 2.10: Reasons water and sewerage charges are  unfair
(Base: All disagreeing that water and sewerage charges are fair)

(537)
%

Expensive/prices

have risen/other 66
companies cheaper
I 6

Rates are
unfair/should depend
on size of house

Profits/shareholders
paid too much

Poor/inefficient

. 4
service

3
w ater

Poor quality/colour of F

12
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VALUE FOR MONEY

AFFORDABILITY OF WATER AND SEWERAGE CHARGES

As in previous years respondents are significamtbye likely to agree that their bills are
affordable than they are to agree that they arg68P0 agree that the bills they pay fae
compared with 74% who agree that the water andrsg@echarges that they pay are
affordable)

Chart 2.11: How much do you agree or disagree that  the water and sewerage
charges that you pay are affordable __ to you?
(Base: All respondents excluding DK)

2006 2007 2008
(1941) (2054) (1967)
% % %

B Agree
Neutral

Disagree

Consistent with other results, respondents in th&lSWest are significantly less likely to agree
that the charges they pay are affordable (48%)p&etents in the Thames region are the most
likely to agree that the charges they pay are dffiole (81%).

Respondents of lower social grade are less likedyp imore affluent respondents to agree that
their charges are affordable to them (69% of DB pared with 79% of AB’s agree). Single
parents and those with a disability or long-terraltiecondition are also less likely to agree that
the charges that they pay are affordable (64% &#tl fespectively agree that the charge they
pay are affordable to them).

A new question was added to the survey in 200&aonéne customers’ views on the relative
importance of bills being affordable versus the am@nce of water and sewerage companies
conducting their business ethically. One in tepoesients (10%) say that their bill being
affordable is most important to them, compared B#thwho say that their water and/or
sewerage company conducting their business ethisathost important. The majority of
respondents (82%) say that they are both equaliypsrtant to them.

13
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3 CONSUMER RIGHTS AND RESPONSIBILITIES

n this section we explore customers’ views on almemof issues relating to the rights and
responsibilities of water consumers. This incluaeareness of billing options, the number
of customers on water meters, awareness and takéapgecial tariffs, responsibility for
water pipes, awareness of consumer rights, andssslating to contacting the water

companies.

Summary
* Nine in ten respondents are aware that they camhgaybill in instalments.

* A quarter of respondents do not have a water ety are not aware they could have
one fitted free of charge
- younger customers are significantly less likelyntlodder customers to ask to have a
water meter fitted.

* Awareness of WaterSure, (the social tariff for oostrs on low incomes but who need
to use more than water than average) and senacesderly and/or disabled customers
has fallen over the past year.

« Two in five customers are aware that under cedmoumstances they may be entitled
to compensation for failures to meet specified leeé service.

» Satisfaction with contact with water and sewerageganies and satisfaction with
complaint handling has improved on all measures theepast year.

BILLING OPTIONS

Nine in ten respondents (89%) are aware that thaypay their water and sewerage bill in
instalments e.g. monthly, fortnightly or weekly.ilnesult is similar to 2007 when 87% were
aware.

Awareness that customers can pay their bills italngents is lowest among the youngest and
oldest age groups. Amongst younger respondent84)186% are aware they can pay in
instalments, and amongst those aged 75 or overeé8d%ware. This compares with 91% of
those in the middle age brackets (35-74).

Overall 78% of respondents say that they wouldKedyi to contact their water company if they
were worried about paying their bill, and this figwas higher still (85%) among those renting
their property privately.

Customers who were satisfied with their previoustact with their water company were more

likely to be prepared to contact them if they wegried about paying their bill (86% of those
satisfied with previous contact compared with 71%hose dissatisfied).
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WATER METERS

Overall 37% of respondents say that they have anwagter fitted, and as in previous years,
penetration of water meters continues to vary gréstregion.

Chart 3.1: Proportion of households with a water me ter fitted
(Base: All respondents)

%

All (2000)

South West (200)
Eastern (200)
Wessex (200)

Y orkshire (200)
Southern (200)
Thames (200)
Midlands (200)
North West (200)

Wales (200)

Northumbria (200)

The incidence of water meters varies in line wité tharacteristics of the respondent’s
household, with those one might expect to havevater consumption more likely to have
meters than larger families. Over half (52%) of peeson households have a meter fitted
compared with 40% of two adult households, 30%na parent families, and 27 % of two
parent families.

As in previous years, older respondents are mketylto have a water meter than those who
are younger. 55% of those aged 75+ and 44% of 6fedbolds have a meter fitted, compared
with just 33% of under 60’s.

These results are encouraging, as the respondantsay that they have water meters fitted, are
the ones who are most likely to benefit from havangeter i.e. the elderly, and one person
households where they are more likely to use legenvand keep costs down than others.

Among respondents who did not have a water met#r w8re aware that they could have one
fitted free of charge if they wanted. Awareness thater meters can be fitted free of charge has
remained at the same level over the past year&tith aware in 2007 (just 50% were aware in
2006).

Of the total sample, 25% did not have a water m&iMD were NOT aware they could have
one fitted free of charge.
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Awareness that a meter can be fitted free of chifurggiuested is higher among owner
occupiers than tenants (61% of owner occupiers peoed with 52% of private renters, and
49% of social renters are aware).

Among households who have a water meter 50% sajyt tlvas already installed when they
moved into their home, 43% asked for it to be dittend 7% had to have a meter fitted.

Those living in single person households were nmaore likely to have asked for a meter to be
fitted than those living in multi-person households

As the following chart illustrates, younger respenis are far less likely to have asked for a
water meter to be fitted.

Chart 3.2: Proportion of all customers with water m eters by age
(Base: All respondents)

W Have a w ater meter

O Asked for a meter to be fitted

All (2000) - 37

\—IO\o

18-34 (271)

35-44 (456)

45-60 (624) 34
13
44
27

75+ (181)

54

|

If a customer requests to have a water meter fittexy have 12 months to decide whether or
not they want to keep it. If they don’t, they camlgack to the original water rate charge for the
property at no cost. A quarter (26%) of unmetenestamers surveyed (fewer than half of those
aware that they could have a new meter fitted dfezharge) claimed to be aware that they
could have it on a 12 month trial period.
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WATERSURE TARIFF

People were askédre you aware of or are you currently on the W&are tariff? This was
introduced to help people in low income groups weed to use a lot of water.”

The majority of respondents (93%) are not awarth@MWaterSure tariff. This includes 77%
who say that they do not need to be on the taniffi 14% who say that they would like to know
more, and 3%, who are unsure.

All water companies have recently adopted the n@aterSure’ for their tariffs for low
income groups who need to use a lot of water. @tidd explain the fall in claimed awareness
from 12% aware in 2007 when it was called the Vidbie Groups Tariff (or other company
specific brand name) to 7% in 2008 after the nahange.

Table 3.3: Awareness of WaterSure tariff
(Base: All respondents)

Vulnerable WaterSure
Groups tariff Tariff
2007 2008
(2088) (2000)
% %
AWARE 12 7
Subscribed 1 1
Aware but no need to subscribe 10 6
NOT AWARE 87 91
No, but would like to know more 11 14
No, but do not need it 76 77

There are a number of significant differences adharacteristics of those who would like to
know more about the tariff:-

* Respondents from lower social grades are moreylikeln others to say that they would like
to know more (20% of unaware DE’s compared with@%naware AB'’S).

« Consistent with social grade differences, respotsd@ho are in rented houses are more
likely than owner occupiers to say that they wdikd to know more (22% of renters
compared with 12% of owner occupiers).

» Lone parents are also more likely to say that theyld want to know more (28% of lone
parents compared with 12% of other households).

* Respondents with a disability or long-term heatihdition are also more likely to say that
they would like to know more about the tariff (23f#farespondents with a disability or long-
term health condition compared with 12% of thosewh not).

There certainly appears to be scope to increaseeaess among those most likely to be eligible
for the WaterSure tariff or those who are likelyktiow others who might be eligible.
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SERVICES FOR ELDERLY AND/OR DISABLED CONSUMERS

Respondents were ask&kte you aware of your water company’s servicesdlaterly and/or
disabled customers? These might include servaresidht impaired people such as large print
or Braille leaflets and bills, passwords to ensalients from the company are genuine, or
customers on dialysis who need constant availgtlitsupply?”

A quarter (25%) of respondents say that they amr@wf their water company’s services
available for elderly and/or disabled customerss Thslightly lower awareness than 2007
when 29% said that they were aware of the servinekided in the 75% unaware are 10% of
all respondents who would like to know more.

Table 3.4: Awareness of services for elderly and/or disabled consumers
(Base: All respondents)

2007 2008
(2088) (2000)
% %

AWARE 29 25
Subscribed 1 1
Aware but no need to subscribe 28 24
NOT AWARE 71 75
No, but would like to know more 10 10
No, but do not need it 61 65

Awareness was highest among older respondents §876ag those aged 75 or over, 30%
among those aged 61-74 and 22% among those 60naded)u

As in previous years, elderly customers are thet tilady to say that they would like to know
more about these services (18% of those 61+, cadpaith 6% of those aged 60 and under
would like to know more).

Respondents with a disability or long-term heatihdition are also more likely to say that they

would like to know more about the services (25%espondents with a disability or long-term
health condition compared with 7% of those without)
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MAINTENANCE OF WATER AND SEWERAGE PIPES

For council tenants it is the local council whaasponsible for maintaining the water pipes at
the property. Homeowners are responsible for thater@ance of water pipes at their home up
to the boundary of their property (i.e. where theperty meets the public highway).
Homeowners are also responsible for the maintenaineewerage pipes and drains at their
home up to the point they meet the main sewer.

The following chart illustrates who respondentséyd is responsible for the maintenance of
the water pipes and sewerage pipes and drainsiaptioperty. Over half (55%) say that they
themselves are responsible for the water pipdseatproperty, and a similar proportion (53%)
say that they are responsible for the sewerages @ipe drains at their property.

A relatively high proportion of respondents mistaleguess or believe that the water company
is responsible for the maintenance of the wategpand sewerage pipes and drains at their
property and there appears to be increased confosier water companies’ responsibilities
over the past year. A third of respondents (33%gbe their water company is responsible for
maintaining the water pipes at their property (tgorf 29% in 2007), and 32% think that their
water company is responsible for maintaining teewerage pipes and drains (up from 27% in
2007).

Chart 3.5: Who do you think is responsible for main taining the water pipes/sewerage
pipes and drains at your property?
(Base: All respondents)

B Water pipes
(2000)

% 0 Sew erage pipes and draing|

| am/the
householder/landlord/organised
through my insurance

55
53

|

33

The water company
32

6
The local council !—‘
9

1

4
Don't know
5
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As in previous years, owner occupiers are the ilady to say that they are responsible for the
maintenance of water pipes at their property (6IPlg proportion of private renters who think
that they are responsible has fallen significaotigr the past year, from 61% in 2007 to 48% in
2008. Social renters are the least likely to say tiey are responsible for the water pipes at
their property (14%). This is to be expected astamncil tenants, the maintenance of their
pipes is the responsibility of the council, and tih@m as individuals.

It is still clear however, that there is some caidn among all housing tenures as to who is
responsible for the maintenance of water pipesstiential properties.

Table 3.6: Responsibility for water pipes by housin g tenure
(Base: All respondents)

Owner Private Social
occupier rental renter
(1630) (161) (173)
% % %
| am/the householder/landlord/organised 60 48 14
through my insurance
The water company 32 35 41
The local council 3 7 30
Other 1 5 6
Don’t know 4 4 8

SERVICE STANDARDS AND COMPENSATION

There are a number of customer service standdrdsr companies must comply with which
are set out to protect the rights of customers,ilaadvater or sewerage company fails to meet
certain customer service standards for reasonsntiRir control, customers may be entitled to
compensation. Two in five respondents (40%) clairbdé aware that under certain
circumstances they may be entitled to compensa(ior2006 39% claimed awareness and 44%
were aware in 2007). So awareness has remainaddatbe two in five level in every survey.

As in 2007 respondents in the South West are tiat hkely to be aware that they may be
entitled to compensation (54%).

There are a number of other significant differenmgsub-groups:-

» respondents of a higher social grade are moreylikeln others to say that they are aware
(46% of AB’s compared with 32% of DE’s)

» consistent with the social grade differences, ovaeeupiers are more likely than renters to
be aware (42% of owner occupiers compared with 8ipsivate renters and 26% of social
renters)

* single parents are less likely than others to bara\{29% of single parents compared with
40% of all other households)

* only a third (33%) of those with a disability onipterm health condition are aware
compared with 41% of those who do not have a disabr long-term health condition.
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INFORMATION FROM WATER COMPANIES

A new question was added in 2008 to examine hoghlikustomers would be to read
information provided by their water and seweragagany about the services they receive.
Seven in ten customers (70%) say that they arylikeead information sent to them by their
water company, but there are 29% who say thatweyd be unlikely to read anything sent to
them by their water company (20% not very likelyl &% not at all likely). The sub-groups in
which substantial numbers said they would be uhfiteeread information were often those
potentially in greatest need of help. So:-

* 41% of single parents and;
* 34% of social renters would not read information.

Increasing awareness of consumer rights and regylitress among these groups could be a
challenge.

CONTACTING WATER COMPANIES

Overall 18% of respondents say that they have ctedaheir water company to make an
enquiry in the past 12 months. The number of peaple say that they have made enquiries to
their water company has risen steadily over thesygam 12% in 2006, to 16% in 2007 and
now 18% in 2008.

Younger respondents are the most likely to sayttteyt have made an enquiry in the last 12
months (25% of 18-34 year olds compared with 18%ho$e 35-44, 17% of 45-60 year olds,
16% of 61-74 year olds, and just 8% of respondagées! 75+).

Respondents with a water meter are more likely thase without to say that they have made
an enquiry in the past 12 months (23% compared vth).

There also appears to be a link between sociakgrad likelihood to make an enquiry. More

affluent households are more likely to have madsami with their water company in the past
12 months (22% of AB’s compared with 14% of C2DE’s)
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The reasons for making contact are very similahtse mentioned in 2007. The most common
reason was a billing enquiry (mentioned by 31%hoke making contact).

Chart 3.7: Reasons for making contact
(Base: All making contact)

(352)
%

Billing enquiry

Water meter installed/
w ater meter enquiry

To make a complaint

Enquiry relating to
flooding

To report
problem/fault/blockage

Enquiry relating to
drought

Moving home
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The following chart shows customers’ satisfactiathwhe contact with their water and/or
sewerage company, and it is clear in comparing 2@@8nst 2007 that many more customers
were satisfied than dissatisfied in terms of edsmntact, information provided, knowledge
and professionalism of staff, and feeling the issoeld be resolved.

These results are very positive and show that veat@panies have improved the way they deal
with customer enquiries over the past year, witlstection with contact improving on all
measures and the number of dissatisfied custoralirgyfsignificantly on all measures.

On every measure in every water region, over hakeé making enquiries were very or fairly
satisfied with the performance of their water and&werage company.

Chart 3.8: Satisfaction with contact
(Base: All respondents contacting their water company excluding DK/not applicable)

m Very satisfied Fairly satisfied
B Neutral Dissatisfied

%

Ease of contacting someone able to help 2007

2008

Quality/clarity of information provided 2007

2008

Know ledge and professionalism of staff 2007

2008

Feeling your call had been, or would be resolved 2007
2008

Keeping you informed of progress 2007

2008
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MAKING A COMPLAINT

When prompted, a total of 4% of respondents saitttiey had made a complaint to their water
or sewerage company in the last 12 months (thigpeoes to 5% in 2007), and this still
represents a sizeable number of complaints.

As with satisfaction with contact, the satisfactwith various aspects of the complaint handling
process has improved on all measures over theypast

Chart 3.9: Satisfaction with complaint handling
(Base: All respondents making a complaint to their water company in the past 12 months
excluding DK)

B Satisfied Neutral Dissatisfied |

%

Speed of response to complaint 2007

2008

How w ell company dealt w ith concerns 2007

2008

Action taken to prevent problem re-occuring 2007

2008

Overall satisfaction w ith complaint handling 2007

2008
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Between 2006 and 2007 the number of customerstdissd with the complaint handling
process increased on all measures. However in 2@8umber of dissatisfied customers has
fallen dramatically over the past year, and is m&ow the levels seen in 2006.

Table 3.10: Proportion of customers dissatisfied wi th complaint handling
(Base: All respondents making a complaint to their water company in the past 12 months
excluding DK)

2006 2007 2008
(111) (100) (92)
% % %
Speed of response to complaint 46 58 33
How well company dealt with concerns 52 55 35
Action taken to prevent problem re-occurring 51 58 45
Overall dissatisfied 51 54 46

Overall, 53% of customers were satisfied with tlaytheir complaint was dealt with, and
when compared with the energy and telephone lamdharkets, this compares favourably.
FDS's most recent CompariSatenchmarking dafashows that 36% of those making a
complaint to their telephone landline company wsatsfied with the way their complaint was
dealt with, and just 27% of those making a complirtheir energy company were satisfied.

2 Figures taken from FDS CompariS&urvey 2007 - based on 100 customers making a @impd their
telephone landline company and 106 making a comipiaitheir energy company.
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OVERALL SATISFACTION WITH CONTACT
Including those who when prompted remembered matwomgplaints 18% had contact with
their water company in the last twelve months.

Taking everything into account, four in five (81%)these respondents say that they are
satisfied with the contact with their water companlyis represents a significant improvement
on the 2007 results when 71% said that they weisfied.

In every region in 2008, at least three quartetho$e making contact were satisfied.

Chart 3.11: Overall satisfaction with contact
(Base: All respondents contacting their water company excluding DK)

2006 2007 2008
(284) (345) (378)
% % %

N

W Very satisfied

Fairly satisfied

>7l%
> 81%

Neither/nor

Dissatisfied

Those who are satisfied with the value for moneynftheir water and sewerage supply are
significantly more likely to say that they are s&éd with the contact with their water company
(90% compared with 63%). This suggests people’seapces of contact with their water
company influences their value for money percepstiamnd vice versa.
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Those who were dissatisfied with the contact whigirtwater company were asked why they
were not satisfied. The main reasons given wetcaus®e of poor/unsatisfactory service and
issues not dealt with (36%) or a lack of or podoimation (22%). 15% said that it was
because their bills were too expensive or pricesrisen.

Table 3.12: Main reasons for dissatisfaction with ¢ ontact
(Base: All respondents not satisfied with contact)

(68)
%

Poor/unsatisfactory service/issues not dealt with 6 3
Poor/lack of/slow/incorrect information 22
Cost/expensive/prices have risen 15
Difficult/slow to contact/no direct contact 13
Payment/Direct Debit issues 7
Staff inefficient/lack of knowledge 7
Staff unhelpful/fobbed me off 4
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4 WATER ON TAP

his section explores customers’ views on a numbessaes relating to their water
supply including their overall satisfaction witrethwater supply, tap water versus
bottled water and efforts to encourage consumertongaste water.

Summary

» Satisfaction with overall water quality is very hignd continues to improve year on
year.

* Very few respondents feel that the service thegivwecfrom their water company has
got worse over the past year.

* The proportion of adults who think that bottled @rat better for them has fallen over
the past year
- and more people now agree that they usually depkather than bottled water.

e Seven in ten respondents claim to take measuresltce their use of water
- three in ten say that they don’t know what theyoddo not take any measures to
reduce their use of water.

SATISFACTION WITH WATER SUPPLY

There are high levels of satisfaction for nearlyaapects of water supply, with very few
customers dissatisfied with their water supply.tGoers are most satisfied with the reliability
of their water supply (98%), and least satisfiethwhe hardness/softness of their water (74%).

Chart 4.1: Satisfaction with various aspects of wat er supply
(Base: All respondents excluding DK)

o, |® Very satisfied © Fairly satisfied ® Neither satisfied/nor dissatisfied ® Dissatisfied

Reliability of water supply
(1993)

———

Colour and appearance of
tap water

(1995)
Water pressure
(1992)

Safety of drinking water
(1932)

Taste and smell of tap water
(1959)

Hardness/softness of water
(1886)
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While most people declared themselves satisfied aach aspect of water supply, there were
small numbers who were dissatisfied and small nuswo felt unable to answer. So as well
as 3% expressing neutral and 3% negative viewh@sdfety of their drinking water a further

3% felt unable to give an assessment at all. Iicése of hardness/softness 6% felt unable to
offer a view.

As the following chart illustrates, all measuresdahown a year on year increase in
satisfaction from 2006-2008.

Table 4.2: Satisfaction with various aspects of wat  er supply 2006 — 2008
(Base: All respondents excluding DK)

2006 2007 2008
% % %

Reliability of water supply 95 97 98
Colour and appearance of tap water 90 94 95
Water pressure 87 89 91
Safety of drinking water 87 92 94
Taste and smell of drinking water 83 87 90
Hardness/softness of water 68 72 74
Overall satisfaction 92 94 96

The majority of respondents (96%) are satisfiedal/eith their water supply, and there is
very little difference in satisfaction by region. 2007 respondents in the Midlands (89%) and
the South West (90%) were less likely to be sa&tisivhen compared to some other regions,
however in 2008 overall satisfaction with water@ymas improved in these two regions and
now satisfaction in all regions is 94% or higher.
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As in 2006 and 2007, reducing prices and improWegquality of water are still the most
widely suggested improvements to the overall sergrovided by the water companies. As we
might expect, respondents in the South West argfisigntly more likely than respondents from
all other regions to suggest reduced rates (53%gpéhdents in the Thames region are most
likely to mention better quality water (22%).

Chart 4.3: If you could make one single improvement to the overall service provided by
your water company what would it be?
(Base: All respondents)

(2000)
%

Cheaper/reduced rates

Better quality w ater
Better/higher w ater
pressure

More/quicker

information/communication

Pipes fixed/few er leaks

More efficient/reliable
service

Nothing in particular/don’t
know
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Very few respondents (2%) think that service fréwait water company deteriorated over the
past year. The vast majority (94%) think that tee/ee has stayed the same over the past year.

Chart 4.4: Changes in service over the past year
(Base: All respondents excluding DK)

2006 2007 2008
(1908) (2058) (1974)
% % %

“_—-_

W Better
Stayed the same

Worse

TAP WATER VS. BOTTLED WATER

The majority of adults (85%) believe tap water ¢odh least as good for them as bottled water,
and as Chart 4.5 illustrates more people now beliap water to be better for them than bottled
water (39% in 2008 compared with 36% in 2007). pregortion of adults who believe that
bottled water is better for them has fallen fron¥2ih 2007 to 14% in 2008.

As in 2007 there is a clear link between age andiaps on bottled versus tap water with
younger respondents more likely to favour bottledas, whereas older respondents are more
likely to think that tap water is better for theihere has however been a big shift in
perceptions among younger adults (18-34). In 20d% 8f 18-34 year olds thought that bottled
water was better for them but this has fallen digagjust 19% in 2008.
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Chart 4.5: Which is better for you?
(Base: All respondents)

2007 2008 18-34 35-44 45-60 61-74 75+
(2088) (2000) (271) (456) (624) (462) (181)
% %

B Tap w ater

Both equally good

Bottled w ater

Don't know

Those who are overall dissatisfied with their wat@pply, are more likely than those who are
satisfied to say that they think bottled waterestér for them (34% compared with 13%).

As well as the increase over the last year in thiosding that tap water is at least as good for
them as bottled water, there has also been a daalithe number of people who say that they
usually drink bottled rather than tap water. Oweerr in five respondents (82%) agree that they
usually drink tap water rather than bottled watenipared with 78% in 2007).

Chart 4.6: Agreement with the statement - | usually  drink tap rather than bottled water
(Base: All respondents)

2007 2008
(2088) (2000)

B Agree
Neutral

Disagree
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Older respondents are more likely to say that tisally drink tap water rather than bottled
water (93% of those aged 75+ and 87% of 61-74 glelsrcompared with 79% of those 60
and under).

As we might expect, those who are satisfied withrttvater supply are more likely than others
to say that they usually drink tap water (83% corapavith 61%).

REDUCING USE OF WATER

Encouraging people to use water wisely is one oiMar’'s key areas of work and a wide
range of actions are claimed by customers to retheeuse of water. Seven in ten (69%)
claim to take specific measures to reduce theirofiseter, but there are still three in ten (31%)
who say that they don’t do anything or don’t knowatthey could do to reduce their use of
water.

Chart 4.7: Actions taken to reduce use of water —m  ain unprompted answers
(Base: All respondents)

(2000)
%

Show ers instead of baths

Turn off taps w hen brushing teeth

Hippo/save a flush device in toilet cistern

Wait until full load for w ashing
machine/dishw asher

Water butts in garden

Water meter installed

Only required amount in kettle

Reuse w ater

Energy/w ater efficient w ashing machine

Nothing/don’t know

Those who live in rented accommodation are the léasy to take measures to reduce their
use of water (71% of owner occupiers claim to taeasures to reduce their use of water
compared with 60% of renters).
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AWARENESS OF WATER CAMPAIGNS

Just over half (55%) claim to have been made asfatampaigns to use water wisely in the
past 12 months, and as the chart below shows lizsreeen little change in results over the
past year.

Water saving initiatives, although ongoing at indual water company level, naturally have a
lower media profile when we are not experienciryaight anywhere. Whilst the level of
claimed awareness (55%) of water saving campagyasagouraging, it may be that this
awareness is being enhanced by other environmeantgbaigns with different ultimate aims.

For example, in the last couple of years campdignsater companies, CCWater and others
have started to highlight the link between wates, saving energy (for example by boiling only
as much water as you need in the kettle) and thétieg CO2 reductions (as well as the
possible money saving dimension). It is also pdsghmt awareness has to some extent been
reinforced by the government’s ‘Act on CO2’ campaighat have appeared on TV in recent
years.

It is also important to note that in research sysyguestions on advertising or campaign recall
will often generate mentions of TV even if thereswe TV advertising, so the high levels of
mentions of TV are not unusual. Press advertisnthdirect mail campaigns have clearly been
noticed by some customers.

Chart 4.8: How have you been made aware, if at all,  of campaigns to use water wisely?
(Base: All respondents)
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5 CLEANING UP

n this section we explore customers’ views on almemof issues relating to the disposal of
waste, including views on what is acceptable tpake of down the toilet, sink, or drain,
what happens to waste water, and overall satisiaetith sewerage services.

Summary

» There is still some confusion among a significamtarity of customers as to what is
acceptable to dispose of down the toilet, sinkramd

* A quarter of respondents are not aware that wasterws cleaned at treatment sites
before being released into the environment.

* Asin 2007 roughly nine in ten are satisfied whbit overall sewerage service
- and satisfaction with all aspects of service hgwawved slightly over the past
year.

DISPOSING OF WASTE

There are a number of items which are not apprigteadispose of down the toilet, sink, or
drain. None of the items listed in Chart 5.1 areeptable, yet some respondents still believe
they are. There is little change since 2007 intvaleaple think is acceptable to dispose of in
this way and 17% still think it is acceptable tasth tampons down the toilet. In 2008
respondents were asked if they think it is accdetibdispose of medicines down the toilet,
sink or drain, and one in nine (11%) say that tiiiryk that it is acceptable. Seven in ten (69%)
correctly answered that none of the items belowaaoeptable to dispose of down the toilet,
sink, or drain.

Chart 5.1: which of the following are acceptable to dispose of down the toilet, sink, or drain?
(Base: All respondents)

%

Tampons W 2008

@ 2007

Medicines

Condoms
Fats/cooking oils

Sanitary tow els

Cotton buds
Motor oil I
Razors I

Nappies I

| 69
None of these — s
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CLEANING UP

WASTE WATER

Waste water that goes down the toilet or sinks fhmmseholds in the UK is cleaned at
treatment sites before it is released back intetharonment. In some cases waste water goes
into a septic tank instead of the public sewer.

Nearly three quarters of respondents without séatiks (73%) were aware that their waste
water was cleaned at treatment sites, however sefreve it goes direct into the sea or rivers
without being treated.

Chart 5.2: What happens to waste water that goes do  wn the toilet/sink in your property?
(Base: All respondents excluding those with septic tanks)

(1868)
%

Cleaned at treatment sites

Goes direct into sew ers/drains

Goes direct to sea

Goes direct to rivers

Recycled

Nothing

Don’t know
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CLEANING UP

SATISFACTION WITH SEWERAGE SERVICES

Satisfaction with sewerage services has improvweces2006, with a total of 90% saying that
they are satisfied with the service they receiVhae proportion of dissatisfied customers has
reduced from 5% to 3% over the last two years.

Chart 5.3: Overall satisfaction with sewerage servi  ces
(Base: All respondents excluding those with septic tanks and don’t knows)

2006 2007 2008
(1994) (2000) (1868)
% % %

B Very satisfied

Fairly satisfied
88% > 90%

Neither/nor

Dissatisfied

Younger respondents (18-34) are the least likekatothat they are satisfied with the service
they receive from their sewerage company (84% aderaged 18-34 are satisfied, compared
with 92% of those aged 35+).

Those who are satisfied with the value for moneynftheir sewerage services are more likely

to say that they are overall satisfied with thewsrage services (94% of those satisfied,
compared with 82% of those dissatisfied with thiei@dor money).
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CLEANING UP

When examining in more detail customers’ satistactith different aspects of their sewerage
company’s management of services, there have ganhisnprovements on all measures over
the past year and few respondents are dissatisftecany aspect of their sewerage service.

Chart 5.4: Satisfaction with various aspects of sew  erage services
(Base: All respondents excluding those with septic tanks and don’t knows)

m Very satisfied
Fairly satisfied

B Neither satisfied nor dissatisfied
Dissatisfied

%

Cleaning w aste w ater before releasing it 2007

2008

Maintenance of sew erage pipes/treatment w orks 2007

2008

Reducing smells from sew erage treatment w orks 2007

2008

Minimising sew er flooding 2007

2008
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CLEANING UP

As the following chart shows, when asked what cdigdione to improve their sewerage
services nearly half (48%) say that they don’t knand a further 16% say nothing in particular.
Reduced costs (8%) and improved sewerage/drairyatenss (12%) are the most commonly
cited ways that their sewerage services could Ipeaved.

Chart 5.5: What could be done to improve sewerage s  ervices
(Base: All respondents excluding those with septic tanks)

(1868)
%

Improve sewerage/drainage system

Reduced cost

Reduce smell (from sewerage
treatment sites)

More/better/information/communication

Improve/maintain pipes

Nothing in particular

Don't know
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6 COMPARISONS WITH OTHER UTILITIES

n this section we further examine perceptions deweompanies and make comparisons

with other utilities. Comparative value for moneashalready been covered earlier in this

report, and this section focuses on issues suldveals of trust, the feeling that companies
care about the service they provide, and overa#ifaation with service.

Summary

» Customers are more likely to think that their wisewerage company cares about the
service it provides than they are to think thatrtbaergy company does.

* They are also more likely to say that they trustrtivater/sewerage company than their
energy company.

* Overall satisfaction with service provided is higher water and sewerage companies
than telephone landline companies, energy companig¢$ocal councils.

COMPANIES CARING ABOUT THE SERVICE THEY PROVIDE

In a competitive market such as gas and electnditgre retaining customers is key to a
supplier’'s business strategy one might expect custservice standards to be higher than the
water/sewerage industry (where customers are et@lswitch suppliers). However

customers are significantly more likely to agreat tineir water and/or sewerage company cares
about the service they give to customers than tferor electricity company.

Chart 6.1: Agreement that companies care about the service they give to customers
(Base: All respondents)

Water/sewerage Gasl/electricity
Company Company
(2000) (2000)
% %

21

| Strongly agree

B Tend to agree

Neither agree nor
disagree/don't know

Tend to disagree

Strongly disagree

29%
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COMPARISONS WITH OTHER UTILITIES

Chart 6.2 illustrates the regional differenceshiose who feel that their water and/or sewerage
company and energy company cares about the setrgiees to customers. There are wide
gaps between perceptions of water/sewerage angyeo@mpanies everywhere except South
West.

Chart 6.2: Agreement that companies care about the service they give by region
(Base: All respondents)

%

0 Gas/electricity B Water/sew erage

N ———
Eastern ” 7
hames ﬂ 72
Wessex ” 72

Wales H 7

. 71

Northumbria ﬂ
70

North West ﬂ

. 69
Yorkshire 48

) 66

Midlands H
64

Southern H
64

South West Mg

J
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COMPARISONS WITH OTHER UTILITIES

TRUST IN WATER/SEWERAGE COMPANIES AND ENERGY COMPAN IES

Respondents were asked how much they trust théarisawerage company and energy
company on a scale of 1-10 where 10 means thatithstythem completely and 1 means that
they don't trust them at all. It is clear that @mers tend to trust their water and/or sewerage
company far more than they trust their energy campeth seven in ten (70%) giving their
water or sewerage company a high score of 7-10 aoedpwith just over half (51%) giving
their energy company the same high scores.

Chart 6.3: Trust in water/sewerage and energy compa  nies
(Base: All respondents)

Water/sewerage Gaslelectricity
Company Company
(2000) (2000)
% %
m 9-10
m 7-8
5-6
" 14
Don't know
) T 1
Mean score 714 6.29
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COMPARISONS WITH OTHER UTILITIES

Older adults are more trusting of both their eneaggt water/sewerage company, but as
Chart 6.4 shows, the gap between the trust scéreater/sewerage and energy companies is
greatest among younger adults, who are particuhaisyrustful of energy companies.

Chart 6.4: Trust in water/sewerage and energy compa  nies by age
(Base: All respondents)

0 Gasl/electricity B Water/sew erage

7.14

All (2000) -

18-34 (271)

35-44 (456)

45-60 (624) —62;
7.32
o740y
ey
J

L L L L O\O
¢ o
©
= )
~
N
w
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COMPARISONS WITH OTHER UTILITIES

In the 2008 survey respondents were asked howiedtthey were overall with the service
provided by different organisations. As the follogichart shows satisfaction with water and
sewerage companies compares favourably with odrerces.

Chart 6.5: Overall satisfaction with service from d ifferent companies 3
(Base: All respondents)

B Very satisfied Fairly satisfied

B Neither satisfied nor dissatisfied/DK ® Dissatisfied

%

Your w ater and sew erage )
company

Your landline supplier 42

Your energy supplier 28 n
Your local council 19 n

% Satisfaction with overall service from Water arev@rage Company is taken from the Ofwat and CCWater
research into competition in the water and seweitadyestry 2008.

44



ANNUAL TRACKING SURVEY 2008

7/ SPEAKING UP FOR WATER CONSUMERS

n this section we explore customers’ views on almemof issues relating to the reporting of
problems with customers water and sewerage sugpigreness of CCWater, and the
perceived importance of CCWater as an organisation.

Summary
« Asin previous years the majority of respondentsild@ontact their water company if
they had a problem.

* Spontaneous awareness of CCWater is still very low
- 0.3% know that CCWater is the consumer body fomtater industry and three
in ten respondents mistakenly think that the coresumody is Ofwat.

* Prompted awareness has increased slightly overasteyear with one in five
respondents now aware of CCWater.

* Nearly all customers think that it is importantt@ve a consumer body representing
their interests about the water and sewerage ey receive.

* Few interviewees have contacted CCWater in theymastbut all who did so were very
satisfied with all aspects of the contact.

WHO TO CONTACT TO REPORT A PROBLEM

The majority of respondents (86%) say that theyld/oontact their water or sewerage
company if they had a problem (this is consisteitt the 2007 results when 85% said that they
would contact their water or sewerage company).

Chart 7.1: Who would you contact if you had a probl em with your water or sewerage
services?
(Base: All respondents)

(2000)
%
Water or
sew erage

Local council 5

Landlord J 2

Ofwat |1

Plumber |1

Consumer
body/Consumer

Other answers |1

Don’t know /no-
one
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SPEAKING UP FOR WATER CONSUMERS

Owner occupiers and private renters are most liteetyontact their water or sewerage company
(90% of owner occupiers, and 85% of private rentswspared with 62% of social renters).
Social renters are more likely to contact theialamouncil (27%, compared with 3% of owner
occupiers, and 3% of private renters).This is t@Xgected as for many of those living in
council owned homes it will be the council whoeésponsible for dealing with any household
problems of this nature.

AWARENESS AND PERCEIVED IMPORTANCE OF CCWATER

As in previous years, spontaneous awareness of @&\igavery low, and among those who
think that they know who the consumer body is, Qfiwanentioned by most (29% of
respondents think that Ofwat is the consumer bodmpared with 0.3% who mentioned
CCWater). Although only 0.3% spontaneously men@&@Water as the consumer body for the
water industry, this does represent a slight irsgesaince 2007 when only one respondent
(0.05%) spontaneously mentioned CCWater.

As a relatively new organisation, CCWater has samag to go to create the same levels of
awareness as Ofwat, which is a long established:natime water and sewerage industry.

Chart 7.2: Do you know the name of the consumer bod vy for the water industry?
(Base: All respondents)

(2000)
%

OFWAT i 29

Water company named | 1
CCWater | 0.3

Water Voice | 0.1

46



ANNUAL TRACKING SURVEY 2008

SPEAKING UP FOR WATER CONSUMERS

When probed, a further 21% of respondents claimdthte heard of CCWater before taking
part in the survey. This represents a slight irswen awareness over the past year (18% were
aware in 2007).

As illustrated below, younger respondents are Sagmitly less likely to say that they are aware
of CCWater than older respondents.

Chart 7.3: Awareness of CCWater by age
(Base: All respondents)

% (2007 results in
brackets)
Total (2000) 21 (18)
By age
18-34 (271) 11 (18)
35-44 (456) 17 (10)
45-60 (624) 19 (13)
61-74 (462) 31 (@27)
75+ (181) 31 (27)

Of those aware of CCWater the majority (68%) warahle to say what CCWater does, 15%
think it is a consumer body, 7% think that it iregulatory body, 4% think that it is a water
company, and 3% think that it is part of Ofwat.

Interestingly, those who say that they are awai@@¥Water are more likely to say that they are
aware of other issues related to water and sewaegies. For example they are more likely
to-
e say that they take measures to reduce their usatefr

be aware of what is not acceptable to dispose whdbe toilet, sink, or drain
be aware of billing options and different tariffs.

It is likely that those aware of CCWater are custcsywho are generally more engaged with
issues relating to their water and sewerage sexwekile those not aware of CCWater are also
less aware of other issues affecting water and rsgeecustomers.
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SPEAKING UP FOR WATER CONSUMERS

Despite four in five respondents saying that theyret aware of CCWater, the majority of
respondents do still think that it is importantiewe a consumer body representing their
interests about the water and sewerage servicgsdbeive. Over one in five (22%) think that it
is absolutely essential, 51% think it is very intpot, and 21% think that it is fairly important.
Only 6% think that it is not at all/not very impanit to have a consumer body representing their
interests about the water and sewerage servicesegc

Chart 7.4: Importance of having a consumer body rep  resenting your interests about the
water and sewerage services received
(Base: All respondents excluding DK)

2007 2008
(2088) (1974)
% %

B Absolutely essential
Very important
Fairly important

Not important

Table 7.5 shows how aware respondents are of aewuohlssues relating to CCWater. Over
half of the 21% of all respondents aware of CCWasa#grthat they would know how to contact
CCWater if they had a problem or needed advicds eans that 12% of water customers are
aware of CCWater AND would know how to contact thdiffs of those aware of CCWater
rate CCWater as being effective in representing thews and 35% say that they have seen
references to CCWater or CCWater press notices.

Table 7.5: Agreement with statements about CCWater
(Base: All aware of CCWater — 420)

Agree Neutral Disagree Don’t
know
% % % %
| know how to contact CCWater if | 55 5 34 5
have a problem or need advice
| rate CCWater as being effective in 47 17 13 24
representing my views
| have seen references to CCWater 35 12 42 11

or CCWater press notices
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SPEAKING UP FOR WATER CONSUMERS

CONTACTING CCWATER

The majority of respondents say if they needethigiy preferred method of contact with
CCWater would be via telephone (74%). This resutimmilar to 2007 when 76% stated the
telephone as their preferred method of contact.

Chart 7.6: Preferred method of contacting CCWater
(Base: All respondents)

(2000)
%

Telephone

Email

CCWater
w ebsite

Post/letter

Other
answ ers

Don't know

A total of four respondents say that they had adethCCWater in the last year (this represents
0.2% of the total sample). All four respondents bantacted CCWater to make a complaint
about their water company, and all were very datisiith all aspects of their contact.

49



CUSTOMER SATISFACTION SURVEY

8 CONCLUSIONS AND RECOMMENDATIONS
Overall, results of the 2008 survey are consistetit thiose in 2007 but some changes are

evident.

Nearly all customers feel that it is important sive a consumer body representing their
interests about the water and sewerage servicgsdbeive, yet they do not know who is
responsible for this. Awareness of CCWater hassmed slightly over the past year but
there are still nearly four in five who say thagyrhave not heard of CCWater. There is
scope for CCWater to further publicise its role amtease awareness among customers
about the work it does.

Awareness of what is now known as the WaterSur#fTeas fallen over the past year and
there are lots of customers who would like to kmoare about this tariff. CCWater could
seek to improve awareness of WaterSure and worktiwet water companies to ensure that
this tariff is publicised to those customers whaldanost benefit from it.

Awareness of the services for elderly and/or deséisustomers has also fallen over the
past year and those with a disability or long-téwealth condition are especially likely to
say that they would like to know more about thesgises. These customers are less likely
than others to say that their charges are valum@srey or fair so increasing awareness of
the services available to them could help to improverall perceptions among those with a
disability or long-term health condition.

Penetration of water meters varies with the charestics of households and encouragingly
those who say that they have water meters fittedrarse who are most likely to benefit
from having one fitted i.e. the elderly and onesperhouseholds. Among younger
respondents very few actively asked for a wateemetbe fitted, and if they had a water
meter it was most likely because they moved intome which already had one. There is
an opportunity to raise awareness among youngéormess (especially those living in one
person households) who may potentially benefit flawing a water meter fitted.

Satisfaction with all aspects of contact with watempanies has improved over the past
year. These results could be communicated to therwampanies, and they should be
encouraged to maintain, or even improve on thage $tores over the coming year.

Satisfaction with all aspects of complaint handliag also improved over the past year,
but there is still considerable scope for improveme this area.

The proportion of adults who think that bottled &rat better for them has fallen
considerably over the past year, and more custonmvsagree that they usually drink tap
rather than bottled water. However there are samstmers (especially those under the
age of 45) who still think that bottled water idtbe for them. There is an opportunity for
CCWater to help increase awareness among thesemersthat tap water is at least as
good for them as bottled water.

CCWater should aim to increase awareness of wizaicisptable to dispose of down the
toilet, sink, or drain as there is still some caidm among consumers as to what is
acceptable to dispose of.
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APPENDIX A — SAMPLE PROFILE

SAMPLE PROFILE

Total

Region
Eastern
North West
Northumbria
Midlands
South West
Southern
Thames
Wessex
Yorkshire
Wales

Age
18-34
35-44
45-60
61-74
75+

Gender
Male
Female

Household composition
One person household
Two person household
One parent family

Two parent family
Other

Meter use
Meter users
Non users

Social grade
A

B

C1

Cc2

D

E

Refused

Unweighted
N %
2000 100
200 10
200 10
200 10
200 10
200 10
200 10
200 10
200 10
200 10
200 10
271 14
456 23
624 31
462 23
181 9
876 44
1124 56
471 24
646 32
127 6
706 35
35 2
780 39
1207 60
88 4
364 18
528 26
426 21
218 11
247 12
129 7

Weighted

N
2000

240
260
100
320
60
160
460
100
180
120

360
440
600
427
173

880
1120

466
627
126
729
41

741
1242

78
322
560
441
234
245
120

%
100

12
13

16

© 0N ow

18
22
30
21

44
56

23
31

36

37
62

16
28
22
12
12

6
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APPENDIX B — THE QUESTIONNAIRE

FDS

FDS International Ltd

Hill House, Highgate Hill Ci|jCc2| C3|C4|C5|C6| C7
London N19 5NA 7 5 6 1
Tel: 020 7272 7766 Fax: 020 7272 4468

Consumer Council for Water — 2008 Customer Satisfac  tion with
Water Industry Services

INTRODUCTION

Good Morning/Afternoon, my name is... calling from &hternational on behalf of the
Consumer body for the water industry. We are ctiyararrying out a research study amongst
the public about water and sewerage services. Gauldpare some time to answer some
questions?

READ OUT IF NECESSARY
The survey should take around 15 minutes andénd#d to help ensure that you get a good
service from your water company.

We would like you to give your honest opinions lais ts completely confidential and we can
assure you that our discussion will be undertaketeu
strict market research codes of conduct.

Col Route

Firstly I would like to ask you some questions toresure that you are
eligible to take part in the survey:

Q1. Are you the water bill payer in your househdMdPERVIEWER
INSTRUCTION: If respondent says that they pay theiter bill as part of rent
code as 2 (CLOSESINGLE CODE

S Yes | 1] Q2 |
2 CLOSE
Don’t know 3
If no/don’t know at Q1 ask if there is somebodyedalsthe household who is
the bill payer. If yes, interview that person. df,thank and close
Q2. And which of the following applies to the way yoaypyour bills...

READ OUT

[EEN

Sole bill payer
Jointly responsible for paying the bill
- With spouse/partner
- As part of shared house
Other (specify)
Don’t know

b winN

Bi
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APPENDIX B — THE QUESTIONNAIRE

Col | Route
Q3 Do you or any member of your family work READ OUT
The water industry i.e. work for a water company 1
A consumer organisation e.g. Consumer Focus as@uer Direct Thank
Which?, Citizens Advice Bureau 2 and
________________________________ Market Research | __3 __|_close |
None of the above 4 Q4
Q4a Who is your water company? (This may be a compénich deals with
your sewerage t00.$INGLE CODE — PROMPT WITH
HIGHLIGHTED COMPANIES IF NECESSARY
Anglian Water Services Ltd 1
Dwr Cymru Cyfyngedig (Welsh Water) 2
Northumbrian Water Ltd 3
Severn Trent Water Ltd 4
South West Water Ltd 5
Southern Water Services Ltd 6 Q4b
Thames Water Utilities Ltd 7
United Utilities Water Plc (North West Water) 8
Wessex Water Services Ltd 9
Yorkshire Water Services Ltd 10
Water only companies
Bournemouth & West Hampshire Water Plg 11
Bristol Water Plc 12
Cambridge Water Company Plc| 13
Cholderton & District Water Company Ltd | 14
Dee Valley Water Plc 15
Essex & Suffolk Water 16
Folkestone & Dover Water Services Ltd| 17
Hartlepool Water Plc 18
Mid Kent Water Plc 19 Q4c
Portsmouth Water Plc 20
South East Water Plc 21
South Staffordshire Water Plc | 22
Sutton & East Surrey Water Plc| 23
Tendring Hundred Water Services Ltd| 24
__________________ Three Valleys WaterPlc | 25 |
Don’'t know 99 | A
responde
nts to
check and
arrange
call back
IF CODE 1-10 AT Q4A, ASK Q4B.
Q4b And do they also provide your sewerage seryviedo you have a septjc
tank?
provide sewerage services 1
Have septic tank 2
Don’t know 3
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APPENDIX B — THE QUESTIONNAIRE

Col | Route
IF CODE 11-25 AT Q4A, ASK Q4cC.
Q4c And who is your sewerage company?
ADD IF NECESSARY: the bill from your water compamll also say
who provides your sewerage services.
SINGLE CODE — PROMPT WITH HIGHLIGHTED COMPANIES
IF NECESSARY
Water and Sewerage Companies
Anglian Water Services Ltd 1
Dwr Cymru Cyfyngedig (Welsh Water) 2
Northumbrian Water Ltd 3
Severn Trent Water Ltd 4
South West Water Ltd 5
Southern Water Services Ltd| 6
Thames Water Utilities Ltd 7
United Utilities Water Plc (North West Water)] 8
Wessex Water Services Ltd| 9
Yorkshire Water Services Ltd| 10
N/A — have septaok 11
Don’t know 12
SECTION A COMPANY INFORMATION — ASK ALL
I’d now like to ask you a few questions about youwater [and sewerage]
services.
Q5 How far do you agree or disagree that the bili seceive for water your
[and sewerage] service is clear and understand&iNGLE CODE
Strongly agree 1
Tend to agree 2
Neither agree nor disagree| 3
Tend to disagree 4
Strongly disagree 5
Don’t know 99
Q6 How satisfied or dissatisfied are you with tladue of money from the
water services your areaBINGLE CODE
Very satisfied 1
Fairly satisfied 2
Neither satisfied nor dissatisfied 3
Fairly dissatisfied 4
Very dissatisfied 5
Don’t know 99
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APPENDIX B — THE QUESTIONNAIRE

Col

Route

DO NOT ASK IF CODE 2 AT Q4B OR 11 AT Q4C (SEPTIC TANK)
Q7 How satisfied or dissatisfied are you with tladue for money from the
sewerage services your areaBINGLE CODE

Very satisfied
Fairly satisfied
Neither satisfied nor dissatisfied
Fairly dissatisfied
Very dissatisfied
Don’t know

(o]
P wnNE

ASK ALL DISSATISFIED (CODED 4 OR 5) AT Q6 AND/OR Q7
Q8 Why do you think you don't get value for money your Water [and/or
sewerage] serviceROBE FULLY & WRITE IN
Open (specify)

Don’t know

99

Q9

ASK ALL

Q9 How satisfied or dissatisfied are you with tladue for moneyrom
services such as...READ OUT EACH SERVICE & SINGLE
CODE

Scale: 1= very satisfied, 2= Fairly satisfied, 3=elher satisfied nor
dissatisfied, 4=Fairly dissatisfied, 5= very dissdied, 6= don’t know
7=not applicable.

a) Your energy supplier (gas and electricit

b) Your telephone landline supplie

c) Qwil Tax

=

ASK Q10 IF CODE IS HIGHER FOR 9a THAN Q6
Q10 Why do you say that you are more satisfieti tie value for money
from your energy supplier than the value for mofagyyour water
services?
PROBE FULLY & WRITE IN
Open (specify)

Don’t know

ASK ALL
Q11 How much do you agree or disagree that theriatel sewerage]
charges that you pay are faBINGLE CODE
Strongly agree
Tend to agree
___________ Neither agree nor disagree

Tend to disagree
Strongly disagree

Don’t know

Biv



ANNUAL TRACKING SURVEY 2008

APPENDIX B — THE QUESTIONNAIRE

Col Route
Q12 Why do you think that the water [and sewerapefges that you pay are
unfair?PROBE FULLY & WRITE IN
Open (specify) 1
Q13
Don’t know 99
ASK ALL
Q13 How much do you agree or disagree that thereate sewerage]
charges that you pay for are affordable to38INGLE CODE
Strongly agree 1
Tend to agree 2
Neither agree nor disagree| 3
Tend to disagree 4
Strongly disagree 5
Don’t know 99
SECTION B CONSUMER RIGHTS & RESPONSIBILITIES
ASK ALL
Q14 Were you aware that you can pay your watet f@nverage] bill in
instalments e.g. monthly. fortnightly orekéy
Yes 1
No 2
Don’t know 3
Q15 How likely would you be to contact your watengany if you were
worried about paying your billREAD OUT
Very likely 1
Fairly likely 2
Not very likely 3
Not at all likely 4
Don’t know 5
Q16 Does your household have a water med@NGLE CODE
Yes 1 Ql6a
No 2 Q17
Don’t know 99 Q17
Q16a Which of the following apply to you?
Your property already had meter when moved in 1
You asked for a meter to be fitted| 2
You had to have a meter fitted 3
Other (specify) 4
Don’t know 5
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APPENDIX B — THE QUESTIONNAIRE

Col

Route

Q17 Were you aware that .SINGLE CODE FOR EACH STATEMENT
Scale: 1=Yes, 2= No, 99= Don’t know

a) When requested, water meters are fitted frehafge

b) If a water meter is

fitted at your request, you have 12 months todkewihether
or not you like it. If you decide you don't likg i

you can go back to your original water rats

charge for your property. There are n(

extra charges made for trialling this servica.

U

7

INTERVIEWER NOTE: If asked, the water meter its&tflys within the
property. Also, if you move into a property thatlsarged for water via a
meter you cannot revert to non-metered charges.

ASK ALL

Q18 Are you aware of or are you currently on theéhBure tariff?
This was introduced to help people in low incomaugs who need to
use a lot of water
READ OUT. SINGLE CODE

Yes, have heard of it but do not need it 1
Yes, have subscribed toit| 2
No, but would like to know more 3
No, but do not need it 4
Don’t know 99
INTERVIEWER NOTE: If respondent answers ‘No, butwalike to know
more’, then please tell them you can give thentelephone number for the
water company at the end of the interview
Q19 Are you aware of your water company’s servioelderly and/or
disabled customers? These might include servigesidbt impaired
people such as large print or Braille leaflets bitld, passwords to
ensure callers from the company are genuine, doewess on dialysis
who need constant availability of supply.
READ OUT. SINGLE CODE
Yes, have heard of itbutdo notneed it 1
Yes, have subscribed toit| 2
No, but would like to know more 3
No, but do not need it 4
Don’t know 99

INTERVIEWER NOTE: If respondent answers ‘No, butuhdlike to know
more’, then please tell them you can give themelephone number for the
water company at the end of the interview
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Col

Route

Q20 Who do you think is responsible for maintaining water pipeat your
property? (If necessary state that you are asiogit the water pipes
up to the boundary of their property)

DO NOT READ OUT. SINGLE CODE
I am/the householder/landlord/organised throughmayrance
The Local Council
The water company
Other
Don’t know

(o)
©PwWwNE

INTERVIEWER NOTE: If asked after taking responde torrect answer is that th
homeowner is responsible for the maintenance oém@pes at their home up to th
boundary of their property (i.e. where the propengets the public highway)

DO NOT ASK IF CODE 2 AT Q4B OR 11 AT Q4C (SEPTIC TANK)
Q21 Who do you think is responsible for maintainamy sewerage pipesd
drains at your property?

DO NOT READ OUT. SINGLE CODE
I am/the householder/landlord/organised throughmayrance
The Local Council
The water/sewerage company
Other
Don’t know

<o)
©PwWNE

INTERVIEWER NOTE: If asked after taking responde torrect answer is that th
homeowner is responsible for the maintenance oéssye pipes and drains at the
home up to the point they meet the main seweeifttoperty was built after 1937.

Q22 Were you aware that if your water [and/or segel company fails to
meet certain customer service standards for reagibims their control
you may be entitled to compensatid®®NGLE CODE

Yes, was aware
No, was not aware
Don’t know

[EEN

INTERVIEWER NOTE: If asked, information on servisendards and
the occasions when customers may be entitled tpensation can be obtaing
from your water company or their website

Q23 How likely are you to read information providagyour water [and
sewerage] company about the services you receioe@ ample leafletg
received with your bill)

Very likely
Fairly likely
Not very likely
Not at all likely

Don’'t know

b wWN -
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Col

Route

Q24 Have you contacted your water [and/or sewereg@pany to make an
enquiry in the past 12 monthSINGLE CODE

Don’t know

ASK IF YES AT Q24
Q25 Why did you contact them?
DO NOT READ OUT. MULTICODE

To make a complaint
To make an enquiry relating to drought/water sigpet
To make an enquiry relating to flooding
Billing enquiry
Other (please specify)
Don’t know

(o]
P wnNPE

Q26

Q26 Thinking about your contact with your waterd&r sewerage] company,

overall how satisfied were you with:

Scale: 1= very satisfied, 2= Fairly satisfied, 3¢either satisfied nor

dissatisfied, 4= Fairly dissatisfied, 5= very digisfied, 6= don’t know
7= not applicable.

READ OUT EACH STATEMENT & SINGLE CODE

The ease of contacting someone who was able poyoel
The quality/ clarity of information provided
The knowledge and professionalism of stalff
The feeling that your call had been, or wouldresplved
The way that the water company has kept you inéorof
progress with your enquitand /or)claim

A OWDNPRF

(62}

DO NOT ASK THOSE CODED 1 AT Q25

Q27 Have you made a complaint to your water [ansiaverage] company i
the past 12 months?
SINGLE CODE

Don’t know

Q28
Q33
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Col | Route
ASK ALL CODED 1 AT Q25 AND ALL CODED 1 AT Q27
Q28 How satisfied were you with:
Scale: 1= very satisfied, 2= Fairly satisfied, 3=elther satisfied nor
dissatisfied, 4= Fairly dissatisfied, 5= very dadisfied, 99= don’t know
READ OUT EACH STATEMENT & SINGLE CODE
a) The speed of response to your complaint
b) How well the company dealt with your concerns Q29
c)Action taken as a result of your complaint toverg the problem re-
occurring
Q29 Taking all those aspects into account, oveail satisfied or dissatisfied
were you with the way your complaint was handI8tRGLE CODE
Very satisfied 1 Q31
Fairly satisfied 2 Q31
Neither satisfied nor dissatisfied 3 Q30
Fairly dissatisfied 4 Q30
Very dissatisfied 5 Q30
Don’t know 99 Q31
ASK ALL CODED 3,4 OR 5 AT Q29. OTHERS GO TO Q31.
Q30 How would you have changed the way that yoorptaint was dealt
with? PROBE FULLY & WRITE IN
Please specify| 1 Q31
Don’'t know 99
ASK ALL CODED 1 AT Q24 or Q27.
Q31 Taking everything into account, overall howssetd or dissatisfied
were you with the contact with your water [and/ewsrage] company?
SINGLE CODE
Very satisfied 1 Q33
Fairly satisfied 2 Q33
Neither satisfied nor dissatisfied 3 Q32
Fairly dissatisfied 4 Q32
Very dissatisfied 5 Q32
Don’t know 99 Q33
ASK ALL CODED AS 3,4 OR 5 AT Q31. OTHERS GO TO Q3
Q32 You weren't satisfied, please could you say™WPROBE FULLY &
WRITE IN
Please specify 1
Don’t know 99
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SECTION C — WATER ON TAP Col | Route

ASK ALL
Q33 How satisfied are you with the following aspgeat your water
supply:READ OUT EACH STATEMENT & SINGLE CODE

Scale: 1= very satisfied, 2= Fairly satisfied, 3¥either satisfied nor
dissatisfied, 4=Fairly dissatisfied, 5= very dissdied, 6= don’t know
7=not applicable.

The colour and appearance of your tap water
Taste and smell of tap water
Hardness/softness of your water

The safety of your drinking wate

The reliability of your water supply

Your water pressure

OO WNPE

Q34 Taking all those aspects of your water supglyise into account,
overall how satisfied or dissatisfied are you withur water supply?
SINGLE CODE

Very satisfied

Fairly satisfied

Neither satisfied nor dissatisfied
Fairly dissatisfied

Very dissatisfied

Don’t know

(<o)
QP wWwnNE

Q35 If you could make one single improvement todherall water supply
service provided by your water company what wotlkef?
PROBE FULLY & WRITE IN

Please specify| 1

Don’t know 99

Q36 Do you think that your water supply service gasbetter, worse, or
stayed the same over the past y&RGLE CODE
Much better

Slightly worse 4 Q37
Much worse 5

Don’t know 99 Q38

Q37 Why do you think the water supply service hesn(better/worse)?
PROBE FULLY & WRITE IN

Please specify 1 Q38

Don’t know 99
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Col

Route

ASK ALL

Q38 How satisfied or dissatisfied are you with g&s you receive from
other organisations such as. READ OUT EACH SERVICE & SINGLE
CODE

Scale: 1= very satisfied, 2= Fairly satisfied, 3=elher satisfied nor
dissatisfied, 4Fairly dissatisfied, 5= very dissatisfied, 6= daknow
7=not applicable.

a) Your energy supplier (gas and electricity)

b) Your telephone landline supplie
¢) Your localwwil

=

ASK ALL
Q39 Which of the following do you think is better fyow?
READ OUT. SINGLE CODE
Tap water
Bottled water
Both equally as good for yoy
Don’t know

(o]
©wnN B

Q39a How much do you agree or disagree that yoallysirink tap water
rather than bottled wateREAD OUT
Strongly agree
Tend to agree
Neither agree nor disagree
Tend to disagree
Strongly disagree
Don’t know

OO WNPE

Q40What actions, if any, have you and your housktaken to reduce your
use of water®O NOT READ OUT. MULTICODE.

Having a water meter installed

Taking showers instead of baths

Water efficient shower/shower-head
Energy & Water efficient dishwasher
Energy & Water efficient washing machipe
Trigger device fitted to hosepipe
Hippo/Save A Flush device in toilet cistgrn
Lag pipes to protect against bursting

Water butts in garde

=

OCoOoO~NOOUIR~WNPE

Turn off tap when brushing teeth 10

Wait until full load for Washing Machine / dishwaest
Only put required amount in kettle

11
12

Reusing water e.g. bath water 13

Share shower/bath
Other (specify
Nothing

Don’t know

14
15
16
99
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Col

Route

Q40a How have you been made aware, if at all, pfcampaigns to use
water wisely in the past 12 months? How were yoderaware of campaign
to use water wiselyREAD OUT. MULTICODE.

Television

Billboards

Radio

Leaflets
Mail from water companies
Newspapers/magazine
Other (please specify)

[%2)

\"2J

~NoO obhwWwNE

Not aware of any campaigns to use water wisely8

Don’t know

SECTION D — CLEANING UP

Q41Which of the following do you think are acceptato dispose of down
the toilet, sink or drain?

READ OUT. MULTICODE

Fats/cooking oils
Nappies
Sanitary towels
Tampons
Razors
Cotton buds
Condoms

Motor oill
Medicines
None of these
Don’t know

O P
@OLOCD\IG)U'I-wa\)I—‘

INTERVIEWER NOTE: If asked, none of these are atakle

DO NOT ASK IF CODE 2 AT Q4B OR 11 AT Q4C (SEPTIC TANK)
Q42 What do you think happens to the waste watdrgbes down the
toilet/sink in your property?
DO NOT READ OUT. MULTICODE

Cleaned at treatment site
Goes direct to the seq
Goes direct to rivers
Nothing
Other (specify)
Don’t know

=

(<o)
QP wWwNE

INTERVIEWER NOTE: If asked, waste water is clea¢dreatment sites,
undergoing several stages of treatment so it talsiei to release back into th
environment
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Col

Route

DO NOT ASK IF CODE 2 AT Q4B OR 11 AT Q4C (SEPTIC TANK)
Q43. How satisfied are you with your sewerage camgjzananagement of
the following aspects of their sewerage service:
Scale: 1= very satisfied, 2= Fairly satisfied, 3¢either satisfied nor
dissatisfied, 4= Fairly dissatisfied, 5= very disisdied, 6= don’t know
7=not applicable.
READ OUT EACH STATEMENT AND SINGLE CODE
a) Reducing smells from sewage treatment wo
b) Maintenance of sewerage pipes and treatmerks(
c) Cleaning waste water properly before releaditigck into the
environment
d) Minimising sewer flooding

ks
DI

DO NOT ASK IF CODE 2 AT Q4B OR 11 AT Q4C (SEPTIC TANK)
Q44 Taking all those aspects into account, ovér@l satisfied or
dissatisfied are you with your sewerage servie®PfGLE CODE
Very satisfied
Fairly satisfied
Neither satisfied nor dissatisfiec
Fairly dissatisfied
Very dissatisfied
Don’'t know

(o)
QP wWwNE

DO NOT ASK IF CODE 2 AT Q4B OR 11 AT Q4C (SEPTIC TANK)
Q45 If you could make one single improvement todberall sewerage
service provided by your sewerage company what avibdde?
PROBE FULLY & WRITE IN
Please specif

Don’t know

99

Q46How much do you agree or disagree that youemjahd sewerage]
company cares about the service it gives to cussfREAD OUT.
SINGLE CODE

Strongly agree
Tend to agree
Neither agree nor disagree
Tend to disagree
Strongly disagree
Don’t know

OO WNPE

Q46aHow much do you agree or disagree that youagd®lectricity
company cares about the service it gives to cussREAD OUT.
SINGLE CODE

Strongly agree
Tend to agree
Neither agree nor disagree
Tend to disagree
Strongly disagree
Don’t know

OO WNPE
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Col

Route

Q47 How much do you trust your water [and seweraggajpany. Please give

a score on a 1-10 scale where 10 means that ysiLtiiem completely
and 1 means that you don’t trust them at all

Q48 How much do you trust your gas and electricitsnpany. Please give g
score on a 1-10 scale where 10 means that youtlrerst completely
and 1 means that you don’t trust them at all

Q48a Which of the following is more important tos@{READ OUT

Your water [and sewerage] bill being affordab
Your water [and sewerage] company conducting isriass ethically
Both equally important

Don’t know

e

(o]
©wnN B

SECTION E — SPEAKING UP FOR WATER CONSUMERS

Q49 Who would you contact if you had a problem widlir water [or
sewerage] services?
DO NOT READ OUT. SINGLE CODE

My water or sewerage compan
My local council

My landlord

Ofwat

A consumer body/ the consumer council for water

Other (specify)
Don’t know

S

(<o)
QOO wNBE

Q50 Do you know the name of the consumer bodyHfemtater industry?
DO NOT READ OUT — DO NOT PROMPT

Consumer Council for Water (CCWatel

Ofwat

Other (specify)

Don’'t know

(<o)
©wWwnN P

Q51

ASK IF CCWATER OR CONSUMER COUNCIL FOR WATER NOT
NAMED AT Q50. OTHERS GO TO Q52
Q51 Had you heard of the Consumer Council for Wagdore now?

Yes
No

[EEN

Don’t know

Q52
Q53
Q53
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Col Route

ASK IF CCWATER OR CONSUMER COUNCIL FOR WATER
MENTIONED AT Q50, OR CODED 1 AT Q51. OTHERS GO TO Q53
Q52 What, if anything, do you know about the Consu@ouncil for
Water?
DO NOT READ OUT. MULTICODE
Water Company 1
Consumer Body/provides a voice for consumers 2
Does consumer research
Part of Ofwat, the regulators
A government agency
Regulatory body for water sector
Other (specify)
Nothing/not sure

(o]
o NYouhk~w

READ OUT: The Consumer Council for Water was seiru@ctober 2005 td
represent customers of water and sewerage compartegland and Wales
The Consumer Council for Water provides a natieoade for water and
sewerage consumers. They want consumers to gebéalblle to recognise
that they are getting) high standards and goodeviaiumoney in water and
sewerage services, comparing well with the bestludr service sectors.

ASK ALL
Q53 The Consumer Council for Water is interesteesiablishing how
valuable its services are to the public. How int@at is it to you to
have a consumer body representing your intereststahe water and
sewerage services you receive?
READ OUT
Absolutely essential
Very important
Fairly important
Not very important
Not at all important
Don’t know

(o]
P wnNE

Q54 If you wanted to get in touch with the Consu@euncil for Water
what would be your preferred method of contact?
DO NOT READ OUT. SINGLE CODE
Post/letter 1
Email 2
Telephone 3
Via the CCWater website] 4
In person 5
Other specify 6
Don’t know 99

Q55 Have you had reason to contact the Consumandiidar Water in
the last year?

Yes 1 Q56

No 2 Q58

Don’t know 99 Q58
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Col Route
Q56 What did you last make contact about?
DO NOT READ OUT SINGLE CODE
To ask for information 1
To comment on a service received 2
To make a complaint| 3 Q57
Billing enquiry 4
Other specify 5
Don’t know 99

Q57 Thinking about your contact with the Consumeuil for Water,
overall how satisfied were you with:
Scale: 1= very satisfied, 2= fairly satisfied, 3¢either satisfied nor
dissatisfied, 4= fairly dissatisfied, 5= vedyssatisfied, 6= don’t know
7= not applicable.
READ OUT EACH STATEMENT & SINGLE CODE

a) The ease of contacting someone who was alblelpoyou
b) The quality/clarity of information provided
¢) The knowledge and professionalism of staff Q58
d) The feeling that your call had been, or woudd iesolved
e) The way that the water company has kept yarnméd of
progress with your enquifand /or)claim

ASK ALL AWARE OF CCWATER

Q58 How much do you agree or disagree with thedahg statements about
the Consumer Council for Water?
Scale 1=strongly agree, 2=tend to agree, 3=neithgree nor disagree},
4=tend to disagree, 5=strongly disagree, 99=ddmibw
READ OUT EACH STATEMENT & SINGLE CODE

| have seen references to CCWater or CCWater patgses.
I know how to contact CCWater if | have a problermeed advice.
| rate CCWater as being effective in representitygviews

wWN P
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SECTION F — BACKGROUND — ASK ALL Col | Route
For all respondents:
Q59 Please record the gender of the resporid@iiOT ASK
Male 1
Female 2
Q60 Which of the following age groups do you falia?
READ OUT SINGLE CODE
18-24 1
25-34 2
35-44 3
45-60 4
61-74 5
75+ 6
Refused 7
Q61 How would you describe your ethnic background?
DO NOT READ OUT SINGLE CODE
White: British 1
White: Irish 2
White: Any other White background 3
Mixed: White and Black Caribbean 4
Mixed: White and Black African 5
Mixed: White and Asian 6
Mixed: Any other Mixed background, 7
Asian or Asian British: Indian 8
Asian or Asian British: Pakistani 9
Asian or Asian British: Bangladeshi| 10
Asian or Asian British: Any other Asian background 11
Black or Black British: Caribbean 12
Black or Black British: African 13
Black or Black British: Any other Black background 14
Chinese 15
Other 16
Refused 17
Q62 Do you have any long-term illness, health probbr disability which
limits your daily activities or the work you cano
Yes 1
No 2
Don’t know/refused 99
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Col Route

Q63 How would you describe the composition of yoousehold?
READ OUT SINGLE CODE

One person household 1

Married couple household 2

Married couple with dependent children (under L6) 3
Married couple with non-dependent children onlyLlp 4
Cohabiting couple household 5

Cohabiting couple with dependent children (under(16 6
Cohabiting couple with non-dependent children dhi+) 7
Lone parent household:

- with dependent children (under 16) 8

- with non-dependent children only (16+) 9

other (specify) 10

Refused 99

Q64 What is the occupation of the main income eamgour household?
CLASSIFY ACCORDING TO FOLLOWING OCCUPATIONAL
GROUPINGS. SINGLE CODE

A — Very senior managerial positions (large orgations) and 1
professional occupations

D
N

B — Senior managerial; business owners. Middleagament in largs
organisations

C1 - Small employers; junior management and atbarmanual 3
occupations

C2 — Skilled manual workers e.g. served apprestips, special 4
qualifications or certificates

D — Semi skilled and unskilled workers 5
E — Casual workers; unemployed and otherwise ookinwg 6
Refused 99

Q65 What is the total annual income of your houiefizefore tax)
READ OUT SINGLE CODE

Less than £10,000
£10,000 - £19,999
£20,000 — £29,999
£30,000 - £39,999
£40,000 - £49,999
£50,000 - £59,999

£60,000 or more

Don’t know/refused

SNouhrwN Pk
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Col Route

Q66 What type of accommodation do you live in?
READ OUT SINGLE CODE

Owner occupied
Private rental
Council tenant
Housing Association tenant
Leaseholder
Don't know/refused

(<o)
QP wWwNE

Q67 Would you say you live in an urban or rurab®8INGLE CODE

Urban

Rural
Suburban/semi rural

Don’'t know

(o]
© wnN B

Q68 Could I please take the first 4 digits of ypost code?

Thank you for sparing the time to take part.

This survey was conducted on behalf of the Consumeéouncil for Water and is intended
to allow them to better understand your requiremens and help provide a better service to
you, the consumer.

Should you wish to contact the Consumer Council fowater you can call their national
enquiries line on0845 039 2830r visit their website at www.ccwater.org.uk

Should you want to contact the MRS (the Market Resach Society) to verify that FDS
International Ltd comply with the code of conduct you can call them on 0500 39 69 99.

Bxix



