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1. EXECUTIVE SUMMARY 
 

 
1.1 Overarching aim of the project and methodology (full detail in sections 2 

to 6): 
 

T he Consum er Council f or W ater ( CCW at er )  comm issioned Mark eting  Sciences 
Unlim it ed t o t est cust om er percept ions of  it s websit e, look ing  at how usef ul and 
accessible it  is cur r ent ly,  what  areas can be im proved and how it  can cont inue t o be 
r elevant ,  part icularly f ollowi ng  m ark et r ef orm 1  which will cr eat e  new i nf orm ation 
needs amongst non - household cust om er s.  
 
T o address t his ,  Ma rk et ing  Sciences Unli m it ed conduct ed 3 0 q ualit ative 
accom panied surf s.   T he r e were  20,  one - t o - one ,  eye - t r ack ed depth inter view s  lasting 
approxim ately one hour  wit h household consum er s and 10  wit h  non - household 
custom er s .   During  t he hour  r espondent s were ask ed t o  r evie w and f eedback  on t he 
usabilit y of  CCW ater ôs websit e  and t h ose  of  t wo ot her consum er body web sit es.   
 
T wo f ocus g r oups each lasting 90 m inut es were conduct ed wit h non - household 
custom er s;  one wit h SME business cust omer s ,  t he ot her wit h larg er  businesses .  
T hese groups explored how CCWaterôs website should develop to meet their 
anticipat ed inf or m at ion needs f or  t he liber alisation of  t he water  m ark et .  
 
 

1.2 Note on terminology 
 
T hroug hout t he r epor t,  par t icipants  f r om  households  are r ef err ed t o as consumer s 
r ather  t han cust om ers becau se t he  household sample was a m ix of  bill - payers  ( 18)  
and non  bill - payers  ( 2) .  T he non - household sample compr ised  bill - payers  only,  and 
so non - household r espondent s are r ef err ed t o as custom ers .  Where óconsumersô is 
used  on it s own  in t he  r eport ,  t his r ef ers t o bot h household  and non - household 
par t icipants.    

  
K ey f indings f r om  t he r esear ch ar e  as f ollows:  

 
 

1.3 Overall summary of findings 
 
T he CCW at er  websit e is on t he who le per f or m ing  adeq uat ely g iven t hat  it  i s g enerally 
not  seen as t he f ir st  avenue f or inf orm ation by consumer s.   However,  t her e is m or e 
t he sit e could do t o expl ain it s ( and CCW ater ôs) purpose, advertise to visitors what 
inform at ion is  available, help t hem f ind t he inf orm ation t hat is r elevant  to t hem , and 
provide t hat  inf orm ation in lang uag e t hat  t hey can under st and  and r elat e t o.  
 
F our  k ey t hem es  were identif ied in t his r esear ch :  
 
T he f ir st  m aj or  t hem e t o  emerg e f r om t his r esear ch is  t he need  f or clear  labelling , 
navig ation and separat ion bet ween t he household and non - household sect ions of  t he 
websit e.   T his could be achieved b y having  t wo  choices on ent r y t o t he sit e 
( household  custom er  v business  custom er ),  or clear  navig ation but t on s on t he m ain 

                                            
1
 F r om  April 201 7, c us to m ers  at non - hous eh old p r em is es in Eng lan d c an c hoos e who 

prov ides  t heir  c us t om er s ervic e, m eter  r ead in gs  and  bi l ls ; in W ales , non - h ous eh ol d c us tom ers 
us ing m ore tha n 50 ,00 0m 3 of  wat er a year  c a n d o th is ,  and this  wil l c on tin ue af ter 2017 .  
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m enu at all t imes.   T his  would im m ediately let bot h audiences k now t his sit e is f or  
t hem and f ilt er t he m  t hroug h t o  inf orm ation on t he t opics of  m ost r elevance.  
 
T he second m aj or  t hem e is t he way inf orm ation is provided .   T he gener al t one 
curr ent ly is one of  inter nal or g overnm ental comm unications ,  r ather  t han somet hing 
t hat  is t r ying t o speak  t o t he g ener al public.   A  relativel y sim ple wa y f or  CCW at er t o 
comm unicat e it s m essages t o custom ers bet t er  would be t o use l ess t ext ,  brok en up 
into sections,  wit h clear  headings m at ch ing  t he q uest ions visit ors are ask ing 
t hem selves, and in wr it t en plain Eng lish .   A f urt her  pot ent ial developm ent  wou ld be t o  
use video.   T he curr ent  expect ation f r om  websit es is t hat  k ey inf orm ation i s provided  
in shor t,  succinct videos; pot ent ially link ed t o a branded YouTube or  Vivo channel.  
 
T he t hir d m ain t hem e is around cont ent.   There is a need  f or a f ull cont ent r eview of 
t he sit e t o ensure t hat everyt hing  is  r elevant ,  up  t o  dat e and unique i. e.  not 
needlessly dup licated or f r ag ment ed acr oss dif f er ent  areas.  T her e were instances of  
out - of - dat e and contr adict ory inf orm ation  and ,  alt houg h t his m ay  not have been 
discovered wit hout t he ext ensive probing  of  t his r esearch ,  t his could st ill lead t o 
visi t ors being m isinf or m ed.  
 
T he f inal t hem e is about consist ency of  desig n and t he look of  t he websit e.   T he use 
of  a bolt - on f or  t he FAQs sect ion is not necessar ily a problem, but  it has a dif f erent 
look  and f eel t o t he r est  of  t he websit e which pro vides a d isj ointed exper i ence  f or t he 
consumer . T he st yle used f or  t he FAQ s also m akes it  har d  t o dig est  t he inform ation.  

 
 

1.4 Key findings: Engagement with water supply / provider (full detail in 
section 3): 

 

 Consumer s have lo w eng ag em ent  when it  com es t o t heir  water  supply.   For  t hem 
it  f eels very lo w m aintenance wit h lit t le input  needed f r om t hem  t o m ak e it happen  

 Few ha ve ever exper ie nced a problem  wit h t heir  supplier and m ost f eel t hat,  if  
t her e was a problem,  they would be able t o r esolve it  on t heir  own wit h t heir 
provider  

 Consumer s have a lot of  tr ust in t heir  water  provider  and have of t en had a long 
r elationship  wit h t hem ;  this m eans t heir  provider  is t he f ir st  place t hey  t end t o g o 
f or inf orm ation  

 A wareness of CCW ater  is very lo w  wit h none of  the par t icip ants being  aware of  it 
or having  visit ed t he sit e prior  t o t he r esearch  

 Lack  of  awareness of  t he CCW ater  sit e can be a bar r ier t o consum ers us ing  it  as a 
sour ce of  inf orm ation,  par t icularly f or business custom ers  who are look ing  f or a 
f amiliar or  óoff icial ô sour ce  such as a sit e ending in g ov. uk .  

 
 

1.5 Key findings: The layout look and feel of the website (full detail in 
sections 4 and 13.2): 
 
 Consumer s lik e t he layout ,  look  and f eel of  t he m ain sit e ;  it  has a clean and 

unclutt ered f eel due to the separat ion of  inf ormation t hr oug h t he use of  boxes, 
clear  heading s and larg e t ext  

 I nf or m at ion pag es are laid out  wel l wher e clea r  heading s and bullet points  are 
used .  H owe ver ,  some pag es can f eel t oo long ,  wit h t oo m uch det ail wh ich can 
m ak e t he inf orm at ion dif ficult  t o dig est.   T his is par t icularly r elevant  f or t hose wit h 
accessibilit y issues who wou ld lik e inf orm at ion t o be com m unicat ed m ore visuall y 
or in a video  
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 I t  is clear  f r om  t he ir  st yle t hat  t he FAQ  pag es are not  par t  of  t he m ain sit e; while  
having  t his as  a óbolt onô is not a problem in itself, the style used here can make 
the inf or m at ion dif f icult  t o f ollow and under stand . T his is because :  
o  T he  t ext  is  t oo sm all f or some  
o  T he contr ast bet ween t he b lack  t ext  on a whit e background is st ark  
o  T he FAQs appear  as long  block s of  t ext  whic h do not  f eel inter esting  or 

eng ag ing  t o t he r eader   

 T he sit e work s well on a m obile device and is opt im ised well  
 
 
 

1.6 Key findings: Navigation of the site (full detail in sections 6.4, 7, 10.3, 
and 11.4): 
 

 For  business cust omer s , f inding inf or m at ion specif ic t o t hem can be dif f icult  and so 
is f inding  inf or m at ion on compet it ion in t he water  industr y ;  it  f eels q uit e bur ied in 
t he sit e  

 For  household consumer s,  navig ation is g ood  when looking for the óAbout Usô 
section, óFAQsô, the óWater Meter Calculator,ô and óComplaintsô; this is driven by 
the clear boxes and heading  on t he hom epag e  

 Howe ver,  navig ating other  areas on t he sit e can be dif f icult wit h some of  t he 
heading s on t he m a in pag e not  f eeling  log ical to consumer s,  such as the óWater 
Issuesô section,  and  subheading s which cont ai n very dif f er ent  inf or m ation f rom 
what  is expect ed  

 While finding the óWater Meter Calculatorô is easy,  the nam e  can conf use 
consumers wit h some expect ing t his t o estim ate how m uch t hey  should be paying 
r ather  t han how m uch t hey  might  pay if  t hey  swit ch ed  t o a m eter   

 The óAdvice and Complaintsô heading can also cause conf us ion  wit h co nsum er s 
expect ing  t his sect ion t o have g eneral advice r ather  t han advice on t he complaints 
process.   

 I t  can also be dif f icult t o f ind a t elephone num ber  f or  CCW ater  which f or  m any is 
t heir  pr ef er r ed m et hod of  cont act  

 Navig ational issues are also seen wit h t he FAQ section. It  is f elt t hat  t here are t oo 
m any answers leaving  consumer s overwhelm ed and lik ely t o leave t he site  
 
 

1.7 Key findings: Information on the CCWater site (full detail in sections 5 to 
10) 
 
 For  consumer s,  t he languag e used in m uch of  t he inf or m at ion f eels t oo of f icial or 

lack s r elevance f or  t he m ,  with some of it being completely dismissed as ónot for 
meô. This is particularly true for óWater Issuesô, óConsumer  Researchô, and óHow is 
my water company doing?ô which appear t o be  aim ed at  people in t he water 
industr y  

 Much of the information around óSaving Water and Moneyô is useful.  H owe ver ,  it 
can be dif f icult  t o absor b due t o t he leng t h and amount of  t ext .   T her e is also som e 
r epetition of  inf orm ation in t he dif f er ent sub - sections and on t he FAQ S  

 I n t er m s of  t he FAQs,  som e inf orm at ion is usef ul but  it  can lack clear ónext stepsô.  
Answers can oft en f eel t oo long  and r epet it ive wit h t her e being  m ore than one 
r elevant  q uest ion /  answer  

 W hile t he heading  can caus e conf us ion , the functionality of the óWater Meter 
Calculatorô is liked and works well;  the f ields f or completion  f eel r elevant  and t he 
r esult  is clear  
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 T her e are som e inf or m ation g aps around who CCW at er  is; the óAbout Usô section 
is not  t houg ht t o adeq uat ely e xplain t his and is t houg ht  t o lack  inf or m at ion a bout 
who r uns CCW at er , what  it s r ole is, and if  it is an of f icial body  

 
1.8 Key findings: Competition in the water industry (full detail in section 11) 

 
 A wareness among st  business custom ers of   upcom ing chang es t o t he water  

industr y in 2017  is low  

 I nf or m at ion on t hese chang es can  also f eel of f icial and it  is wr it t en very m u ch f rom 
a policy per spect ive.  Some of  t he inf orm ation can also cause conf us ion  or be  out 
of  dat e  

 I t  is t houg ht  t o lack  det ails on what  t he chang es m ean in r eal t erm s f or a business 
consumer ,  such as who t hey can swit ch t o and when businesses need t o do 
somet hing  

 T her e is also conf usion about  what  a m eg alit r e is in r eal t erm s,  so t hat  busi ness 
custom ers can work  out  whet her  t hey m ig ht be  elig ible      

 For  businesses in W ales,  whi lst  it  is clear  what  t he r ules are f or  W ales  in t erm s of  
compet it ion ,  some can feel per plexed as t o wh y t he r ules are dif f erent  f or  W ales, 
and t his can  lead t o a f eeling  of  being  discr im inat ed ag ainst .  T he adding  of  an 
explanation as t o why t his is would help t his.  

 
 
 

1.9 Key recommendations: Conclusions and recommendations (full detail in 
section 13) 

 
T her e are som e clear  easy wins t hat  could be t aken in t he shor t  t erm  t o im prove t he 
navig ation, cont ent and presentat ion of  t he sit e:  

 
 Revie w t he heading s t o bet t er  descr ibe what  each section covers  

 Re - f orm at k ey inf or m at ion pag es t o r educe block t ext ,  use m ore bullets,  increase 
t he size of  chart s  

 Mak e it clear er  and easier t o cont act   CCW at er  dir ectly  f r om  t he sit e  

 Remove any r epetition and contr adict or y inf orm ation  

 Revie w t he inf orm ation on compet it ion in t he water  indust r y t o m ak e it  clear  and 
up - t o - dat e  

 
Howe ver,  t her e are some m ore subst ant ial chang es t hat  CCW ater could m ak e in t he 
long er t erm  t hat  woul d f undam ent ally im prove t he navig ation, usabilit y and  
accessibilit y of t he sit e:  

 

 Cr eat e t wo  dist inct household and business sections of  t he sit e  

 Revie w t he st yle and lan g uag e used acr oss t he sit e  t o m ak e it  m ore succinct and 
consumer - f ocussed  

 Chang e t he st yle of t he FAQ  area so it is line wit h t he m uch pr ef er r ed st yle of  t he 
m ain site,  or  act ually i ncor por at e t he bolt - on int o t he m ain site  

 I m pr ove t he sear ch f unction of  t he FAQ  section  

 Consider  in t r oducing  videos t o r eplace som e larg e t ext  sect ions ( par t icularly f or 
t hose wit h accessibilit y issues and Eng lish as a second lang uag e)  
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2. RESEARCH OBJECTIVES AND METHODOLOGY 
 

CCW at er  work s t o prot ect  t he inter est s of  water consumer s in Eng land and W ales.  
As a voice f or t he consumer ,  CCW at er  needs  to under st and how it  can best  serve  
consumer  needs t hrough it s websit e, look ing  at  how usef ul and accessible it  is 
curr ent ly,  what  areas can be im pr oved and how it  can cont inue t o be r elevant  t o 
consumers ,  par t ic ularly f ollo wing  m ark et  r ef orm  wh ich will present new i nf orm ation 
needs among st  non - household custom er s.  It  also wishes t o compare the websit e  
wit h ot her  consum er  body sit es.  
 

 

2.1 Specific research objectives 
 

 Understand 

 Expect ations of  what  should be on t he  sit e and what  would be usef ul  

 How CCW at er ôs website com par es ag ainst t hose of  ot her consum er bodies  
  
Evaluate 

 Ease of  navig ation  

 Usabilit y  

 Accessibilit y,  par t icularly how it  complies wit h leg islation  

 Curr ent cont ent  

 Pr esentat ion  
  
Identify 

 Addit ional  inf or m at ion and / or t ools curr ent ly m issing  

 W hat  c ompar ative inf orm ation about  water  companies consumer s wo uld l ik e to 
see  

 Anticipat ed chang es t o the sit e f or  business customer s  in t he lead up t o, and aft er  
m ark et  r ef orm  

 

2.2 Overview of the methodology 
 
Mark eting Sciences Unlim it ed conduct ed 30 f ace - t o - f ace qualit ative accom panied 
web  surf s,  which in vo l ved a  one on  one e ye - t r ack ed depth inter vie w lasting  
approxim ately one hour look ing  at  CCW at er ôs websit e in a cent r al locat ion wit h an  
exper ienced q ualit ative m oderat or.  T went y inter vie ws were conduct ed wit h 
household consumer s and 10 am ong  business custom er s .  
 
T wo f ocus groups were held wit h  business customer s ,  each lasting  1 . 5 hours .  O ne 
g roup covered bill - payers/ decision m ak ers  f r om  Sm all t o Medium Enter pr ises ( 7 
r espondents)  and t he other  wit h larg e businesses  ( 8 r espondents) .  T he sample is 
brok en down on t he next pag e .  
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2.3 Sample overview 
 
Br eak down of  the 20 h ousehold  inter views :  

 
 

Description 
Num
ber 

Bill- Payer/Non 

Bi l l - Pa ye r  1 8  

Non - Bi l l - Pa ye r  2  

Metered/Not metered 

Me te re d  1 3  

Unm e te re d  7  

Gender 

Ma l e  8  

Fe m al e  1 2  

Age 

1 8 - 2 4  1  

2 5 - 3 9  5  

4 0 - 5 4  9  

5 5 - 7 4  4  

7 5 +  1  

Frequency of Internet Usage 

Eve ry d a y  1 5  

Eve ry o th e r d a y  4  

Se ve ra l  t im es  a  we e k  1  

Accessibility 

Dys l e xi a  2  

MS  1  

Device Tested on 

PC  1 9  

Ta b l e t  1  

1
st

 Language 

En g l is h  1 8  

Tu rk i s h  1  

Rus s ia n  1  

Social Grade 

ABC1  1 3  

C2DE  7  

 
 

R ecruit m ent  challeng es :   

 T wo r eplacem ent  household r espondents had t o be r ecruit ed t o count  against t wo 
lost due t o CCW at er ôs website g oing  down one morning .  

 T wo people  wit h accessibilit y issues t hat  use soft ware or har dware adapt ations 
( bot h wit h d ysle xia)  t ook  par t ,  but  neit her  r evie we d CCW ater ôs website  whi lst  using 
t heir  sof t ware.  O ne per son had  Mult iple  Sclerosi s and m obilit y issues but  t his did 
not  im pede t heir  abilit y t o access t he internet .  

 O ne per son over 75 t ook part , instead of  a m inimum of  t wo as per t he r ecr uit m ent 
t arg et .  
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Br eak down of  the 10 non - h ousehold  inter vie ws :  
 
 

Description Number 

Company size 

U n d e r 1 0 e mp l o ye es   (2 , 3 , 7  & 9 )  4  

1 0 - 4 9  e m pl o ye es  5  

5 0 - 2 5 0 e mp l o ye es  1  

Metered/Not metered 

Me te re d  5  

Unm e te re d  5  

Gender 

Ma l e  8  

Fe m al e  2  

Business sectors 

Ta xi  F i rm  1  

In s u ra n ce  1  

Bu i l di n g /c o ns truc tio n  1  

L e tt in g s  1  

Ret a i l  1  

Pri n t  1  

Pe t fo od  a nd  g a rd e n  s u pp l ie s  1  

News  a g e n c y  1  

Es ta te Ag e nc y  1  

Cha ri ty  1  

No. of Sites 

On e  s i te  7  

2  s i te s  1  

3  s i te s  1  

2 8  si tes  1  

Location of Sites 

W ales  o nl y  2  

En g l a nd  & W al es  1  

En g l a nd  7  

Agreement with statement: ‘Company 
depends on water supply’ 

Stro n g l y ag re e  6  

Ag re e  3  

N e i th e r a g ree  n o r d is a g ree  1  

 

 10 Non - household cust om er s overall  

 All billed dir ectly f or t heir water  

 All responsible for either paying or managing their companyôs water bill,  or m ak ing 
decisions about who provides their companyôs utility services 

 All companies have t heir own business prem ises  

 All were able t o speak on behalf  of  one or all of  these sites  
 
Recruit m ent  challeng es (c ompany size ) :  
T he t arg et was f or a m axim um of  t wo sm all busi nesses ( less t han 10 employees)  t o 
be inter vie wed so as not  t o over r epr esent  t hem.  Howe ver,  l arg er businesses  proved 
m ore dif f icult  t o f ind and due t o t im ing  const r aints it  was necessar y t o cont inue t he 
inter vie ws wit h m or e small businesses  (f our)  t han planned .   
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T he t wo non - h ousehold  focus g r oups  com prised :  
  
G r oup 1: 7 r espondents f r om SME businesse s ( one cancelled shor t ly bef ore t he 
g roup)  

 
G r oup 2: 8 r espondent s fr om larg er businesses  

 
 

 Group 1 SME Businesses Group 2 Larger Businesses 

Description Number Number 

Company size by number of employees 

<1 0  em p lo ye e s  2   

1 0 - 4 9  e m pl o ye es  4   

5 0 - 2 5 0 e mp l o ye es  1   

2 7 0 - 3 50  em p lo ye e s   3  

5 0 0 - 7 50  em p lo ye e s   4  

5 k  +  e m pl o ye es   1  

Metered/not metered 

Me te re d  3  3  

Unm e te re d  4  5  

Gender 

Ma l e  4  6  

Fe m al e  3  2  

Business Sectors 

Fi n a nc i al  s e rvi c es  1   

Hot e l  1  1  

Res ta u ra n t  1   

Mu s i c  a n d  e n te rta i nm en t  1   

Ret a i l  e ye - wa re  c o mp a n y  1   

Dri vi n g  sc h oo l  1   

Sh i p p in g  c om p a n y  1   

Hort i c ul tu re  a nd  vi s ito r a ttra ctio n   1  

Com m un ic a tio n s   1  

Au c tio n  ho u se   1  

Tra ve l  a g e n c y   1  

Bu i l di n g  p ro p e rty l o gi s ti cs   1  

Rec ru i tm en t   1  

Ed u c a ti o n   1  

Number of sites 

1  Si te  5  3  

2  Si tes  2  2  

4  Si tes   2  

2 0  Si tes   1  

Sites in Wales 

Non e  7  8  

Agreement that company depends on water supply 

Stro n g l y ag re e d  4  4  

Ag re e d  2  4  

Nei th e r a g ree d  no r d is a g re e d  1   

 
 
2.4 Details on the accompanied surfs: eye tracking and interpreting the 

images 
 
E ye - t r ack ing  technolog y t hrough sof t ware called T obii  was used.  T his capt ur e s  
wher e r espondents look as we ll as ho w t he y n avig ate around t he scr een .  Im ag e -
capt ure sof t ware r ecor d ed  both the screen session as well as the respondentsô image 
via web - cam t o cr eat e pict ure - in - pict ur e video .  
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T r ack ing  par t icipant eye m ovement  in addit ion t o t r adit ional q ualit at ive discussion 
enables r esearcher s t o list en  t o consum er f eedback  whi l st  observing  their  actual  
behaviour  as t hey navig ate around t he sit e and perf or m ed  t ask s.   T his g ives g ood 
insig ht into how consumer s act ually use t he sit e and wher e t heir eyes ar e drawn t o.  
 
E ye t r a ck ing  also enables t wo addit ional  le vels of  out put  t o be cr eat ed -  heat m aps 
and g aze plots.  
 
H eat  m aps of  t he we b pag e have been used t o combine  dat a f rom m ult iple 
r espondents t o show k ey areas of  att ent ion,  as well as t hose blind spot s  wher e t hing s 
are being  m issed.   Ar eas of  a heat m ap that  are r ed show wher e on  t he  pag e  
consumer s are m ost drawn t o and spend m ost t im e look ing  at .   W here t he col our 
f ades f r om r ed,  t hroug h t o orang e and t hen g reen it  indicates t hat  consumer s ar e 
paying  less att ent ion f or  one r eason or another .  
 
G aze plots look  at t he dat a f r om each individu al inter vie w and m ap t he f ixations 
( m om ent s t he eye f ocuses  on som ething  o n screen) and t he saccades ( t he j um ps 
f r om  one f ocal point t o another) .   T h is  shows t he order in wh ich an indi vid ual t ak es in 
and absorbs t he inf or m at ion on scr een ,  how q uick ly  t hey f ind what  t hey a r e look ing 
f or ,  and how long  t hey look at each  spot .   
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2.5 The flow of the accompanied surf interviews 
 
T he f low of  t he discussion dur ing  t h ese  session s  was  as f ollows  ( see appendix 14. 4  
and appendix 14. 5  f or f ull cop ies  of  t he  household and business  discussion g uide s ) :  
 
 

 
 
I t  should be not ed her e t hat  wher e r esponde nts had an issue in m ind or  somet hing 
t hey would  l ik e t o k now about  t heir  water  supply /  provider  t hey were asked t o t r y and  
f ind an answer t o t his r ather  t han a preselected scenario ( t ask  1) , t o t r y and m ak e t he 
sear ch as r elevant  and org anic as possible.  T his m ainl y occur r ed among st  t hose 
who were unm eter ed and curious about whet her  they would be bet t er of f  wit h a 
m eter .  However,  i n t he se cases t he m oderat or st ill ensured t hat  t he FAQ  pag es 
o utlined via  t he scenarios in t he discussion g uide were r evie wed ;  f or  example f or 
scenario 1 (f or m et ered custom er s) t he  óMy measured bill is highô FAQ pag e.   

 

 
2.6 Details about the focus groups 

 
T he t wo  f o cus g r oups held wit h business customers  each lasted 1 . 5  hours and were  
m oderat ed by an exper i enced q ualit at ive r esearcher .  Focus g r oups were  used t o 
allo w f or cr eat ive discus sion bet ween  business c ustom er s .  T he aim  was  f or t hem  to 
identif y what  t hey wou ld  ideall y want  t o be able t o f ind out f r om CCW ater ôs websit e 
and what  it  would  look  li k e ,  now,  and in  t he cont ext  of  m ark et r ef orm.  Both groups 
were video - r ecor ded.  
 
 

  

Context: w ater prov ider, 

any  problem s 
ex perienc ed?

Finding information: 

Where w ould c onsum ers / 
businesses look ?  What 

w ould they  ex pec t to f ind?

Task 1: Searc h f or 

inf orm ation v ia G oogle

Task 2: R ev iew  sites 

c hosen at task  1 inc . 
C C Water if  this is c hosen

Task: C om pare spec if ic  

c om petitors (if  not already  
identif ied and look  at any  

tools av ailable

Task: R ev iew  C C Water

site spec if y ing a range of  
task s to c om plete to test 

usability
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2.7 The flow of the focus group discussion guide 
 
T he f low of  t he discussion dur ing  t hese groups w as  as f ollows .  S ee appendix 14. 6 f or 
a f ull c opy of  t he g uide:  
 

 
 

2.8 Pilot outcome 
 
T hree pilot accom panied web surf s were conduct ed,  and t hese all went  we ll.  
Howe ver,  chang es were  m ade t o t he g uide as  the inter views were r unning  over by 
around 15 - 20 m inut es.  
 
I n or der t o r educe  t he lengt h  t he :  
 

 N umber of  FAQ  pag es each r espondent  r evie we d was  r educed.   Dur ing t he pilot ,  
r espondents were ask ed t o r evie w f our  FAQ  pag es and, if  unm eter ed, t est  t he 
water  m et er t ool  

 Follo wing  t he pilot ,  r espondents were ask ed t o r evie w j ust t wo  FAQ  pag es .  T he 
f our  FAQ  pag es  identif ied in t he orig inal g uide were r evie wed by sp lit t ing  t hese 
pag es evenly o ver t he sam ple  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Context: w ater prov ider, 

any  problem s 
ex perienc ed?

Finding information: 

Where w ould businesses 
look ?  What w ould they  

ex pec t to f ind on a site f or 

businesses around w ater 
inf orm ation?

Market Reform: What do 

they  w ant to k now  about 
m ark et ref orm ? Internet 

searc h f or inf orm ation

CCWater information: 

R ev iew  C C Water site on 
m ark et ref orm  inf orm ation

What is the ideal? What 

c an C C W do on their site 
to support business 

c onsum ers?

CCWater look & feel: 

R ev iew  C C W site m ore 
generally  f or lay out and 

nav igation



15  

 

2.9 Dates And locations of fieldwork 
 

Location 
Fieldwork 
dates 

Type of 
research 

No. 
Household 
consumers 

No. 
Business 
customers 

W inchest er  
19 th  ( pilot day)  
20 th ,  26 th  & 28 th  
Jan  

Accompanied 
web surf s  

9  0  

Sutt on Coldf ield  21 st  Jan  
Accompanied 
web surf s  

4  3  

Leeds  22 nd  Jan  
Accompanied 
web surf s  

2  3  

Cardif f  23 rd  Jan  
Accompanied 
web surf s  

4  2  

Richmond  4 th  February  
Accompanied 
web surf s  

1  2  

King st on  upon 
T ham es  

22 nd  Jan  Focus g r oups  0  
15 ( 1 g r oup 
of  7, one of  
8)  
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3. ENGAGEMENT WITH WATER SUPPLY, WATER PROVIDERS AND 
INFORMATION ON WATER 
 
T his section out lines  t he eng ag em ent  of  consumer s wit h t heir  water  supply and  
provider ,  and det ail s  ho w t hey g o about  f inding inf orm ation on a problem specif ied 
f r om  t he discussion g uide or an issue t hey m ig ht  curr ent ly be exper iencing.  
 
 

3.1 Key findings  
 

 Consumer s have lo w eng ag em ent  when it  com es t o t heir  water  supply.   F or t hem 
it  f eels very lo w m aintenance wit h lit t le input  needed f r om t hem  t o m ak e it happen  

 Few ha ve ever exper ie nced a problem  wit h t heir  supplier and m ost f eel t hat,  if  
t her e was a problem,  they would be able t o r esolve it  on t heir  own wit h t heir 
provider  

 Consumer s have a lot of  t r ust  in t heir  own water  provider  as t hey have of ten had a 
long  r elationship  wit h t hem ,  t his m eans t heir  provider  is  t he f ir st  place consumers 
g o f or  inf or m at ion  

 Awareness of   CCW at er  is ver y lo w ;  none of  t he household or  business custom ers  
had heard of  CCW at er  or  visit ed CCWaterôs website pr ior t o t he r esearch  

 Lack  of  awareness of  CCW at er ôs website can be a bar r ier t o use as a sour ce of  
inf or m at ion,  par t icularly among st  business cust omer s  who are look ing  f or a 
f amiliar or  of f icial source  

 
 
3.2 Experience of, and relationship with water provider 

 
H ousehold and non - household consumer s have lo w eng ag ement  wit h t heir  water  
provider ;  t his is because:  
 

 T he vast m aj or it y of  c onsumer s are not able t o choose t heir own water  provider  

 Consumer s r ar ely exper i enc e  a pr oblem wit h t heir  water  and sewerag e ser vices  
 

Few sa y t hey ha ve q uest ions about  t heir  water  supply or need inf orm at ion .  H owe ver ,  
some unm et ered household consumer s ar e curious about  what  t hey would pay if  
t hey had a water  m eter  -  alt h oug h none had ever t r ied t o f ind an answer t o t his  
q uest ion.  
 
W hile eng ag ement  is low,  water  consumer s do have a  lot of  t r ust  in their  water  
provider  m eaning  t hat  they  are oft en  t he f irst  point of  cont act  if  consum ers have a 
problem or  want  inf orm ation or advice.  
 
G iven t he l o w  eng ag ement  and lack  of  issues exper ienced wit h water  services and  
t he service p r ovider ,  none of  t he r espondents are aware of  CCW at er  as an 
org anisation which  m ig ht  help t hem  in some wa y , or, of CCWaterôs website.  The 
im pact  of  t his is t hat  f ew wou ld e ver choose CC W ater ôs website if  it  came up as an 
opt ion f r om a sear ch engine when sear ching t he inter net  f or inf orm at ion or advice.  
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3.3 Finding information and advice ï household consumers 
 
W hen ask ed t o f ind inf orm ation and advice  on dif f er ent  scenarios ,  household 
consumers of t en g o str aig ht t o t heir  own provide r  via g oog le or t ype a question and 
look  f or a t r ust ed sit e.   Belo w is a sum m ar y of  t he scenarios used:  
 
 

 Scenario No. 
respondents: 

1  My m eter ed bill is  consider ably hig her  t han t he last bill I 
received. I donôt think Iôve used any more water than normal 
so what  could have caused it  

10  

2  W ould I  be bet t er  of f  wit h a m et er?  (selected due to pre-
existing interest in the information) 

6  

3  How t o save water  in m y hom e ?  4  

 
 
 

3.4 Finding information ï scenario 1 
 

My metered bill is considerably higher than the last bill I received. I donôt think 
Iôve used any more water than normal so what could have caused it 

 
For  q uest ions around bil ling  or water  usag e consumer s t end t o g o str aig ht  t o t heir 
water  provider  wit h a pref erence f or calling  r ather t han look ing  online.   W hen ask ed 
t o look  online consumer s sear ch f or :  
 
 
 
 
 
 

 
 
 
Consumer s who sear ch f or t heir  water provider  go str aig ht  t o t h eir  t o  tr y and f ind an 
answer t o t he ir  q uest ion.  H owe ver ,  m any st ate d  t hey wou ld pref er  t o call t o t alk  
t hroug h t he bill and what  m ig ht have chang ed.  
 
T hose who t yped in a q uestion chose Money Sa vi ng Exper t  as :  
 

 I t  is a t r ust ed sit e ï Martin Lewis is seen g iving  inf orm ation and t ips on television 
and is a t r ust ed source of  inf or m at ion  

 I t  is f am iliar t o  household consumer s who us e  t his sit e f or  help and advice on 
other f inancial m at t er s  

 
None  act ivel y sear ched f or a g overnm ent al sour ce of  inf orm ation about  t his .  
 
 
 
 
 
 
 

Water bill higher than 
normal High bill 

Why has my bill gone 
up? 

My water 
provider 
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3.5 Finding information ï scenario 2 
 

Would I be better off with a meter? 

 
W hen look ing  f or inf ormation about  a water  m eter ,  household consumer s are m uch 
m ore lik ely t o search on t he q uest ion r at her  t han t heir  own water  provider .  Examples 
can  be seen below :  
 
 
 
 
 
 
 
 
 
 
T wo k ey sit es emerg e f rom t he sear ches,  Mone y Sa ving  Exper t  and W hich?  Ag ain 
t hese sit es ar e well k now and t r usted websit e s  t hat  consumers use f or guidance and 
advice on other f inancial m att ers .  
 
 
T hose choosing  W hich? are t he only consumer s t o land on CCW ater ôs website 
spontaneously dur ing t he f r ee search .  T hey do t his via a link  t o CCWaterôs Water 
Meter  Calculator  in an art icle on W hich? ôs site:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1 Screenshot of Which? Website with link to Water Meter Calculator 

Would I be better off with 
a water meter? 

Water meter vs. none 

Average water usage Water meter 
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T hree  consum er s f ound t he W ater Meter  Calculat or f ollowing  t his link  and completed 
t he calculator  wit hout prompt ing .  T he link  f r om  W hich?  websit e  r eassures t h em  t h at 
t he websit e and calculator t hey have been sent to is r eliable and can be tr usted.  
 
 

3.6 Finding information ï scenario 3 
 

How to save water in my home? 

 
W hen look ing  f or inf orm at ion on saving water ,  household consumer s t ype questions 
into g oog le to f ind t he answer :   
 
 
 
 
 
 
 
 
 
 
 
Mone y Sa ving  Exper t  is prom inent ag ain her e wit h all t hose sear ching f or  t ips on 
saving  water  g oing  t o t his pag e t o r evie w t he content .  
 
 

3.7 Business customers and  information on market reform of  the water 
industry 
 
W hen business custom er s  were m ade a ware of  the liber alisation of  t he water  m ark et  
f r om  2017 2 ,   m any st art ed  t o t hink  about  how t o swit ch and  who t hey ca n swit ch t o, 
and t his inf luences how t hey sear ch f or  inf or mation, as shown  belo w.   B usiness 
custom ers  are not  look ing  f or inf orm ation on t he backg r ound or  t he policy ,  but  r at her 
what  it  m eans f or t hem  in very pract ical t erm s :  
 
 
 
 
 
 
 
 
 
 
 
T he lang uag e used by business custom er s  when t r ying  t o f ind infor m at ion  on 
compet it ion  is cent r ed around who and what  t he opt ions  are ,  specif ically wh ich water  
suppliers are pot ent ial provider s.   Howe ver,  t he r esult s r et urned by  t he se sear ches 

                                            
2
 Cus tom ers  in non - h ous eh old prem is es  in E ngl and  wi l l be  ab le t he y wil l b e ab le t o c hoos e 

who r ea ds  th eir  wa ter m eter , s ends  the ir  b il ls  an d pr o vi des  the ir  c us tom er s ervic e ; non -
hous eh ol d c us tom ers  in W ales  wil l c ont in ue t o n eed t o us e m ore that  50,0 00m 3 of  wat er a 
ye ar t o h av e th is  c ho ic e.  

Mo ving  water  
suppliers  

Compare water 
suppliersô prices 

Chang ing  business 
water  supplier 2017  

Business water  
suppliers  

Chang es in water  
provider  

Tips about saving water How to save water 

Tips on how to keep 
your water bill low  

How to save water on a 
water bill  
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was r arely r ele vant ,  of t en providing  link s t o sit es in Scotland wher e business 
custom ers alr eady have t his choice , or  t o businesses pr oviding  water coolers et c.  
 
T hose who include ó2017ô in their  sear ch are able t o  f ind som e r elevant  inf or m at ion 
via O f wat  o r  a g overnm ent websit e ending  g ov. uk ,  alt houg h neit her  websit e provides  
t he inf or m at ion t hat  business cust omer s seek on what  t he chang es m ean f or t hem  in 
pract ical t erm s .   I n addition ,  business customers say t her e is a lot of  inf or m at ion on 
t he subj ect ,  part icularly g ov. uk  which  provide s t he who le pol icy.  W hile lots of  
inf or m at ion can be g ood t his needs t o be r elevant  t o business cust om ers other wise it 
can j ust be overwhelm ing.   
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5 .  REACTIONS TO CCWATERôS  HOMEPAGE 
 
T his chapt er  discuss es  consumer sô immediate reactions to CCWaterôs website and 
t heir  f eedback  on t he hom epag e in t erm s of  t he layout  and t he look  and f eel of  t he 
sit e.  

 
 

4.1 Key findings  
 

 Consumer s lik e t he layo ut ,  look  and f eel of  t he homepag e which is t hought t o be  
clean and unclutt ered due t o t he separat ion of  inf orm ation t hr oug h t he use of  
boxes, clear  heading s and larg e t ext  

 Howe ver,  t he pag e is t oo long  wit h not hing t o indicate t hat  t he consumer  should 
k eep scr olling  

 Most st op scr olling  once t hey see t he óLatest newsô heading thereby missing 
anything  included below t his point  

 Navig ationall y ,  t his is problemat ic f or  business custom ers  due t o t he link  t o t he 
Business Consumer  Suppor t section locat e d at t he bott om r ig ht of  t he homepag e  
 
 

4.2 Layout of the homepage 
 
Consumer s lik e t he way in which inf orm at ion is presented on t he homepag e wit h 
some aspect s work ing part icularly wel l:  
 
 T he st yle of  t he pag e is look s m odern and pr of essional  
 T he boxes on t he m ain pag e are clear  and cr eat e a clean and unclutt er ed feel  
 T he g r ey backg r ound colour  and pat t er n help t he boxes st and out  and m ak e t he 

pag e less severe  
 T he lower m enu st ands out  well  
 T he colour s,  st yle and size of  f ont  ar e lik ed and m ak e t he t ext  easy t o  r ead  

 
Some aspect s of  t he page could be f urt her  opt im ised ,  specif ically :  
 
 T he t op m enu on t he sit e can be m issed  
 Some q uest ion why t her e are t wo  menus on the homepage and why these canôt 

be combined into one main m enu on the sit e  
 T her e is not hing  t o indicate t hat  consum er s should keep scrolling past the óLatest 
newsô heading meaning everything from this point can be missed, particularly for 
business cust omer s  who expect  to see a m enu option at t he t op of  t he pag e  

 Lack of  scr olling  is especiall y problemat ic f or  business custom ers  due t o link s to 
t he Business Consum er  Suppor t sect ion being locat ed at  t he bot t om  r ight  of  the 
pag e  

 
 

4.3 Eye tracking results 
 
Heat  m aps *  f r om  the eye t r ack ing f oot ag e show how t he att ent ion of  consumer s  tr ails 
of f  as t hey r each t he latest news section.  T her e is m ore eng ag em ent   of household 
consumers com par ed t o business custom er s wit h t his inf orm at ion alt houg h it is st ill 
lim it ed.  
 
* See section 2.4 for detailed explanation of eye tracking methodology and on how to interpret 
heat maps 
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Business custom er s  ar e lik ely less eng ag ed t han household consumer s as:  
 

 T hey are m uch m ore t ime poor t han household consumer s who are m ore lik ely t o 
browse  

 Business custom er s  ar e used t o f inding  link s t o inf or m at ion at t he t op of  websit e 
pag es  
 
 

 
 

For  business cust om ers ,  not 
r ealising  t hat  t hey are expect ed t o 
scr oll  t o t he bott om  of  t he pag e  can 
m ak e navig ation dif f icult as t h is is 
wher e t he m ain link  f or  them  can be 
f ound.  

As shown on t he lef t,  t here i s g ood 
inter action wit h t he m enu at t he t op 
indicating  a link  f or business 
custom ers  in t his area wou ld be 
not iced .  

A  separat e sect ion access ed  at t he 
t op of  t he hom epag e w ould  
im prove navig ation f or business 
custom ers  and prevent conf usion 
over who t he inf orm ation is 
applicable t o .  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 2 Screenshot of CCWater website homepage 

“I think there should be a separate 
section or login. Very much like a bank 
has a business section and a personal 
section.” (Non-Household) 

“What I'd like to see is you've got these 
boxes here - what about a box that 
says 'are you a business user?” (Non-
Household) 

“The only place I see something 
specific to business is in the bottom 
right hand corner.” (Non-Household) 
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4.4 What do business customers want to see 

During  t he f ocus groups ,  business cust omer s  said t hat t hey want ed t heir  own section 
of  t he websit e ;  t his is wh at t hey want ed it  t o  look  lik e:  

 
Fig. 3 Representation of flip-chart generated by respondents in the focus groups 
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Eye t r ack ing indicates t hat 
household consumer s  spend m ore 
t im e br owsing  on t he hom epage 
t han business cust omer s.    

T his m eans t hat household 
consumers are m or e likely t o scr oll 
t o t he bott om half  of  t he pag e t han 
business cust omer s.  

 

Fig. 4 Heat map of the homepage showing 17 household consumers, 15 seconds in 
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6 .  THE óABOUT USô SECTION  
 

T his chapter  discusses  the response to the óAbout Usô page of the site, particularly 
views on t he cont ent and t he success of  explainin g  who CCW at er  is .  

 
 

5.1 Key findings  
 

 T her e is a lack  of  awareness of  CCW ater ôs site among st  bot h household and 
business custom ers   which can be a bar r ier t o use as a sour ce of  inf or m at ion, 
par t icularly among st business custom ers  who are look ing  f or a f am iliar or of f icial 
sour ce  t hat t hey f eel t hey can t r ust  

 This means that the óAbout Usô section is an important area for consumer s who 
are new t o t he sit e  

 Consumer s t ell us t hat  f or  a sit e lik e t his it  is im po r t ant  t hat  it  explicit l y out li nes who 
t he org anisation is and whet her  it  is  an off icial /  g overnm ent al org anisation .  T he 
óAbout Usô section is not thought to do this adequately  

 
5.2 Information gaps in the óAbout Usô section 

 
The óAbout Usô section is easy to find for consum er s and  is t houg ht t o have a log ical 
posit ion on t he sit e . However ,  t her e  is  a lack  of  clarity around who CCW ater  is.  
 
Consumer s are par t icularly concerned wit h who  t he council is f unded by,  what  t he 
r ole of  t he council is,  and whet her  or not  it  is an of f icial  b ody i. e. g overnment al.   Af t er 
reading the óAbout Usô section, many say that they are still unsure who they are. 

 
“I’m still not sure who they are.” (Household). 
 
“Are they privately funded, publically funded? It’s not clear.” (Household) 
 

Consumer s ,  par t icularly business custom ers ,  are inter ested t o k now who t he  
org anisation  is r un by in order t o establish t he r eliabilit y of  t he sit e .  
 
Specif ically,  consum er s want  t o explicit ly be t old in t his ar ea:  

 

 W ho it is f unded by / who r uns it  

 W hat t he exact  r ole of  t he C onsumer  Council f or W ater   is  

 W ho t hey r eport  t o  

 If  t hey have link s t o Of wat or  not  
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6. óSAVE WATER AND MONEYô SECTION 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Fig. 5 Screen shot of homepage showing location of Save Water and Money tab 

 
 
This chapter reviews the information and layout of the óSave Water and Moneyô 
section, f ound on t he f irst  t ab of  t he lower m enu bar  on t he hom e pag e .  T h e m ain 
f ocus her e is t he layout ,  look  and f eel,  ease of  navig ation and overal l usa bilit y of  t he 
pag es inc luded in this sect ion.  

 
 

6.1 Key findings on this chapter are detailed below: 
 

 W hilst  m uch of the information around óSaving Water and Moneyô is useful, it  can 
be dif f icult t o absor b due t o t he length and am ount  of  t ext .   

 T her e is also som e r epetit ion of  inf or m at ion in t he dif f er ent  sub - sect ions and i n t he 
FAQ S .  

 Combining the information in óTop Tips to Cut Your Water Billô and óWater Saving 
Tipsô into one overarching category on óSaving water and energyô could reduce 
repet it ion, aid clar it y and encour ag e consumer s t o r ead on.  

 
 

6.2 Information in the óTop Tips to Cut Your Water Billô section 
 

W hile som e of  t he inf orm ation her e is usef ul , consumer s  do not  always r ead on 
because t he larg e blocks of  t ext  appear  t im e consuming.  T he heat  m ap  belo w  shows   
how consumer s t end t o st op r eading af t er t he f ir st par ag r aph ( see f ig . 6  below)  

 
See section 2.4 for detailed explanation of eye tracking methodology and explanation on how to 
interpret heat maps 
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 T he heat m ap her e shows t hat  
consumer s t end t o r ead t he 
heading  and t he f ir st  paragr aph but 
t r ail off  as t hey g et f ur t her down t he 
pag e  

 Consumer s say t hat  t his is due to 
t he amount  of  text  on the pag e  ï 
ther e is t oo m uch  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Fig. 6 Heat map of ‘Top Tips to Cut Your Water Bill’ page showing 17 consumers, 30 
seconds 

 
6.2. 1  I nf or m at ion t hat  could be condensed  in the óTop Tips to Cut Your Water Billô 

section .  
 
T her e t ext  under each heading  could be condensed t o aid clarity.  Examples 
wher e t hi s is m ost apparent  ar e below:  

 

 T he text under óConsider switching to a water meterô does not  add a lot m ore 
inf or m at ion and could be r eplaced by one bullet saying: óConsider switching to a 
water m et er,  t r y our W ater Meter  Calculator  t o see if  you would be better offô.  

 T he óSave water and save moneyô paragraph has inf or m at ion which  is also 
det ailed in t he  óWater saving tipsô page , so one could be r em oved.   

 T he  óAre you paying for a service you don't receive?ô paragraphôs two main points 
are: óIf you have a septic tank check you are not paying for sewerage servicesô 
and óIf you have a soak away check you are not paying to have surface water 
removedô. The r est  could be r emoved t o m ak e it  m ore easily r eadable.  

 T he óHelp for those struggling to payô could be r ed uced t o say  óóif you are 
st r ugg ling  t o pay your  water  provider  m ay have a schem e t o help you.  Cont act 



28  

 

your  water  company t o see  what  is availab le. Click  her e t o f ind t heir  cont act 
detailsô  

 
 

6.3 Information in the óWater Saving Tipsô section 
 

Lik e t he  óTop tips to cut your water billô section t he inf or m at ion her e is l ong er  t han 
necessar y and discour ages f ur t her  r eading.  
 
 I nf or m at ion t hat could be condensed  in the óWater Saving Tipsô sect ion :  

 

 S ome of  t he  water  saving  t ips appear ing  on t his pag e  are  also brief ly outlined in  
the óTop tips to cut your water billô;  moving  t his inform ation into that pag e will help 
r educe r epetition .  

 Long par agraphs  could be r educed t o t he f ir st  line of  inf orm ation , which  would st ill 
g et  t he point across but m ak e it  easier f or  t he consumer s t o dig est ,  f or example 
b ullet points 1 and 3 highlig hted in f ig ure 7  below,  around r eplacing  worn washers 
on leak y t aps and r unning t he dishwasher.  

 Some consumer s t alk ed about  intr oducing  i nf or mation boxes,  t his could aid clarity 
by having  shor t er  st atement s, but t hen being able t o click t o r ead m or e  if  they are 
inter ested.  

  
“They should keep the first line and put the rest in an information bubble or 
something.” (Household). 

 

 
 

Fig. 7 Screen shot of homepage showing Water Saving Tips page. 
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6.4 The Water Meter Calculator 
 

Household consumer s love the óWater Meter Calculatorô and say this is a great tool 
for est ablishing whet her  you would be bet t er of f  wit h a water  m eter .   Howe ver,  t her e 
is some conf usion around t he pur pose  of  t h e  calculator ,  wit h some t hink ing  it  wil l t ell  
you how m uch you should be paying  inst ead of  what  you would pay if  you swit ched t o 
a m et er .  

 
T he u sabilit y of the calculator  is g ood in t hat:  

 
 T he f ields consumer s ar e ask ed t o complete 

f eel r elevant  and m ake sense  
 T he t ext  is larg e enoug h and well spaced out  
 T he aut o f ill of  t he sewerag e company is lik ed 

as m any ar e unsur e who t his would be  
 T he r esult at t he end is reall y clear  
 T he abilit y t o r ecalculate is lik ed as con sumer s 

do not need t o r e - ent er all of t he inf or m at ion  
 
 
Some im pr ovement s could be m ade however:  
 

 Some are unsure how m any t im es t hey f lush 
t he t oilet in a day and expect  t he inf orm at ion 
bubble t o pr ovide an averag e  

 W hile t he r esult  at  t he end is clear ,  showing  a 
m ont hly charg e as well wou ld f urt her  opt im ise 
t hing s  since consum er s of t en pay m ont hly and 
can be  m or e f am iliar wit h t his charg e  

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Fig. 8 Screenshot of Water Meter Calculator from CCWater website 

 
 
 

 
 

“I thought that would tell me what 
the average is, I have no idea” 

(Household) 
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7. THE óADVICE AND COMPLAINTSô SECTION 
 
T his chapt er discuss es consumer r esponse s  to the óAdvice and Complaintsô page of 
the sit e and part icularly  vie ws on it s cont ent.   
 

 
 
Fig 9 Screen shot of the CCW at er  homepage showing the location of the ‘Advice and 
Complaints’ tab. 
 
 

7.1 Key findings  
 

 T he title of óAdvice and Complaintsô is not  clear.  T o consumer s,   it  im plies t hat  t his 
section wi ll ha ve g eneral inf orm ation and advice r ather  t han specif ic advice on  
m ak ing a complaint  

 The óHow can I contact the CCW ater  of f ice in My Ar ea?ô screen is c onf using 
r espondents by t he larg e num ber  of  link s t o cont act s f or dif f erent  ar eas  

 Finding  out  how t o m ak e a complaint could be clear er ;  t he area wh ich  consumers  
click  on t o cont act CCW ater  is not being  look ed at  
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7.2 Lack of clarity around title óAdvice and Complaintsô 
 
W hen ask ed t o f ind inf orm ation t o help wit h one of  t he scenarios 3  

 m any 
spontaneously click the óAdvice and Complaintsô tab as the perception is that  t his wil l  
have inf orm at ion and advice in g eneral r ather  t han advice on a complain t .  Chang ing  
the title to óMaking a complaintô would  m ak e it  clear er t hat  t his pag e is f or  t hose who 
are t hink ing about a complaint and want  t o k now how t o do it .  
 

 
 
Fig. 10 Gaze plot showing where one respondent looks in the first 10 seconds of 
seeing the ‘Advice and Complaints’ page. 
 
T he g aze plot in f ig 10  indicates t he num ber of  f ixations on t his pag e wit hin t he f ir st 
10 seconds of  vie wing  this pag e. T her e are 359 f ixations in t his t im e;  t his is a hig h 
num ber  f or t his per iod,  expla ined b y t he r espondent t elling  us t hat  he is look ing  f or  an 
óAdviceô section here.  

 
 

                                            
3  Res pon dents  wer e gi ve n 1  of  the be lo w s c enari os  an d a llo wed  to  ac c es s  G oog l e. T he y ha d  
5 - 10 m inutes  to  f ind a nd r e ad th e i nf orm ation t o a ns wer  the ir  prob lem .   
Scenario for metered consumers  -  m y m eter ed bi l l  i s  c ons ider a bl y hig her  t han  the las t bi ll  I  
r ec eiv ed. I  donôt think Iôve used any more water than normal so what could have caused it? 
Navigate to ómy measured bill is highô FAQ if not found spontaneously 
Scenario for non metered consumers  ï m y m eter ed  w ater  bi ll is  ex p ens i ve but  I  alr e ad y am  
as  f r ugal as  I t hi nk  I c an be.  I s  there an yth ing els e  I c an  do?  
Navigate to óHow can I  save water in my home?ô FAQ if not found spontaneously 
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7.3 The óHow can I contact the CCWater office in My Area?ô page 
 

 
 
Fig. 11 Screen shot of ‘How can I contact the Consumer Council for Water Office in 
my area? 
 
T he curr ent  pag e wit h CCW at er  cont act  num bers ( see f ig .  11  above )  can conf use;  
t he t able is not  im m ediately clear  f or consumer s who see lots of  link s and are unsure 
wher e t o click .   
 
“It’s takes a while to understand what it’s trying to tell you.”(Non-Household) 
 
At t ent ion can be drawn t o t he water  company link s wit h consumer s click ing  t his by 
m ist ak e .  U sing  a clear  drop down m enu which a ll ows consumer s t o select t heir  water  
company wou ld be easi er,  and it  could t hen link t o t he cor r ect  CCW at er  inf or m at ion.  
T ips could be t ak en f r om  t he Cham ber  of  Comm erce sit e her e; see f ig. 12  which  
shows a dr op down f or  dif f er ent area cont act s.  
 

 
 

Fig. 12 Screen shot of Chamber of Commerce contact page 
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7.4 How to make a complaint 
 
Finding  out how t o m ak e a com plaint could be clear er.  T he t ext  at  t he bot t om  of  t he 
óAdvice and Complaintsô page which includes links on  how t o cont act CCW at er  is 
being  m issed  as shown in f ig. 1 3  ( hig hlig hted by t he pink  box)  wher e t he  heat m ap 
shows ver y l it t le coverag e ( no r ed and very lit t le g r een )  in t hi s area,  indicating  it  is not  
being  look ed at.   
 
Consumer s,  part icularly t hose wit h accessibil it y i ssues,  t ell us t hey woul d lik e t o be 
able t o call CCW ater  and so it  should also st ate her e t hat  consum ers can call  if  t hey 
wish, and pr ovide a link to f ind t he num ber .  
 
 

 
 

Fig. 13 Heat map of ‘Advice and Complaints’ 
 
Lack of clarity around the purpose of the óOnline formô 
 
T her e was some conf usion over t he pur pose of  t he óonline formô, which is  use d by 
consumers  t o r eg ist er  bef ore t hey can m ak e a com plaint.  Som e t ext  explaining  t his or 
chang ing  t he link  t it le t o óregistration form to make a complaintô may help m ak e it s 
pur pose m ore explicit .  
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8. THE WATER ISSUES SECTION  
 
T his chapter  out line s  f eedback   on t he W ater I ssues section of  t he webp ag e in t er ms 
of  t he layout , look and f eel,  ease of  navig ation and overall usabilit y of  t he pag es .  
 
 

8.1 Key findings 
 

 Consumer s ar e unsure who t his inf orm at ion is f or,  wit h m ost assum ing  it  is not 
m eant f or  t he m as  g eneral consumer s  

 T he heading s and lang uag e drive t his per cept ion wit h consumer s saying  it  f eels 
t oo of f icial or lack s r elevance f or  t he end consumer  

 I n addit ion,  some of  t he heading s do not  f eel log ical wit h consumer s expecting 
óWater Issuesô and óCurrent key water issuesô to detail operat ional work  happening 
across t he UK  

 T he inf or m at ion can be dif f icult  t o absor b due to t he length y amount of t ext  on 
each t opic  

 
 

8.2 Water issues section 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 14 Screenshot of CCWater homepage banner with Water Issues drop-down 
menu 
 
 
The óWater Issuesô section causes some conf usion among st  consumer s . M ost expect  
it  t o show any work s  being  done ,  or  pr oblems wi t h t he water  supply around Eng land 
and W ales.  O nce  r eviewed it  is clear  t hat  t his is not  t he case ,  wit h some inter pret ing 
t he inf or m at ion as what  is happening in t he water industr y but in t he backg round ,  and 
t her ef ore not t hing s t hat  dir ectly im pact t he consum er.  
 
W hile t her e is an expec t ation t hat  t his section will  det ail inf orm at ion on work s and 
prob lems ,  m ost  say t hey would g et in t ouch wit h t heir  own water  provider  t o f ind t his 
inf or m at ion  r at her  t han look  on CCW at er ôs website.   This m eans it  is not necessar y 
f or CCW at er  t o st art  provid ing  t his inf orm ation ,  but  r ather  t he t it le of  this section 
needs  t o bett er r epr esent  what  i t is about .  
 
Af t er r eviewing  what  is included her e, consumers  say t hat  t hey wou ld not  look  at t h is  
inf or m at ion as it  does not  f eel r elevant  t o t he m.  T his is especially t r ue f or 
óConsultation Responsesô and óBriefingô which are thought t o be inter nal document s 
avai lable on t he sit e f or t r anspar ency.   T he interpret at ion of  t his is only a problem if  
it s inclusion is f or something  ot her  t han t r anspar ency  and it  is inten ded f or  t he 
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g ener al consum er.   If  t hat is t he case t he heading s a nd lang uag e would need t o be 
r evie wed t o m ake it m ore consum er f r iendly.  
 

8.3 Current key water issues 
 
What do consumers expect? 
 
Like the óWater Issuesô heading, consum er s expect  t his subsection t o det ail work s  
being  done or problems wit h t he water  supply in t he UK .   W hen r evie wed ,  t he  cont ent 
does not  m eet  t his expect ation , and it  seem s  t o cont ain inf orm ati on not  r elevant  t o 
t he consum er .  

 
Relevance to the consumer 
 
 

Af t er r evie wing  t his infor m at ion and t he m enu of  t opics , 
consumer s do not  t hink  t hat  t his section is f or  t hem.   Som e 
of  t he t opics f eel completely a lien t o consu m ers (t hose 
out lined in pink / dashed boxes  t o t he lef t ) which  im ply t his 
section is f or t hose in  t he water  industr y who un der st and the 
t echnical lang uag e used.  
 
Some t opics f eel m ore f amiliar ( t hose out lined in g r een / solid 
boxes  t o t he lef t)  however ,  f ew k now what  t o do wit h t he 
inf or m at ion or  when  t hey would ever need it .  
 
I t  is necessar y t o explain  t o t he consum er what  t his 
inf or m at ion is f or and what  it s use t o t he consum er is.  
W ithout t his,  it  m ig ht be dism issed.   If  t he inf orm at ion is 
r elevant  t o t he consumer ,  t hen  using  less t echnical lang uage 
in t he heading s wil l bet t er comm unicate what  t he in f orm ation 
is about i.e. óDesalination plantsô could be changed to óWater 
t r eat m ent :  removing salt from drinking waterô. 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
Fig. 15 Screenshot of options menu on the Water Issues page 

 
  

Now I would have thought that would come up 
saying issues that were problematic at the 
moment - e.g. water down in this area, we 
have people out trying to fix it - just like the 
highways agency. This is like policy on water 
issues; this is like reports and what the council 
are doing to stop flooding. But it doesn’t really 
involve me. Household consumer  
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Positioning of information 
 

I t  is not  clear  t o b usiness custom er s  why óBusin ess custom er s ô and óMarket Reformô 
are locat ed in t his area ( hig hlig ht ed in orang e / ellipses  above ) .    Most sugg est  m oving 
t hese t opics t o a section dedicated t o pr oviding  infor m at ion  f or  b usiness cust omer s  t o 
m ak e it  easier t o f ind and m or e log ical.  

 
 

8.4 óHow is my company doing?ô 
 

Finding this information 
 

W hen ask ed t o f ind t his inf orm ation consum er s can have dif f icult y as link s t o it  do not 
f eel log ically place d ,  specif ically:  

 
 

 Consumer s do not  expect  it 
to be located under óWater 
Issuesô as it is not thought to 
be a problem wit h t he water 
supply  
 

 Locating t he inf or m at ion 
her e is t hen illog ical f or 
consumers  

 
 
 
 
 
 
 
 
 

 
Fig. 16 Screenshot of Water Issues page on the CCWater website 

 
  

”The word ‘issue’ means problem 
to me, that isn’t a problem.”  

(Non-Household) 
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 As previousl y hig hlig hted,  consum er s 
are of t en not  scr olling  all t he wa y t o t he 
bot t om  of  t he pag e,  or  if  t hey do it  is  
very brief .  

 

 T he link  at  t he bott om  lef t  of  t he pag e 
can t hen b e m issed  

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
Fig. 17 Heat map of participants finding information 
 
Relevance of this information 
 
W hen ask ed to r eview t he inf or m at ion ,  household consumer s  say t hat  some of  i t  is 
inter esting ,  especially t he num ber  of  com plaints. Howe ver ,  in r ealit y,  t he y ha ve lit t le  
use f or  it since t hey  are unable t o swit ch pr ovider .  
 
For  business cust omer s  howe ver,  g iven t he upcom ing  chang es in 2017,  m any do say 
t hat  t his  inf or m at ion wil l  have a lot of  r elevance.  I t  is im port ant  t o t hem t hat  t his 
inf or m at ion is easily acc essible in a Business Co nsum er  sect ion.   I t  is also essential 
t hat  t her e is a clear dif f erent iation bet wee n household and non - household  
inf or m at ion.  
 
Presentation of the information 
 
W hile t his inf orm at ion does not  f eel r elevant  t o household consumer s,  it wil l be very 
r elevant  f or b usiness es  post - 2017.   T his m eans it  is im port ant  t hat  t he inf orm ation is 
presented clear ly and is easy t o underst and g oing f or ward.  
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Curr ent ly consumer s are able t o easily inter pret  the dat a in t he chart s,  but it  needs 
cont ext  to be clear er,  become m ore m eaningf ul and m or e t r ust ed.   Specif ically:  
 

 I t  is not clear  in t he summ ary who t he r esear ch was wit h ( business  or household , 
complainant or  a sam ple  of  g eneral consum er s )  

 It doesnôt say next to the graphs or in the summary what the sample size was  

 I t  is dif f icult  t o see what  the dif f erent  columns of  the graphs are r ef er r ing  to due t o 
t he size of  t he g r aphs  

 G r aphs are click able  but do not lead anywher e  
 
Addr essing t hese points will help bet t er comm unicate t he perf or m ance o f  the dif f er ent 
water  companies.  

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 18 Website shot of graphs 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

“You're allowed to click on it, you 
think it's going to take you 
somewhere useful but it takes you 
to the same size graph on a blank 
page -that's useless.” (Household) 

Not sure what those things all 
mean. I think it's a year but I think 
it's a bit small - could drag it out 
and make the graphs bigger. 
(Household) 
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9 CONSUMER RESEARCH 
 
T his chapt er will out line t he f eedback g iven on t he Consumer  Resear ch section of  t he 
webpag e in t erm s of  wha t  consumer s expect  f r om t his section and ho w ap pealing  t he 
inf or m at ion is:  
 
 

9.1 Key findings 
 

 Bef or e r eviewing  t he inf orm at ion in t his section ,  some expect  t he r esearch t o be 
about  CCW ater ôs service r ather  t han r esear ch done by t hem  about  industr y 
services  

 W hen r eviewed ,  it  is cl ear  t hat  t his sect ion details t he r esearch undertak en by 
CCW at er .  H owever ,  f ew t hink t his is aim ed at t he g ener al consum er  

 T he p ercept ion is t hat  t he inf orm at ion her e is  incl uded  f or  t r ansparency r at her  t han 
an expect ation t hat consumer s will g enuinely r ead it  

 
 

9.2 What will this information be? 
 

W hen asked what  consumer s expect  f r om  t his section it  is t houg ht t o be one of  t wo 
t hing s:  
 

1.  A section wit h r epor ts on r esear ch  sim ilar t o t he curr ent  pr oj ect  
2.  Comm ent s and r eviews on CCW at er ôs service  
 

T he t it le is t houg ht  t o be driving  t his:  
 
“Who is the consumer?” (Household) 
 
“I’m not sure about ‘Consumer Research’. Does that mean it’s done by their 
consumers or by them with consumer?” (Household) 
 
“Maybe it should say consumer research or research with water consumers” 
(Household) 

 
 

9.3 Appeal of this information 
 

W hen r eviewing  t he inf orm at ion in t his section t he t it les ar e very impor t ant  f or 
comm unicat ing what  t he r esearch is about.  Current ly t hese f eel very of f icial and not  
aim ed at t he g ener al consumer.  
 
I n addit ion,  f ew say t hey would do wnload a PD F and r ead t he inf or m ation.   If  t his 
inf or m at ion is r elevant  or usef ul t o t he consum er ,  t hen  cr eat ing  a plain Eng lish, 
consumer  f r iendly one p ag e inf og r aphic of  t he k ey f inding s would be  m ore appeal ing  
and accessible.  
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Fig. 19 Screenshot of research reports 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

“PR14 Draft Determination, I don’t have 
a clue what that would be.” 

(Household) 

“I wouldn’t come here; I don’t think this is 
for me.” 

(Household) 
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The Browse Answers function: 
 

W hile CCW ater ôs site does have a  
óBrowse Answersô section that allows 
consumer s t o sear ch vi a categ ories, 
this isnôt always a vai lable t o 
consumer s as t he t ab only appears 
when óFind Answersô is selected and 
m ost m iss it.   F ew under st and why 
t her e are t wo sections óFind  
A nswersô and óBrowse  Answersô ï for 
consumers,  t hese r epresent t he 
same t hing .  
 
While óBrowse Answersô does 
provide ans wers in categ or ies, t he 
list  can ag ain f eel overwhelm ing  wit h 
t he q uest ions having  lots of  t ext 
beneath t hem which m ak es t he list 
f eel lon g and overwhelm i ng.  

Fig. 22 Screen shot of search functions 
 
 

Getting rid of the óFind Answerô tab and improving the óBrowse answersô by only 
displaying  t he q uest ions will m ak e t he FAQ s easier t o navig ate.  

 
 

Anglian Water is a good example of an FAQ page as: 
 

 T her e are clear  categ or ies f or 
consumer s t o chose f r om  t o f ind t heir 
answer  
 

 There isnôt a huge list of questions, 
rather  q uest ions and answers appear 
when t he categ or y is click ed  
 

 T he lang uag e and categor y t it les are 
consumer f r iendly  
 

 I n addit ion t he desig n f eels 
inter esting and eng ag ing  

 
 
 
 
 
 
 
 
 
 

 
Fig. 23 Image of Frequently Asked Questions 
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Use of language and confusion around eligibility 
 
I t  is not  clear  t o business custom er s  f r om  look ing  at t he sit e how t hey work  out  if  t hey 
are elig ible t o swit ch, either  now or f r om  2017.  Inf orm ation needs t o be clear er and 
avoid j arg on,  par t icularly around q uant it ies ,  as f ew are aware of  how m uch  water  t hey 
use or what  t his is  in  m eg a - lit r es .  I n r ealit y consumer s would look  at t heir  bill t o f ind 
out  t heir  usage.  
 
“So where it says this is equivalent to two Olympic size swimming pools - I don’t think 
about my water usage in terms of swimming pools. A better reference is cups of tea. 
If you're on a meter you'll check your meter. I just don’t think that's relevant. And also 
5000 cubic litres [sic] doesn’t seem that much to me - should be related to the size of 
your business rather than some abstract measurement.” (Non-Household, Larger 
Business, Focus Group) 
 
Business custom ers  t hink  t hat  a diag r am  could aid t heir  underst anding  in t erm s of  
work ing  out  whet her  t hey are elig ible t o s wit ch or  not  ( see f ig .  27 f or  an  exam ple f r om 
one of  t he f ocus groups) ,  depending  on whet her   in Eng land or W ales,   cur r ent  water  
usag e and  t he r ules pre and post 2017. Some ment ioned t hat  a t ool whic h calculated 
your  curr ent  usag e , by put t ing  in your det ails  could also be helpf ul.    
 
“Could do it with some sort of diagram, much easier than reading through 10 
sentences.” (Non-Household, Larger Business) 
 
“If you put your postcode in so it could include your current usage that would be 
good. Then you'll be able to work out if you're using a lot.” (Non-Household, Larger 
Business, Focus Group) 

 

 
 

Fig. 27 Diagram drawn in the large business focus group as an example of a diagram 
to aid them understanding whether they can switch or not. 
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12.3 Household: The Legal Ombudsman 
 

F ir st  im pressions of  t his sit e are t hat  t her e is t oo m uch t ext  on t he hom epag e.  
Household consumer s, part icularly t hose wit h accessibilit y issues,  t ell us that  t his can 
be overwhelm ing .  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 30 Screen shot of website for The Legal Ombudsman 
 
T her e ar e som e posit ives f r om t his sit e however wh ich CCW at er  could learn  f r om :  

 
 Having  t he t elephone num ber clear ly availab le on t he hom epag e is lik ed  
 Calling the complaints section óMaking a complaintô feels log ical and consum er s 

k now exactly what  t his pag e wil l be about  
 Having  a video e xplain in g  t he com plaints process work s well  and is pref err ed 

by t hose who have dif f icult ies r eading  and wr it ing  
 T he pag es r eq uir e less scr olling  

 
 

12.4 Household: Passenger focus 
 

Household consumer s respond well t o t his sit e and say t hat  overall,  it is work ing 
bet t er  t han t he CCW ater  sit e .   Some k ey lear ning  points f or  CCW at er  ar e:  

 
 In common with CCWaterôs site ,  t he look  and f eel of  t he Passeng er  Focus sit e 

is lik ed ;  however ,  it  is t houg ht  t o be m ore colourf ul which m ak es it  f eel m ore 
inter esting and eng ag ing  

 Lik e t he Leg al O m budsm an sit e having  t he t elephone num ber  clear ly a vailable 
on t he hom epag e is lik ed  

 While this site also calls the complaints section óAdvice and Complaintsô this 
t it le is t houg ht t o bett er  r epr esent what  is t her e due t o clear  link s t o FAQ s in a 
side m enu  

 Having  shor t  st at ist ics  on t he hom epag e com m unicating int erest ing  t hing s lear nt 
f r om  r esearch is pr ef er r ed over downloadable PD Fs  
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Fig. 31 Screenshot of the website for Passenger Focus 

 
 

12.5 Non-Household: British Chamber of Commerce 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 32 Screen shot of the website for the British Chamber of Commerce 
 

T his sit e had m ixed r evi ews;  ho wever,  it  is t hought t o be work ing  well in some areas 
t hat CCW at er  could learn  f r om:  

 
 Sit e is t houg ht t o look modern due t o t he visual nat ure i. e. t he use of  icons  
 I t is easy t o f ind a t elephone num ber  f or your  local branch  
 T he pag es r eq uir e litt le scr olling  so not hing is m issed  
 I t f eel clean and pr of essional  

 
CCW at er  can also lear n what  not  t o do f r om t his sit e as well:  

 
 T he hig hly visual nat ure can m ake it dif f icult t o navig ate  
 T he advert isement s at t he sides ar e t houg ht t o dist r act   
 T her e are 3 m enus,  2 at t he  t op of  t he pag e and one det ailing  news etc.  at the 

bot t om  r ig ht  ï this can be m issed so t her e is a pr ef er ence t o have m ore of  t he 
m enu heading s in one place  
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12.6 Non-Household: Federation of Small Business (FSB) 
 

 
T he FSB sit e work s well f or b usiness 
custom ers  as:  

 
 T her e is order t o t he sit e which m ak es 

it  easy t o navig ate  
 W hile it  can f eel a bit  óboring ô the 

im ag es ar e t houg ht t o m ak e it 
eng ag ing  

 Lik e t he CCW ater  sit e t he pag e is 
q uit e long  however t he consist ent  blue 
heading  help comm unicate t hat  t her e 
is m ore t o see  

 Having  a t elephone num ber  available  
on t he pag e next  t o a happy per son 
im plies t hat  t he com pany are availab le  
and happy t o help you  

 Having  t he sit e m ap at  t he bott om  is 
usef ul if  t he consumer  canôt find 
something  

 
 
 
 
 
 
 

Fig. 33 Screen shot of the website for the Federation of Small Business  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


