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Research aims and methodology

CCW, the statutory consumer organisation which represents the interests of
water and sewerage consumersin England and Wales, and Ofwat, the
economic relgulator of the water and wastewater sectors in England and
Wales, jointly commissioned this research to develop insights on consumers'
knoivledge, actions and behaviour to inform communications and policy
work.

From the 23" November to the 14t December, Savanta surveyed 2,951
res&)ondents via an online surveg. 2116 respondents were based in England
and 507 respondents were based in Wales. The sample was weighted to be
nationally representative. An additional boost sample of 328 participants
from ethnic minority communities was surveyed at the same time to ensure
analysis could be conducted to understand this audience’s view. Throughout
the report the main data sample is used to report findings however, where
the etﬁnic minority data is referred to this includes the ethnic minority
booster sample and the ethnic minority respondents from the main survey,
making a total base of 600 respondents.

A telephone survey, which was not nationally representative, was conducted
from the 4" to the 18™ October with 100 ‘digitale disenfranchised’
respondents who were defined as those being less comfortable using online
tools and would therefore be less representeé in the online survey sample.



Observations on the sample

While we have pulled out various aspects of the data, there were several drivers to any sample, for example:

Sample by age Number of children in
household by type of area
25% o
24% 576 24% Yes, 18+ years old Eﬁ/ 50%
o 18% o es, 16-17 years o e 47%
/7 16% /7 16% .
19%
14% Yes, 12-15 years old EW 50%
(o) (o)
1% 1% d 13% y Inhabitants of
y Yes, 4-11 years o h“iﬁ% urban areas lean
770 towards being
Ves, o3 years oid | [, 5, v
45% 1 younger children
22%
No 50%
28%
18-24 25-34 35-44 45-54 55-64 65+
B All respondents Ethnic minority sample B Rural ® Suburban ™ Urban
Age.Howoldareyou? Base: All respondents (n=2,623), Ethnic minority respondents (n=600) Savanta

RURAL/URBAN. Howwould you describethe areayoulivein? Base: All respondents (n=2,623)



Customer spotlight: People's views and experiences of water

Consumers’ understanding
of the water industry

I know which company
provides water to my home

I know which company
provides sewerage services to
my home

I can change water company if
I'm not happy with the service
or cost

% agreeingwith each statement (selecting strongly agree/agree)

Consumers’ trust in
their water provider

I trust them to fix a problem
quickly

I trust them to do what's right
for the environment

They act in the interest of
customers

% selecting 8-10/10

Consumer’s engagement
with household water bills

I checked to see how
much it was

I compared it to the
previous bill

I did not pay much
attention to it

Showing top threeresults, other responses
were selected by less than10% of consumers

Consumers’ priorities for their water
provider to focus on in the future

Provdeden e - ainne |
water &7/
Prevent sewage entering
people's homes 6426
Prevent sewage entering
rivers, streams, and the sea 82%
Fix leaks

% believingeach statement is animportant future
priority for water companies (selecting 8-10/10)

Consumers’ satisfaction
with their water provider

‘ ‘ = Satisfied (8-10/10)
Neutral (4-7/10)
= Dissatisfied (1-3/10)

Satisfaction with the
qualityof water
services received

Satisfaction with the quality
ofthe wastewater and
drainageservicesreceived

Consumer behaviours

Flush a tampon down the
toilet*

Flush a wipe down the toilet

Pour cooking oil down the
kitchen sink
Flush a sanitary towel down
the toilet*

Flush a cotton bud down the
toilet

% doingthismost ofthe time orevery time

4 *Only asked of women aged under 55.

Savanta



A note on the sub-group analysis in this report

This report features analysis by these factors to provide the In addition to that, we have provided an analysis by key
views of consumers from all walks of life. We have highlighted demographic factors for ‘key indicator’ questions. These
the differences by these factors in this report where they are questions collectively provide a view on people’s views and
significantly different to one another... experiences of water, and it is therefore important to see if the

results differ by key audience groups (or not).
Region Age ‘Key indicator’ slides feature a black bar on the right-hand side
which includes analysis by each of the key audience groups,
entitled ‘demographic differences’. We have included an
example below of what these slides looklike so you can look
out for these as you read through the report.

Socio-Economic

Gender

Grade (SEG)*

A guarter of consumers incorrectly think they can

Di S ability change their water company if they're unhappy

Kpowledge of water indusary

Household
composition

.....

- ST S
Digital

Bill paying (dis)enfranchisement . I l

Water metering Ethnicity

L T 1Y NI ST F R -

5 *In this report we will compare ABC1 (higher SEG/ more affluent people) with C2DE (lower SEG/ less affluent people) Savanta
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1. Financial

circumstances in
England and Wales

7 Savantaz:



A third struggle to pay their bills at least some of the time and a similar
proportion think their financial situation will worsen next year

How often have you struggled to pay bills?
1% 4% One in eight (12%) have struggled to pay their bills most or all of the time in the last 12

months. A further fifth (22%) have sometimes experienced this.

= All of the time Conversely, two thirds (65%) have rarely or never experienced struggling with bills in
Most of the time the last 12 months. This is higher for males (73%) than females (58%). Y ounger
Sometimes consumers were also much more likely to have struggled with bills: only 47% of 18-34
Rarely year olds have rarely or never experienced this, compared to 84% of 55+ year olds.

® Never

Those who have a water meter were significantly less likely to have struggled all or most

Prefer not to sa .
y of the time, when compared to those who do not have a water meter (10% vs 14%).

How do you expect your financial situation
to change over the next year?

A broadly equal proportion of those in England and Wales think their financial 1%
situation will improve over the next year (24%) as think it'll worsen (28%).
However, this is not the same across all groups within the population: 56% of digitally " Better
disenfranchised respondents and 41% of those living with a disability say they expect

o N . Stay the same
their financial situation to get worse over the next year.

® Worse
Conversely, some of the most optimistic groups were those in London (38%) and

18-34-year-olds (40%). Prefer not to say

3 Q5. Thinking about your finances overthelast year, how often, ifat all, have you struggled to pay bills? Base: Bill payers (n=2,327)

Q6. Thinking about your financial situation over the nextyear, do you expectit to get... Base: All respondents (n=2,623), Digitally disenfranchised respondents (100) Savanta



The more that consumers currently struggle to pay bills, the more
likely they are to believe their financial situation will worsen in the
future

How often have
pay bills over ometmes 77 377 77
the last year?

My financial situation will...

B __getalot better ™. .get abit better ...stay the same ™ ..getabit worse ®..getalotworse
Regardless of how frequently consumers currently Pessimism about their financial future is much more
struggle to pay their bills, optimism about the future is prevalent among those who are currently struggling to
both comparable and limited. One in five (20%) of those pay their bills. Over half (57%) of those that
who currently never struggle with their bills believe their experience this ‘all of the time’ expect their situation to
financial situation will improve, compared to one in four worsen, compared to only one in five (21%) of those
(26%) of those who struggle all of the time. who never currently find themselves in this situation.

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

Q5. Thinking about your finances over thelast year, how often, ifat all, have you struggled to pay bills? Base: Bill payers (n=2,327)
Q6. Thinking about your financial situation over the nextyear, do you expectit to get... Base: All respondents (n=2,623)



In order to pay their bills, two in five bill payers have had to access
additional financial credit

60% Which of the following, if any, have you used to help pay your bills over the last 12 months?
Bill payers
18% 14%
11% 9% .
5} % 3%
None of these Credit card(s) Borrowed from Overdraft I have put off paying Aloan Other
friends and family my household bills
Three in five (60%) bill payers have not Using credit cards (18%) and borrowing Those that have struggled ‘all of the time’
used any of the above forms of credit to pay from friends and family (14 %) were the to pay bills in the last 12 months were more
their bills. This figure is higher for most common forms of credit used to pay likely to have used credit cards (35%),
consumers in rural locations (66%), those bills. Among ethnic minority respondents, borrowed from friends and family (55%),
who own their own homes (71%) and 55+ these figures were higher: 23% and 20% used their overdraft (30%) and put off
year olds (78%). respectively. paying other bills (41%).

10 Q7 . Which ofthefollowing,ifany, have youused to help pay your bills overthelast 12 months? Base: Allrespondents (n=2,623), Bill payers (n=2,327) Savanta



Just under half (45%) were aware that utilities providers offer
financial support to those struggling to pay bills

Electricity
Gas
Water

Which of the
following utilities

offer financial = Broadband
support to those

struggling to pay Landline
their bills? (based Other
on all consumers) ‘
Don't know y

None of these

Just under half (45%) of the public were aware of financial support being
offered by at least one utility provider. This falls to 28% among those who do
not currently pay the bills in their home.

The proportion of consumers that were aware of electricity (37%), gas (34%)
and water (33%) providers offering financial support is similar, and
considerably higher than broadband (8%) or landline (7%) providers. Those
who have requested water meters to be fitted in their homes (40%), those in
single-adult households (42%) and those who said they struggled to pay
their bill all the time over the last year (42%) were more likely to be aware
that water providers offer this.

Onein ten (9%) of bill payers say that they have utilised help from
one of these five utilities to help pay their bills over the last 12
months. Electricity (5%), gas (4%) and water (4%) were the most
common sources of help.

A fifth (20%) of those who have struggled to pay bills ‘all of the time’
in the last 12 month report receiving financial support from their
water supplier. One in ten (11%) of bill payers on the Priority
Services Register have also received this.

4%

4%
1%
1%
1%

Electricity
Gas Which of the
Water following, if any,

have you used to
Broadband help pay your bills
) over the last 12
Landline months? (based
Don't know ©n albill payers)

None of these

Q8. To the bestof your knowledge which of the following utilities, if any, offer financial supportto those strugglingto pay their bills? Base: All respondents (n=2,623)
Q9. Which ofthe following utilities, if any, have you received financial support from duringthelast 12 months? Base: Bill payers (n=2,327)



Key insights into the financial
circumstances of consumersin
England and Wales

A third of people (34%) struggle to pay their bills at least some
of the time, and a similar proportion (28%) think their
financial situation will worsen over the coming year.

Just under half (45%) of people were aware that utility
companies offer support to those who are struggling financially.
However, only a third (33%) were aware that water companies
offer such support.

However, more bill payers who have struggled all of the time to
pay bills over the last year used credit cards to pay their bills
(35%) than accessed financial support from the water company
(20%).




2. How well do
consumers understand
their water provider?

13 Savantaz:



A significant majority say they know which
company provides water to their home

Understanding of water industry

3%

I know which company
provides sewerage
services to my home

2%

3% 4%

I know which company
provides water to my
home

2%

3%

I can change water
company if I'm not happy
with the service or cost

Strongly agree Agree Neither agree nor disagree
Disagree Strongly disagree Don't know
Not applicable

14 Q20.To whatextentdo you agree or disagree with the following statements. Base: Allrespondents (n=2,623)

o)

Demographic differences
Women (28%) were slightly more
likely to say they can change water
company if not happy compared to
men (25%). Younger age groups (18-
34:37% and 35-54: 28%) were
significantly more likely to agree with
the statement compared to those aged

55+ (17%).

Women (82%) were slightly less likely
to say they knew which company
provides water to their home compared
to men (84%). Older age groups (35-
54: 86% and 55+: 94%) were
significantly more likely to know their
water supplier compared to those aged
18-34(65%).

Men (75%) were significantly more
likely to say they know which company
provides sewerage services to their
home compared to women (66%).
Older age groups (35-54: 73% and 55+:
89%) were significantly more likely to
know who their sewerage supplier was
compared to those aged 18-34 (42%).

Savantas
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Demographic differences
Those in the C2DE social grade were

A quarter of consumersincorrectly think they can
change their water company if they’re unhappy

Understanding of water industry

I can change water
company if I'm not happy
with the service or cost

36%
31%

25%

Water bill payer Indirect water bill payer Non-bill payer

Net: Agree (agree/strongly agree)

3%

significantly more likely to agree that
they can change water company if not
happy with the service or cost (28%),
compared to those in the ABC1 group
(24%).

In terms of living status, those living at
home with parents (46%) and tenants
(29%) were significantly more likelyto
mistakenly agree with the statement
compared to homeowners (21%).

Consumers living with someone who
has a disability in their household
(27%), or who themselves have a
disability (26%), similarly responded
to those with no disabilities (26%).

Water bill payers were significantly less
likely to agree (25%) compared to
indirect (36 %) or non-bill payers
(31%), suggesting they have a better
understanding of how the water
industry operates.

15 Q20.To whatextentdo you agree or disagree with the following statements. Base: Allrespondents (n=2,623) Savantaz:




Around 2 in 5 in London incorrectlybelieve they

can change their water company if dissatisfied

Understanding of water industry

3%

I can change water
company if I'm not happy
with the service or cost

38%

32%
(o)
20% 27%
23%
21% 21% 20% 20% 19%

Q20.To whatextentdo youagree or disagree with the following statements. Base: Allrespondents (n=2,623)
*London-based consumers are morelikelyto be non-bill payers (19%) than the average for England and Wales (14%)

goiF

He
Demographic differences
Consumers living in London* (38%)
and the North-West (32%) were most
likely to think they can change their
water company. Followed by those
living in Eastern (29%) and West-
Midlands (27%). Those based in
Yorkshire & Humberside (23%), Wales
(21%), South-West (21%), East
Midlands (20% ), South-East (20%)
and North-East (19%) were less likely
to agree with the statement compared
to the total average.

Those with a water meter (25% ) were
slightly less likely to agree with the
statement compared to those without a
water meter (26%).

Consumers living in urban (34 %) and
suburban (24 %) areas were
significantly more likely to agree
compared to those living in rural areas
(20%). Those without accessto a
garden (31%) were also more likely to
agree with the statement compared to
those with access to a garden (25%).

Savantas




Homeowners were the best informed when it came
to knowing which company provides their water

Understanding of water industry

3% 4%

I know which company
provides water to my
home

2%

Strongly agree Agree Neither agree nor disagree
Disagree Strongly disagree Don't know
Not applicable

17 Q20.To whatextentdo you agree or disagree with the following statements. Base: Allrespondents (n=2,623)

()

Demographic differences
Water bill payers were significantly
more likely to know which company
provides water to their home (89%)
compared to non-bill payers (65%) or
indirect bill payers (58%).

Those in the ABC1 social grade were
significantly more likely to agree with
the statement (87%), compared to
those in the C2DE group (79%).

In terms of living status, those living at

home with parents were significantly
less likely to agree with the statement
(55%) compared to tenants (80%) and
homeowners (91%).

Consumers with a disability (85%) or
who are living with someone whohas a
disability in their household (82%),
similarly responded as those with no
disabilities (83%).

Savantas




Consumerslivingin urban areas were
significantlyless likely to know who their water
supplieris

Understanding of water industry

4%
3% 2%
I know which company
provides water to my
home
(o)
89% 86% 86% 86% 85% 85% 84% 8000 ..
7 4%
<> X <& X X > & ® N

S S o

& xf& & &»{& S & & a Sl s
v & & & & > ¥ » e
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18 Q20.To whatextentdo you agree or disagree with the following statements. Base: Allrespondents (n=2,623)

T
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Demographic differences
People in the following regions were
more likely than average to know which
company provides their water: Eastern
(89%), North-East (86%), Yorkshire &
Humberside (86%), South-East (86%),
North-West (85%), East Midlands
(85%) and Wales (84%). Only South-
West (82%), West-Midlands (80%) and
London (74 %) were less likely to agree
with the statement compared to the
total average.

Those with a water meter (91%) were 10
percentage points more likely to know
who their water supplieris, compared to
those without a water meter (81%).

Consumers living in urban areas (76%)
were significantly less likely to know
who their water supplier is compared to
those living in rural (89%) and
suburban areas (85%). Those with
access to a garden (85%) were also
significantly more likely to agree with
the statement compared to those
without access to a garden (75%).

Savantas
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Significantly fewer consumers know who supplies

sewerage services to their home compared to Demographic differences
Water bill payers (77%) and non-bill
water overall payers (48%) were significantly more
. likely to say they know which company
Understanding of water industry provides their sewerage services

compared to indirect bill payers (36%).

Those in the ABC1 social grade were
significantly more likely to agree with
the statement (77%), compared to
those in the C2DE group (62%).

Those living at home with parents were

significantly less likely to agree with the

I know which company . statement (34 %) compared to tenants
9%

Sg;\‘;’i‘(’:ijse:os%eﬁi%ge (62%) and homeowners (83%).

3%

2% Consumers with a disability (73%) or

who are living with someone whohas a
disability in their household (67%),
similarly responded as those with no
disabilities (71%).

: : Those who are satisfied with their
Strongly agree Agree Neither agree nor disagree . .
Disagree Strongly disagree ® Don't know wastewater and drainage services were
Not applicable significantly more likely to knowwho
their provider is (80% vs. 51%).

19 Q20.To whatextentdo you agree or disagree with the following statements. Base: Allrespondents (n=2,623) Savantaz:




London scored the lowest in terms of regional
knowledge of who provides sewerage services

Understanding of water industry

3% 2%
I know which company
provides sewerage
services to my home
7 5% 7 5% 75% 7 4% 7 4% %
58%
> > e $ & S 3 ¥ & L
S I P P
& > LA o $ SO S5
A o ) X %0 X
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20 Q20.To whatextentdo you agree or disagree with the following statements. Base: Allrespondents (n=2,623)

1

He
Demographic differences
70% or more said they know which
company provides sewerage services to
their home in the following regions:
North-East (75%), South-East (75%),
Eastern (75%), Yorkshire &
Humberside (74%), South-West
(74%), East Midlands (73%), North-
West (70%). Only consumers living in
London (58%), Wales (67%) and the
West-Midlands (68%) were less likely
to agree with the statement compared
to the total average.

Those with a water meter (81%) were
significantly more likely to say they
know who supplies their sewerage
services compared to those without a
water meter (66%). Consumers living
in urban areas (61%) were significantly
less likely to agree with the statement
compared to those living in suburban
(75%) and rural areas (75%). Those
without access to a garden (61%) were
also less likely to agree with the
statement compared to those with
access to a garden (72%).

Savantas




Providing water, repairing pipes and fixing leaks were seen as water
companies’ main activities

Understanding of water companies’ responsibilities

Prvid dean,sfe vterto e propety | - Over 95% of digitally disenfranchised

Repair burst or damaged pipes in the neighbourhood [N > respondents lfiiﬁi’ﬁt;ea%rﬁﬁfﬁﬁg}%i?gfe

Find and fix water leaks | 72% leaks to water companies; in contrast only

o . . .
Educate customers on how to use less water _ 51% OVG?‘ 60% of ethnic m}l’l.O.I'l ty respondents
attribute the same activities to water

Remove dirty wastewater from the property _ 50% Companies.
Provide drainage for rainwater which falls onto a property _ 36%

Water bill payers were significantly more

Improve biodiversity in the water environment e.g., rivers _ 35% hkely to associate the majority ofthe
Prevent rivers from flooding [ 29% activities listed with water companies
Repair burst or damaged pipes or plumbing within the ‘_ o Watgr companies are no_t compared tonon-bill payers.
property 28%  responsible for preventing rivers
o from flooding or for repairing
Pay for damage caused by sewage flooding in the home 9 .
v 8 Y ° ° _ 21% bust or damaged pipes or
Other \l 1% plumbing with the property.
However, they do have a role in
None of the above | 1% paying for damage caused by

sewer flooding in the home in

Don't know ‘. 9 .
5/0 some circumstances.

Q21. Whichofthe followingdo you think water companies do? Base: All respondents (n=2,623), Digitally disenfranchised respondents (n=100) and Ethnic minority Savanta
respondents (n=600)



° ° ° Ly r
Key insights into consumers’ v

understanding of their water providers '

The majority (83%) claim to know which company provides
their water. Around a quarter (26%) believe, incorrectly, that
they can change their water company if unsatisfied.

A smaller majority (70%) were aware of which company
provides their sewerage services.

In general, water bill payers had a better understanding of who
provides their water compared to indirect and non-bill payers.



3. How engaged are
consumers with water
companies?

23 Savantaz:



Around threein ten did not pay much attention to their last household
water bill

When you received your last household
water bill what did you do?

52%
0,
34% 28%
0,
% 9
J 7% 4% 3% 2% 2%
I checked tosee Icompared itto Iusedthe  Isubmitted anew Icontacted my I looked for Other I did not pay Don't know
how much it was the previous bill informationin  meter reading provider about alternative much attention to
the bill to reduce the bill providers it
my water usage
] 0,
Younger age groups were more likely to say they did E)haey xzfnagso l;S)salLk&e g;?e}?l‘c;i:fi\liﬁert?ﬁzetz(nii f; )(or z;:;ess
not pay attention to theirlast bill. & 347 y 3370).

Ethnic minority respondents were slightly more likely to pay
attention to the bill (76% vs an average of 72%) and their most
common actions were to check how much it was (48%) and
compare it to the previous bill (33%).

Those who said they did not pay much attention to theirlast bill
tended to be younger (18-34: 31%, 35-54: 30%), and in the
C2DE socio-economic grades (33%).

24 Q25. Whenyoureceived yourlasthousehold water bill, which of the following did youdo? Base: All water bill payers (n=2,08 6), Ethnic minority respondents (n=600) Savanta



A quarter of those who didn’tpay attention to their last bill said it was
because it was a fixed cost that doesn’t change

Why did you not pay much attention
to your last water bill?

Reason % 28%
It’s always the same / fixed cost 24%
I pay it by direct debit / standing order 11% _
o I did not pay
It has to be paid either way 11% much attention to
I justpay it 8% it
Seems correct / okay 4%
Someone else pays them / don't pay them 4%
Don't need to / no point 4%
Reasonsstated by lessthan 4% notshownin table
Q25. Whenyoureceived yourlast household water bill, which of the following did you do? Base: All water bill payers (n=2,08 6) Savanta

2
> Q26. Why didyounot paymuch attention to yourlast waterbill? (Coded) Base: Respondents who didn't pay much attentiontolasthousehold waterbill (n=581)



Those struggling financially were more likely to have been in touch with

their provider duringthe last year

Last time contacted water company

In the last 6 months

In the last year

In the last 3 years

More than 3 years ago

I have never contacted my provider

Q27 .Whenwas thelasttime you contacted your water company? Base: All respondents (n=2,623), Ethnic minority respondents (n =600) and Digitally disenfranchised

respondents (n=100)

Younger age groups were significantly morelikely to
have contacted their water provider within the last year
(18-34: 31%, 35-54: 25%).As were those in the C2DE
social group (27%), those who have struggled to pay
their bills ‘all of the time’ over the last year (47%) and
those who have borrowed money to pay bills over the
last 12 months (33%).

The ethnic minority respondents were the most likely
audience to have contacted their water provider within
the last year (34 %) compared to those who are digitally
disenfranchised (20%), or those based in Wales (26%)
or England (24%).

Those with a water meter were significantly more likely
to contact their water provider (28%) compared to
those without a water meter (20%).



Those who struggled to pay their bills most often over the last year were
more likely to contact their water company with a billing enquiry

Reason for contacting water provider

General billing enquiry

To report a leak

To ask for a water meter
(your choice)

To ask for support with paying a bill
Water pressure

No supply/supply issue

To ask for another type of support (not related to
paying a bill)

Water quality

To report sewage flooding in your home or
around your property

To make a responsibility enquiry about sewers
and drains

Other

34%
10%
8%

7%

5%

4%

3%
3%
3%

3%

Younger consumers were more likely to have been
in touch regarding a billing request (18-54: 48%),
as were those in the C2DE social group (48%),
those who have struggled to pay their bills over the
last year most of the time (63%) and those who
have borrowed money to pay bills over the last 12
months (47%).

Ethnic minority respondents (47%) were most
likely to have contacted their water provider with a
billing-related request, compared to those who are
digitally disenfranchised (35%), or those based in
Wales (41%) or England (41%).

Optionsselected by lessthan 3% notshownin the graph

disenfranchised respondents (n=100)

Q28. Why didyou contact your provider? Base: Respondents who have contacted their provider before (n=1,488), Ethnic minority respondents (n=600) and Digitally



A quarterrecallreceiving directmail and a fifth recall receiving an
email from their water provider

Channels through which respondents have seen or

Water bill payers were heard from their water company in the last year
more likely to have heard
from their water compan 9
via letter or emailp d S o Two in five (43%) of those 35%
' Ethnic minority respondents were significantly who have never contacted
more likely to have heard via channels other than their water company recall
27% letter/leaflet, email or TV. Whereas the digitally hearing from them through
disenfranchised audience were most likely to one of these channels,
21% hearvia a letter/leaflet (37%). compared to 57% on average.

The 18-34 age group were significantly more

11% likely to have heard via an online advert (7%),
online article or blog (5%), or YouTube (6%). 8%
5% 9 9
4% 4% % % % %
370 370 370 370 2% o 2%
1%
Letter / leaflet Email v Social media Online advert Radio YouTube Through afriend, Printed magazine Online article or ~ Billboard / Spotify or Other Don't know None of these
(e.g., Facebook, family member  / newspaper blog outdoor posters / podcast
Instagram, or colleague posteron train,
Twitter etc.) bus, or tube

Q31. Through which ofthe following have you seen orheard from your water companyin thelast 12 months? Base: All respondents (n=2,623), Digitally disenfranchised
respondents (n=99), Ethnic minority respondents (n=600)



The importance of saving water was the best remembered subject of
communications

Recall of message from comms Water bill payers (42%), men (42%)
and those aged 55+ (44 %), and thosein
the ABC1 social group (44 %) were

1 1 0 . . e .
The importance of saving water 39% significantly more likely to have heard
_ from their water provider regarding the
Changes to your bill 23% . .
importance of saving water.
Water problems in the area 22%

Almost two thirds (63%) of digitally

Support available for those struggling to pay . disenfranchised respondents remember
their bill 20% a communication regarding the

importance of saving water from their

Additional services for those who need them 18%
water company compared to 45% of
Other 2% ethnic minority respondents.
Don't know N - % T.hoge. with a water meter were
significantly more likely to recall the
None of these 1% importance of saving water being a

message (43%), compared to those
without ameter (36%).

Q32. Canyourecallany mention of the followingin the communicationyousaworheard? Base: Respondents who have seen or heard fromtheir water companyin last
12 months (n=1,484), Digitally disenfranchised respondents (n=62), Ethnic minority respondents (n=350)
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Key insight into consumer engagement
with water companies

b

Three in ten (28 %) bill payers did not pay much attention to
their last water bill. Younger people and people in the less
affluent socio-economic grades tend to pay less attention to
their bill.

A quarter (24%) have contacted their water provider in the last
year, with the most common reason being billing enquiries.

BTN

A similar proportion recall receiving direct mail (27%) while
slightly fewer recall email correspondence (21%).

y
\

The importance of saving water was the best remembered
message (39%), metered customers were more likely to recall
this (43%) compared to unmetered customers (36%).




4. How satisfied are
consumers with their water
providers and the services they
receive?

31 Savantaz:



Satisfaction with both water and wastewater /
drainage services increases with age

Satisfaction with
the quality 18-34 35-54 55+

of water
services received

Satisfied (8-10) Female Male
Neutral (4-7)
Dissatisfied (1-3)

Satisfaction with
the quality of the
wastewater and 18-34 35-54 55+

drainage
services received

Female Male

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

32 Q23. To whatextent are yousatisfied or dissatisfied with the following? Base: Allrespondents (n=2,623)

o)

Demographic differences
Around two thirds of women (63%)
and men (67%) were satisfied with the
quality of water services they received.

For wastewater and drainage services,
just over half of both women (55%)
and men (58%) were similarly satisfied
with the services they receive.

In terms of age, the older the age
group, the greater the satisfaction with
each service. For water services those
aged 55+ (75%) were significantly
more satisfied compared to both
younger age groups, and those aged 35-
54 (61%) were significantly more
satisfied compared to those aged 18-34

(54%).

The same is true for wastewater and
drainage services with those aged 55+
(68%) being significantly more
satisfied compared to both younger age
groups, and those aged 35-54 (53%)
being significantly more satisfied
compared to those aged 18-34 (43%).

Savantas
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Bill payers were more satisfied than non-bill -
Demographic differences

payers with the quality of water services Water bill payers (67%) were
significantly more satisfied with the
quality of water services they receive
compared to indirect (54%) and non-

bill payers (61%).
Satisfaction with . ’ . . The ABC1 (68% 1 Is
the quality Water bill payer Indirectbill payer Non-bill payer . € A 1 ( o) som.a group were also
of water significantly more satisfied compared
services received to the C2DE (61%) group.
There were no significant differencesin
Satisfied (8-10) ABC1 C2DE terms of water quality satisfaction
Neutral (4-7) when it came to disability.

Dissatisfied (1-3) L
Homeowners (71%) were significantly

more satisfied with the quality of their

Disability water services compared to those living
at home with parents (58%) or tenants
My self Personin household No ( 57%) .
Living
status
Homeowner Athomewithparents Tenant

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

33 Q23. To whatextent are yousatisfied or dissatisfied with the following? Base: Allrespondents (n=2,623) Savanta:




Those living in urban areas were much less
satisfied with the quality of water services

Satisfaction with

the quality Urban Suburban Rural
of water
services received
Satisfied (8-10) Water meter No water meter

Neutral (4-7)
Dissatisfied (1-3)

%
745 71% 69%  69%  66%  66%  65%  65%
57% 56%
T <2 X = X > S < X
) S S o
N U AR & S S & <P
: X g . & D D &~ g
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34 Q23. To whatextent are yousatisfied or dissatisfied with the following? Base: Allrespondents (n=2,623)

T

He
Demographic differences
Those living in urban areas (59%) were
significantly less likely to be satisfied
with the quality of water services
received compared to those living in
suburban (68%) and rural areas
(66%). Those with access to a garden
(67%) were significantly more satisfied
compared to those who do not have
access to a garden (53%).

Those with a water meter (70%) were
significantly more satisfied than those
without (62%).

London (57%) and the South-East
(56%) were less satisfied with the
quality of water services compared to
the overall average. For the other
regions however, at least two thirds
were satisfied with northern regions
being the most satisfied (North-West:
74%, Yorkshire and Humberside: 71%,
North-East: 69%, Wales: 69%, South-
West: 66%, Eastern: 66%, West-
Midlands: 65%, East-Midlands: 65%).

Savantas
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Three quarters of digitally disenfranchised 8-0
consumers were satisfied with their water Other audiences

. In England 65% of consumers were
SErvices satisfied with the quality of water

services they received, 3 percentage
points less than those in Wales (68%).

Three quarters of the digitally
disenfranchised audience were satisfied
with the quality of their water services
however, in contrast just over half of
Satisfaction with ethnic minority respondents were
the quality England Wales satisfied (55%).

of water
services received

Ethnic minority

Digitally disenfranchised
gitally disenfranchise respondents

Satisfied (8-10)
Neutral (4-7)
Dissatisfied (1-3)

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

Q23. To whatextent are you satisfied or dissatisfied with the following? Base: Allrespondents (n=2,623), Respondentsbased in
35 England (n=2,116), Respondents based in Wales (n=507), Digitally disenfranchised respondents (n=100) and Ethnic minority
respondents (n=600)

Savantas




Bill payers had higher satisfaction with the
quality of wastewater and drainage services they
receive than indirect or non-bill payers

Disability
Myself Personin household No
Living
status
Satisfied (8-10) Homeowner Athomewith parents Tenant
Neutral (4-7)
Dissatisfied (1-3)
Satisfaction with
the quality of the
wastewater and Bill payer Indirectbill payer Non-bill payer

drainage
services received

ABC1 C2DE

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

36 Q23. To whatextent are yousatisfied or dissatisfied with the following? Base: Allrespondents (n=2,623)

()

Demographic differences
Water bill payers (59%) were
significantly more satisfied with the
quality of wastewater and drainage
services they receive compared to
indirect (44 %) and non-bill payers
(47%).

The ABC1 (60%) social group were also
significantly more satisfied compared
to the C2DE (52%) group.

Those with a disability (59%) were

significantly more likely to be satisfied
with the quality of their wastewater and
drainage service compared to those
who have another person in their
household who has a disability (51%).

Homeowners (63% ) were significantly
more satisfied with the quality of their
wastewater services compared to those
living at home with parents (48%) or
tenants (48%).

Savantas




Urbanregions again had the lowest satisfaction

62% 61% 60% 60% 9
' i Co%9% 576 5s% 55% gy 48%

$
S x>
N ) 7
S S & ¢ ¥ & & 3
& S s <
,({)‘b'
Satisfied (8-10)
Neutral (4-7)

Dissatisfied (1-3)

Satisfaction with
the quality of the
wastewater and Urban Suburban Rural

drainage
services received

Water meter No water meter

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

37 Q23. To whatextent are yousatisfied or dissatisfied with the following? Base: Allrespondents (n=2,623)

T
He
Demographic differences
Those living in urban areas (51%) were
significantly less likely to be satisfied
with the quality of wastewater services
received compared to those living in
suburban (60%) and rural areas
(56%).

Those with access to a garden (58%)
were significantly more satisfied
compared to those who donot (45%).

Those with a water meter (63%) were
significantly more satisfied than those
without (52%).

London (48%) again had the lowest
satisfaction with the quality of
wastewater and drainage services,
followed by West Midlands (52%),
South-East (55%) and North-East
(55%). East-Midlands (62%) and
Yorkshire & Humberside (61%) had
the highest satisfaction followed by
Wales (60%), South-West (60%),
North-West (59%) and Eastern (57%).

Savantas
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Less than half of ethnic minority respondents 8-0

were satisfied with the quality of wastewater and Other audiences

d . . th . In England 56 % of consumers were
rainage services €y receive satisfied with the quality of wastewater

and drainage services they received, 4
percentage points less than thosein
Wales (60%).

Two thirds (62%) of the digitally
disenfranchised audience were satisfied
with the quality of their wastewater
services however, in contrast just under
half of ethnic minority respondents

Satisfaction with { were satisfied (46%).

the quality of the

wastewater and England Wales

drainage
services received

.. . . Ethnic minority
Digitally disenfranchised respondents

Satisfied (8-10)
Neutral (4-7)

Dissatisfied (1-3)

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

Q23. To whatextent are you satisfied or dissatisfied with the following? Base: Allrespondents (n=2,623), Respondentsbased in ~
38 England (n=2,116), Respondents based in Wales (n=507), Digitally disenfranchised respondents (n=100) and Ethnic minority Savantas
respondents (n=600)




Two thirds score their water’s cleanliness and safety at least eight out
of ten but significantly fewer feel they are kept well up to date

‘ I trust them to fix a problem quickly 17% 8% 4% 3%
Service Their services offer value for money 20% 8% 4% 4%
I am not happy withmy water pressure % 14% 11% 14% 11% 21%
® o
-; e 0% | u% 8% 0% 0%

Communications

22% 11% 10% 6% 9%

They don’t keepmeinformed about 7 [y o o o ®
My services 4/o 10% 11% 12%

® 10 - Completelyagree mg m8 m7 m6 m5 my4 =3 =2  1-Completely disagree

The majority (65% rating 8-10
out of 10) believe that the water
they drink is clean and safe.
However, fewer believe they
receive a good service (40%),
trust their provider to fix a
problem quickly (34%) or that
their services offer value for
money (29%). Relatively few
were unhappy with their water
pressure (14%).

Views on communications were
more muted. 31% trust their
provider to keep them informed
about service choices that could
help them but 19% actively
believe they are not kept up to
date about services.

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

Q22.To whatextent doyouagree or disagree with the following statements about your water company orthe servicestheyprovide ona scalefrom1 to 10 where1 is

39 completelydisagree and 10 is completely agree. Base: Allrespondents (n=2,623)
Note: Areaswrittenin red arenegative and so high scores/agreement should be interpreted as negative sentiment.

Savanta



Fewer than one in three consumersscore water providers at least
eight out of ten for acting in the interests of them or the environment

They are moreinterestedin profits . . .
rating 8-10 out of 10) believe

water companies are more

Thev act in the interest of my local interested in profits than
Y ;rea/ci,mmunity Y 8% | 6% 15% 17% 17% 22% 7% 4% 4%  providing a good service. Fewer
consumers agree that they act in

the interest of the local

area/community (29%) or
They act in the interest of customers JRSPZSNV/ 13% 16% 17% 21% 8% 5% 5% consumers (27%).

Trust

right for the environment, with
closer to a quarter saying they act

Environment Thev act i i in the interest of the
y act in the interest of the o o o o - ® ® vl est o
environment 8% |5% 14% 16% 17% 21% 8% 5% 4% environment (27%).

® 10 - Completelyagree mg m8 m7 m6 mj5 2  1- Completely disagree

I trust them to do what's right for the & Less than a third (31%) trust
. 10% % 15% 9 9 9 9 9 % . ,

Dueto roundmg, answer options maynot add up to a sumequal ofthe individual statements

Q22.To whatextent doyouagree or disagree with the following statements about your water company orthe servicestheyprovide ona scalefrom1 to 10 where1 is
40 completelydisagree and 10 is completely agree. Base: Allrespondents (n=2,623) Savanta
Note: Areashighlichtedin red arenegative and so high scores/agreement should be interpreted as negative sentiment.



Seven in ten would recommend their water
provider to a family or friend, which is in line with
most other utilities

Likelihood to recommend utility providers

Y our water provider Your electricity provider Your landline provider Your gas provider Your broadband provider
Yes, I would definitely recommend Yes, I would probably recommend
No, I would probably not recommend No, I would definitely not recommend
Don't know

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

Q24. Wouldyou recommend your provider for the services they provide to a family member or friend? Base: Allrespondents Gavents
excludingNA (n=2,186-2,565) avanta




Those that have struggled to pay their bills in the
last 12 months were less likely to recommend their
water provider

Likelihood to recommend water provider

Y our water provider \ All of the time Most of the time Sometimes Rarely Never |

|
How often they have struggled with bills in the last 12 months

Yes, [would definitely recommend Yes, I'would probably recommend
Mo, I '-.ﬂ:l:ld probably not recommend No, I'would definitely not recommend
Don't kmow

Q24.Would you recommend your provider for the services they provide to a family member or friend? Base: Allrespondents Gavents
excludingNA (n=2,529) avanta




Key insights into consumer satisfaction
with their water providers and the
services they receive

Two thirds (65%) were happy with the water services they
receive but only 40% believe they receive a good service.

Overall, seven in ten (71%) would recommend their water
provider, which is similar to the corresponding proportion for
other utilities.

In contrast, just over half (56%) were happy with the
wastewater and drainage services.

Fewer still, under a third (31%), trust their provider to keep
them informed about service choices that could help them.

A similar proportion (31%) trust their provider to do what is
right for the environment, with only a quarter (27%) saying
they act in the interest of the environment.

More people, (33% rating 8-10 out of 10) believe water
companies are more interested in profits than providing a good
service.



5. Which priorities do
consumers want water
providers to focus on in the
future?

44 Savantaz:



Providing clean, safe drinking water was ranked the most important
area for future focus

Rated
Future focus areas for water companies 8-10

Provide clean, safe drinki
R I 87%
people's homes 58% 13% 13% 84% b

highest agreement focus on basic
| e sericodelivemablesuchas
’ ensuring supply and preventing
| s disruption.
Make sure there are no water o o > o . o
shortages 45% 16% 19% 79% Over two thirds (68%) agree that
water companies should plan to

Ensuring services can meet the . .
pesds o e gonerstons |l 78%  reduce their carbon footprint over

the next 10-20 years.

i | 7% water companiceshouldfocuse
cep s oW 37 e S 71% water companies should focus on
ey o | [ [ Keepingbilsiow
taken from environmentally... % 15% LEP 69%
R eicaon ||

B 10 - Extremely important m9 ®8 7 6 "5 E4 mg H2 m1-Notatall important
Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

Q36. Thinking about your water company and their focus over the next 10-20 years, please rate the followingona scale from1 to 10accordingto how important theyare
for y ou, with 10 beingextremely important and 1 beingnot atall important. Base: Allrespondents (n=2,623)



Climate change was the joint-second most importantissue facing the
UK in late 2021, second only to the COVID-19 pandemic

The most important issue facing the UK right now (spontaneous)

48% [ Responses related to climate change or the environment were mentioned by one in 10 (9%) \
respondents, making it second only to the pandemic in the public consciousness. It was particularly
prevalent among more ABC1 participants (11%) and those aware of the UK’s Net Zero target (12%).

“Climate change currently is the issue that has the capacity to be the biggest
single problem for the UK not just now but for the next 40-50 years until
we can take the right corrective action that minimises the impact we humans have
created for ourselves, and at the same time reduce the cost of taking these actions.”

\ — Survey participant j

9% 9%
7%
5% 5%
] ] — —

Covid 19 / Climate change /  Immigration / The economy Cost of living / Brexit Government / Healthcare / the
pandemic the environment illegal immigration inflation politics / NHS
/ asylum seekers politicians

Reasonsstated by lessthan 3% notshownin table

46 Q3a. What doyouthinkis the most importantissue facingthe UK right now? (Coded) Base: Allrespondents (n=2,623) Savanta



The public believe action on climate change is needed but were less
emphatic about the burden being on individuals to change their lives

We must act now to reduce the impact o
: 0% 12% 15% 11% 8% | 7 e N .

8-10 out of 10) believe that we
must act now to reduce the impact

. . of climate change. This is higher
34s = 71%) and those aware of the

term Net Zero (73%).

Companies need to think less about .
individuals should make

environmentally friendly choices

Environmental issues are best even if it costs more (39%) and the
ddressed by indivi ; U
iy dbduisakng o | e PO ¢ 5% 5% populationislukewarmonthe
in their lives environmental issues being best

addressed by individuals taking

personal responsibility to make
Individuals should make h heirli %
environmentally friendly choices, even 14% 8% 16% 17% 14% 14% 5% 4% 5% changes to their ives (43 0)-
if it costs them more

m 10 - Completelyagree w9 m8 m7 m6 njg 1- Completely disagree

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

47 Q14. Towhat extentdo youagree or disagree with the following statements about the environment? Base: Allrespondents (n=2,623) Savanta



Halfbelieve that the UK should use less water, but only a third

believe that it is vulnerable to water shortages

W dt 1 ter in thi

- Ouczeugtssywa - 13% 3% |
17% 7% 4% 3%
Iti t ible t t of water i

1s no pOSSlthic; (;EI;II;;U of water in % 18% 13% 13% 8% 18%

m 10 - Completelyagree w9 m8 m7 m6 m5 mgq =3 =2  1-Completely disagree
Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

The UK is vulnerable to water shortages

48 Q14.Towhat extentdo youagree or disagree with the following statements about the environment? Base: All respondents (n=2,623)

Half (50% rating 8-10 out of 10)
believe that we need to use less
water in this country. This is higher
for older participants (55+ = 55%)
and for those aware of the term Net
Zero (55%).

Fewer consumers believe that the
UK s vulnerable to water shortages
(35%) but only one in seven (14%)

actively think it is not possible to

run out of waterin this country.



Key insights into the priorities that
consumers want water providers to
focus on in the future

The survey took place during the Covid-19 pandemic but has
highlighted some key areas that people want the companies to focus
on in the future.

Over four fifths (87%) of customers want companies to focus on
providing clean, safe drinking water and a similar proportion (84%
and 82%) want them to focus on preventing sewage entering bot
consumers' homes and bodies of water.

Climate change was the joint-second most important issue facing
the UK in late 2021, second only to the COVID-19 pandemic. Two
thirds (67%) believe we must act now to reduce the impact of
climate change.

However, fewer believe that individuals should make
environmentally friendly choices even if it costs more (39%) and
the population is lukewarm on the environmental issues being best
addressed bﬁ individuals taking personal responsibility to make
changesto theirlives (43%).

Half believe that we need to use less water in this country. However,
siglniﬁcantly fewer consumers believe that England and Wales are
vulnerable to water shortages (35%) while one in seven (14%)
believe we will not run out of water.



6. How do consumers think
about water use and the
environment?

50 Savantaz:



2 in 5 think about their water usage often Half of the population think
about energy usage often

Rl compared to 40% for water
How often, if at all, do you think about how much you use the following? 8-10 Water usage is the third highest

commodity thought of after electricity
(52%) and gas (43%).

(0)
Wat 9 Y 9 9 0 0 o/ o0 0 40/0 ) )
- ~ Athid (329 sy they ik bout

their usage of single use plastics often
and a quarter (24 %) say they think
about the usage of petrol/diesel often.

Single use plastics 13% 8% 6% 3% 9% 32%
Petrol / diesel 14% 6% 5% 3% 23% 24%

m10 - Everyday m9 5 4 3 2 1- I have never thought about it

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

51 Q10. Howoften, ifat all, doyouthink about howmuchyouuse of the following? Base: All respondents (n=2,623) Savantas
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Women thought about their water usage more .
Demographic differences

often than men Women (43%) were significantly more
likely to think about their water usage
often compared to men (36%); as were
How often, if at all, do you think about how much you use water? 18-34-year-olds (43%) compared to
Scored 8-10/10 older age groups.

There were no significant differencesin
terms of water bill payer status when it
came to thinking about water usage.

All respondents

Female Ry

Male 36%
18-34 12% Those in the C2DE (42%) social group
2554 were significantly more likely to think
about water usage compared to thosein
55+ ABC1(38%).
Water bill payer
Indirect bill payer % There were no significant differencesin

thinking about water usage in terms of
living status or disability.

Disability

Non-bill payer

X

ABC1 8%
C2DE 42%

Homeowner

Another person in my o
household

................................................................................................................................................................................................

52  Q10.Howoften, ifat all, doyouthink about howmuchyouuse ofthefollowing? Base: All respondents (n=2,623) Savantas

Live with parents 8%

Tenant 42%




. . L]
Those in the North West and those with a water HHE

meter were significantly more likely to think Demographic differences
. Consumers living in the North-West
more often about their water usage (44%). London (43%) and Wales
(43%) were most likely to think about
How often, if at all, do you think about how much you use water? their water usage often followed by

Scored 8-10/10 those living in the South-East (41%),
Yorkshire & Humberside (41%) and
West-Midlands (40%). Thoseliving in
Eastern (37%), South-West (37%),
East Midlands (35%) and North-East
(30%) were less likely to think about
their water usage often compared to
the total average.

All respondents
North-West 44%
London 43%
Wales 43%

Those living in urban areas (44 %) were
significantly more likely to think about
their water usage often compared to
those living in suburban (37%) and
rural areas (39%). There were no
significant differences between those
with access to a garden (40%) and
those who do not have a garden (38%).

South-East 41%
Yorkshire & Humberside 41%
West Midlands 40%

Eastern 37%

South-West 37%

East Midlands 35%

Respondents who have a water meter
(46%) were significantly more likely to
think about their water usage often
compared to those who do not have a
water meter (34%).

North-East 30%

53  Qio0.Howoften, ifat all, doyouthink about howmuchyouuse ofthefollowing? Base: All respondents (n=2,623) Savanta:




Those with a greater awareness of Net Zero were more focussed in
their responses in what it brought to mind vs. tackling climate change

Associations with Net Zero Associations with tackling climate change
(among those who know the term) (among those who do not know the term)

Don’t know, other and nothing notincluded

Q16a.Whenthinking about the term Net Zero, what comes to mind? (Coded) Base: Respondentswho have heard ofthe term NetZero (n=1,276)
Q17a. When thinking about tackling climate change, what comes to mind ? (Coded) Base: Respondents who are lessaware orunaware ofthe term Net Zero (n=1,344)



However, using less water in the home and gardenis very low on the
prioritylist for actions to achieve Net Zero and tackle climate change

782 |
6% |

6% |

43 [

30% [
25% [

Actions associated
with achieving Net
Zero (amongthose
that know the term)

Travelling less with vehicles that use fossil fuels _ 72%
Recyeling more B s
Using less electricity in the home _ 64%

Using less gas in the home _ 37%

Flying less _ 20%

Switching to a green energy provider or tariff _ 20% Actions associated with
tackling climate change
16% [ Eating less meat L g (amongthose thatdo not
11% Buying fewer clothes - 17% know the term Net Zero)
el e il |
1 9% Using less water in the home and garden 17%
[

e - e - o e o e e e o e O S S S S e S e e S e S .

-

Whether consumers know about the term Net Zero or not, the actions most associated
with combatting climate change were decarbonising transport, recycling more and
reducing electricity usage in the home. Of the options provided, the least frequently

selected option was ‘using less water in the home and garden’, showing that it is rarely

strongly linked with climate change or the Net Zero target in consumers' minds.

Q16. Top 3 Rank: Whenthinkingabout achieving Net Zerotargets, which of the following come to mind? Base: Respondentswho h aveheard ofthe term NetZero
55 (n=1,226),Q17.Top 3 Rank: When thinking about tackling climate change, which of the following come to mind? Base: Responden ts who areless aware orunaware ofthe Savanta
term Net Zero (n=1.255). Granhs exclude those who selected Don’t know and None ofthese.



Water providers, businesses, individuals and Governments were all
seen as having broadly equal responsibility for water saving

In the event of water shortages, water providers (62%) were seen as having

Whois respons1ble for water saving 1 the UK? the most responsibility when it comes to saving water, followed by businesses
(59%), individuals (59%) and the UK government (58%). The Welsh
Rated 62% 59% 59% 58% 5 40/0 48% governrpent (54%) and local councils (48%) were seen as slightly less
8-10 responsible overall.
19% . . 10% Men (65%) were significantly more likely to say water providers were more
% ? 22% 22% 976 responsible than women (60%), as were 35-54-year-olds (63%) and those
- aged 55+ (67%) compared to 18-34-year-olds (55%).
12%
Those living in Eastern England were also more likely to think water

providers were responsible (70%) as were homeowners (66%).

22%

23%

23
(o)
25

(o)
23% Three quarters (74%) of the digitally disenfranchised audience think water

providers were responsible for water saving and 65% of ethnic minority

= -

. 18% respondents think water providers were responsible for water saving.
17% 18% 17% 17%
10% 12% 62% in England think water providers were responsible for saving water if
8% 10% 10% 10% water shortages occur in the UK and 64% think the same in Wales.
8% 9% 9% 9% 13% 117%
—_— e——.—— —
Water Businesses Individuals The UK The Welsh  Local councils
providers government government*

m1- Not atall responsible m2 =3 mg4 =5 6 7 =8 mg =10 - Completely responsible

Due to rounding, answer options maynot add up to a sumequal oftheindividual statements

Q19. Ifwatershortagesoccur in the UK dueto climate change and population growth, which of the following groups do you think should be responsible for water saving.
56 Base: Allrespondents (n=2,623), Digitally disenfranchised respondents (n=100), Ethnic minority respondents (n=600), Respondentsbased in England (n=2,116) and Savanta
Respondentsbasedin Wales (n=507). *Only asked of respondentsin Wales (n=507)



Key insights into how consumers think
about and use water

Two in five (40%) think about their usage of water often. This
is slightly lower than the corresponding proportion for gas
(43%) and electricity (52%).

However, consumers do not tend to link water usage with their
considerations on the environment. The actions most
associated with combatting climate change were decarbonising
transport, recycling more and reducing electricity usage in the
home. Of the options provided, the least frequently selected
option was ‘usingless water in the home and garden’, showing
that it is rarely strongly linked with climate change or the Net
Zero target in consumers' minds.

Our data suggests that the public believe the responsibility for
water sharing is not isolated to any one party. Three in five
(62%) believe the responsibility sits with water providers, and
slightly fewer believe it sits with both businesses (59%) and
consumers (59%).




7. How frequently are
consumers undertaking
behaviours that impact the
water environment?



The vast majority claim they never flush cotton
buds or sanitarytowels, but one in eight women Non-flushableitems

8% of consumers claim to frequently
under 55 say they frequently flush tampons flush wipes, and 3% frequently flush

cotton buds down the toilet.

Environmentally damaging actions . .
Incorrect disposal of cooking
waste

6% frequently pour cooking oil down
the kitchen sink.

Flush a cotton bud down the toilet

Flush a sanitary towel down the toilet

Inefficient machine running
Pour cooking oil down the kitchen sink 8% of consumers claim to frequently
do a halfload in the washing machine

and 3% frequentlydo a halfload in the

Flush a wipe down the toilet .
dishwasher.

Flush a tampon down the toilet
Do a halfload in the washing machine

Do a halfload in the dishwasher

Never = Rarely = Some ofthe time Most of thetime = Everytime = Notapplicable

Q11.Howoften,ifat all, do youyourselfdo the following in your home?
59  Basefor statements relatingto sanitarytowelsand tampons: All female respondentsaged under 55 (n=875) Savanta:
Base of other statements: All respondents (n=2,623)




()

Younger consumers were significantly more likely
to flush a wipe down the toilet frequently Demographic differences

d ld There were no significant differences
compare to older consumers between women (7%) or men (9%);

younger consumers however (12%)

Flush a wipe down the toilet were significantly more likely to flush a

Most of the time/every time wipe down the toilet frequently
compared to older age groups. This is

All respondents likely to be linked to having children in
the household: 12% of those with

Female children aged 0-3 years old reported
Male flushing a wipe down the toilet most of
18-34 the time or every time.
35-54
> Indirect bill payers (13%) were
55+ % e . :
_ significantly more likely to flush a wipe
Water bill payer down the toilet frequently compared to
Indirect bill payer bill (8%) and non-bill (7%) payers.

X

Non-bill payer

ABC1 % There were no significant differences
CoDE 9% between socio-economic grades,
0 o oy o .
disability or living status.
Homeowner

Another personin my o
................................................................................................................................................................................................

60 Q11.Howoften,ifat all, doyouyourself do the following in your home? Base of other statements: Allrespondents (n=2,623) Savanta:

Live with parents

X
X @R

Tenant




[ ] [ ] [ ] [ ] [ ] ® q
Those livingin urban areas were significantly HHE
more likely to flush a wipe down the toilet Demographic differences

e o o C living in Lond % d
frequently compared to those living in other areas V;;ﬁ‘ﬁ}g{;;g;%;@);‘;gﬁ;;h{;‘fy

to flush a wipe down the toilet

Flush a wipe down the toilet frequently; all other regions were in
line with orlower than the total

Most of the time/every time

average.
All respondents C e
P Those living in urban areas (12%) were
London significantly more likely to flusha wipe
. down the toilet frequently compared to
West Midland L
oot MHATanas — those living in suburban (6%) and rural
East Midlands areas (5%)
Wales There were no significant differences
North-West between those with access to a garden
(8%) and those who do nothave a
North-East garden (10%); and those who have a
Eastern water meter (8%) and those who do
not have a water meter (8%).
South-East
South-West
Yorkshire & Humberside




The majority of the respondents do not reuse water from cooking or
washing up, but do tend to turn the tap off while brushing their teeth

2 in 5 (41%) never reuse water from cooking or washing up
and a quarter (25%) never use a washing up bowl when
washing up in the sink. Just over half (53%) turn off the tap
while brushing their teeth every time.

Y ounger consumers were significantly more likely to never
reuse water from cooking or washing up or use a washing up
bowl compared to those aged 55+.

Environmentally protective actions

Reuse water 48% 46% 31%
Use a washing up bowl when
washing u%) ir11) the sink 25% &% (I Use a bowl 31% 27% 19%
Those less aware or unaware of the term Net Zero were also
significantly more likely to never reuse water or use a bowl
o t;%:ﬁhﬂe o |

for washing up.
® Never ™ Rarely = Someofthetime = Mostofthetime = Everytime = Notapplicable

45%

Reuse water 36%

Use a bowl 20% 29%

Ethnic minority respondents were more likely to claim to never
reuse water from cooking or washing up (48%) or use a
washing up bowl (35%).

62 Q11.Howoften,ifat all, do youyourselfdo the following in your home? Base: All respondents (n=2,623) and Ethnic minority respondents (n=600)



One in five wash a car with a bucket at least ‘every few months’,

compared to only one in 12 who have used a pressure/jet washer  Atleast
‘every few

Environmentally damaging actions months’

Used a pressure/jet washer II 8%
Washed car using a bucket I 299

13%

® Never = Less than once a year Once a year
A few times a year Every few months = A few times a month
® A few times a week = Every day Not applicable as I don't have one of these

Due to rounding, answer options maynot add up to a sumequal ofthe individual statements

63 Q12. Howoften,ifat all,have youyourself done the following in or around your home, overthelast 12 months? Base of other statements: All respondents (n=2,623) Savanta



Men were most likely to undertake those actions that use up a lot of
water, such as filling a hot tub

Water-related actions
At least ‘every few months’ Q d

Men were more

likely to score higher

Filled a hot tub 9% 16% for doing all of the

actions ‘every few

. o o months’ compared
Washed car wsing a hose 0% 7% ovomen

Used a pressure/jet
washer

Older age groups were more likely to use a bucket

atleast ‘every few months’to wash a car and Bucket 17% 23% 24%

younger age groups were more likely to use a hose
Hose 15% 15% 11%



Three times as many consumers frequently use a watering can rather

than a hosepipe to water their garden

A few times a
week / every day

Water-related actions

s N R Y|
espeze N NN
e

® Never ® Once ortwice = A fewtimes a month = A fewtimes a week ® Every day ® Notapplicable as I don't have one of these

Due to rounding, answer options maynot add up to a sumequal oftheindividual statements

65 Q12b.Howoften,ifat all,doyouyourself do the followingin oraround your garden during the summer months? Base: Allrespondents with a garden (n=2,293)

4%

3%

10%

18%

29%



Older age groups were more likely to use a wateringcan or water
from a water butt to water the garden

18-34 35-54 55+
Water-related actions @

L J ®
A few times a week / every day m ’H‘g m
[-]]

Watered the
garden with a 29% 23% 28% 32% Older age groups were more
watering can likely to water the garden

using a watering can or water

Wactle red t.he from a water butt
arden usin
%vater from § ik 11% 16% 25%
water butt
‘;Vri{[:;ev%iiﬁea o o 89% Whereas younger age groups
& hoseni 137 117 o were more likely to water the
osepipe . .
garden using a hosepipe or
sprinklers
Watered the
garden with 7% 5% 1%
sprinklers
Y ounger age groups were also
Filled a 3% 5% 4% 0% more likely than older age
. (0] (1) (V) ()
paddling pool groups to fill a paddling pool

66 Q12b.Howoften,ifat all,doyouyourselfdo the followingin oraround your garden during the summer months? Base: Allrespondents witha garden (n=2,293) Savanta



Around half of respondents say they are already using as little water
as they can in the home, while two in five say they could do it more

Attitudes towards environmental actions

Digitally
disenfranchised
respondents were
more likely to
say they already
use less waterin
the home as much
as theycan (69%)
Wasting less food Recycling Using less energy in the home Using less water in the home
® [ don't want to do this ® [ don't have the tools / equipment / knowledge to do this
® ] do this already, but I could do it more m [ already do this as much as I can

None ofthese (<2%) not included in graph. Due to rounding, answer options maynot add up to a sum equal of the individual statements.

6 Q18. Pleaseselectthe response that most reflects your view for the following statements. Base: Allrespondents (n=2,623) and Digitally disenfranchised respondents
(n=100)



Of the respondents who said they alreadyuse as little water as they
can in the home, a fifth never use a washing up bowl

Using less water Environmentally damaging actions
Reuse water from
cooking or washing

in the home
up
Using a washing up 9%
bowl

® Never Rarely Some of the time Most of thetime ® Every time Not applicable

Over a third (35%) of those who say they already use as little water as they can in the home never
reuse water from cooking or washing up and a fifth (22%) never use a washing up bowl.

When looking at those who say they already use as little water as they can in the home forthe
ethnic minority respondents this rises to 43% who never reuse water from cooking or washing up

I already do this and 29% for never use a washing up bowl.
as much as I can

68 Q18. Pleaseselectthe response that most reflects your view for the following statements. Base: Allrespondents (n=2,623) and Ethnic minority respondents (n=600)
Q11.Summary Table: How often, ifat all, do youdo the followingin your home? Base: I already useless waterin thehome as muchasI can(n=1,288,n=1,413)



Key insights into how consumers
undertake behaviours that impact the
water environment

Around half (48%) believe they are already doing as much as
they can to save water. However, only one in five (19%) of this
group re-use water from washing up or cooking at least most of
the time and three fifths (59%) use a washing up bowl most or
all of the time.

In addition, only half of respondents report that they take
environmentally-friendly actions such as using a washing up
bowl (43%) or turning a tap off while brushing their teeth
(53%) every time.

Younger people and people in urban areas were more likely to
flush a wipe down the toilet and one in eight (13%) women
under 55 years of age report flushinga tampon most or every
time.




Appendix
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Healthcare, taking care of loved ones, the COVID-19 pandemic and

personal finances were seen as the most importantissues

The most importantissues facingindividuals

Rated 83% 74% 72% 72% 62% 58% 50% 48%

8-10

o)
= & B kS

]
————— — ]
Access to Taking care of  COVID-19 impact Personal / General economy  Environment / Havingajob/ Education /study
healthcare friends / family on the country household finances climate change / career
pollution

B 1-Notatallimportant "2 ®3m475° 6 7=8mgHj0-Extremely important

Q3. To whatextent arethe followingimportanttoyouona scalefrom1to 10where 1 is notat allimportantand 10 is extremelyimportant. Base: All respondents (n=2,623)

and Ethnic minority respondents (n=600)

When ranked by the proportion of
respondents selecting eight or more
outoften for importance, ‘accessto
healthcare’scores highest. Sevenin

ten also selected ‘COVID-19 impact on
the country’, showing the heightened
focus onhealth brought about by the
pandemic. The need to ‘take care of
friends / family’ completes the top
three mostimportantissues in the
eyes of the public.

A high proportion of the public also
rated economic and financial concerns
as important to them. A significant
majority selected at least eight out of
ten for both their personal or
household finances and the general
economy. Consumers were more likely
to see their personal finances as
‘extremely’ important (34 %) than the
general economy (24%).

Personal finances were particularly
important for females (76% rating
8-10),18-34 yearolds (76%) and
ethnic minority respondents (77%).
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