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CUSTOMER SATISFACTION SURVEY

SUMMARY

SUMMARY
BACKGROUND

Understanding the views and opinions of consungekey to effectively delivering the business
objectives of the Consumer Council for Water andlfie organisation to continue to provide a
strong consumer voice within the industry.

In 2006 CCWater undertook a baseline survey of wmes views. The 2007/08 FDS survey
builds on the 2006 survey and tracks changes iniéves of water consumers over the past
year. Overall, results of the 2007/08 survey arg gensistent with those in 2006 but some
changes are evident. The key findings of the 208idf8ey are summarised below.

VALUE FOR MONEY

* Most respondents (85%) agree that the bills thegive from their water and sewerage
supplier are clear and understandable.

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

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

e Consumers perceive their energy (gas/electric)ggsaand landline telephone charges to be
better value for money than their water and sevweeddgrges, perhaps crucially because
dissatisfied consumers can switch in these markets.

* The main reason that consumers are dissatisfiddtidt value for money from their water
and/or sewerage supplier is because of issuetetatprice (54%).

* Nearly a third (64%) agree that the water and sageecharges that they pay &ae.
* Three quarters (76%) agree that the water and sg@@harges that they pay affordable

* |f given the choice, nearly a quarter (24%) of mxfents say that they would want to
change their water and sewerage supplier andithisefvaried by area, with more
consumers wanting to switch in areas, especiadySibuth West, where satisfaction with
suppliers was low.

* As in 2006, consumers in the South West continueettar less positive than others with
regards to nearly all aspects relating to watersawikerage services, especially value for
money, reflecting the higher prices paid by themesamers.
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SUMMARY

CONSUMER RIGHTS AND RESPONSIBILITIES

Nearly all respondents (95%) are aware that thaypeg by Direct Debit, 87% are aware
that they can pay in instalments, and 86% are athatehey can talk to their water company
if they have a problem paying their bill.

Overall, 38% of respondents say that they havetarnwaeter fitted and those who have a
meter fitted are often single person households fik@dy to benefit from having a meter.

Unmetered respondents are more aware than in 2a@&ey can have a water meter fitted
free of charge (61% this wave, up from 50% in 2006)

The majority of respondents (87%) are not awarhefvulnerable groups tariff (76% say
that they do not need to be on the tariff, but sk that they would like to know more).

Seven in ten respondents (70%) are not aware fethwices available for elderly and/or
disabled consumers.

Awareness that consumers may be entitled to comagiensn the event of their water
company providing poor service has increased (392006 to 44% in 2007/08).

In 2007/08, 16% of respondents say that they hathcted their water company to make an
enquiry in the past 12 months. Taking everythirtg account, 71% of respondents say that
they are satisfied with the contact with their watempany.

WATER ON TAP

There are high levels of satisfaction for nearlyaapects of water supply. Consumers are
most satisfied with the reliability of their watsupply (97%), and least satisfied with the
hardness/softness of their water (72%).

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

Overall, 36% of respondents think that tap watdxeiger for them, 21% think bottled water
is better, and 41% think that they are equally@sdgor you. Therefore 79% think tap water
is at least as good as bottled water and this ptiopovas higher still among older adults.

Nearly all respondents (97%) agree that everyoeesito do what they can to reduce the
waste of water.

Just over half (54%) claim to have been made anfatampaigns to use water wisely in the
past 12 months.
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SUMMARY

CLEANING UP

17% of respondents believe that it is acceptabfrish tampons, and 7% think it is
acceptable to flush condoms down the toilet. Howewearly three quarters (73%) more
correctly answered that none of a number of ingmeite items are acceptable to flush down
the toilet.

Four in five respondents (80%) were aware that thaste water was cleaned at treatment
sites or went into a septic tank.

Overall satisfaction with sewerage services hashanged since 2006, with a total of 88%
saying that they are satisfied.

SPEAKING UP FOR WATER CONSUMERS

The majority of respondents (78%) say that theyld/gontact their water or sewerage
company if they had a problem.

Only one respondent spontaneously mentioned CCVdattire consumer body for the water
industry. Nearly a quarter (23%) said without praoimgp that OFWAT was the consumer
body for the water industry.

When probed a further 18% of respondents saidhth@theard of CCWater before taking
part in the survey. (The 2006 figure of 32% oveneated awareness).

Nearly a quarter (23%) think that it is absoluteggential, 50% think it is very important,
and 22% think that it is fairly important to have@sumer body representing their interests
about the water and sewerage services they rec@nig.6% think that it is not at all/not

very important.

A total of eight respondents say that they hadreadon to contact CCWater in the last year
(this represents 0.4% of the total sample).

Respondents’ preferred source of information ne¢ato their water and sewerage services is
through inserts or leaflets with water and sewetale (25%), or on the internet (21%).

The full report contains detailed findings from 8tady including analysis by particular sub-
group categories as relevant.

Stephen Link/Simon Driver
Director/Research Executive

February 2008
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CUSTOMER SATISFACTION SURVEY

1 INTRODUCTION

he Consumer Council for Water (CCWater) is the wiatgustry watchdog, set up to
represent consumers of water and sewerage comparktegland and Wales and
provide a strong national voice for consumers. G@WNoperates through four
committees in England and a committee for Wales.

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

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

In 2006 CCWater undertook a baseline survey of wores views. In 2007 FDS International
was commissioned to carry out a survey buildingh@n2006 survey results and tracking
changes in the views of water consumers over teeyear.

RESEARCH AIMS

This tracking research is designed to look intoscomer views on these topics in order to
achieve this understanding and provide an independsiable and justifiable platform on
which to base future policy and activity.

The main objectives of this research are to:-

* Understand consumers’ views about their water ameesage supply.

* Measure changes in opinion over time.

* Explore consumer perceptions of CCWater’s impadt@arformance on service provision.

* Help CCWater develop an effective communicatioatstyy.
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INTRODUCTION

APPROACH

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

FIELDWORK

The fieldwork was carried out using CATI (Compufessisted Telephone Interviewing) and
was carried out at FDS’ Telephone Centre.

In total 2,088 interviews were achieved across &mgjland Wales. 2000 respondents completed
the full survey, and 88 respondents answered aktipns except those relating to sewerage
services (these were people who said they hadcdepiks).

Fieldwork took place between November 2007 and agn2008.

SAMPLE

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

Quotas were set during the interviewing on regiaa bill payer/non bill payer status as shown
in the table below. The sample was stratified byeweegion rather than proportionate to
consumer distribution by area to ensure robust rusWyere achieved per region by which to
conduct sub-group analysis. A target of circa 28pondents was in place for each region and
that 90% of interviews were with the water bill pay

Table 1.1: Quotas

Quota Achieved

% %
REGION
Eastern 10 10
North West 10 10
Northumbria 10 10
Midlands 10 10
South West 10 10
Southern 10 10
Thames 10 10
Wessex 10 10
Yorkshire 10 10
Wales 10 10
BILL PAYMENT
Bill payer 90 91
Non bill payer 10 9

As detailed above a stratified sampling approacé uged and RDD sample was purchased on a
10:1 basis (10 leads to achieve 1 interview). Tdme@e was also designed to be representative
of households across England and Wales, ratherinlanduals.
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INTRODUCTION

QUESTIONNAIRE

In order to understand how consumers’ views andiops have developed over the past year, it
was important to maintain a high degree of consestén the questionnaire content of 2006 and
therefore the 2007/08 questionnaire is largely thasethe previous survey undertaken.

The questionnaire was however further developdidison with CCWater, and amendments
have been made as well as additional questiongéuasthat were not included in the 2006
survey. The questionnaire focussed on the follovive key themes:-

* Value for money

* Consumer rights and responsibilities
* Water on tap

¢ Cleaning up

* Speaking up for water consumers.

The interviews lasted for around 20 minutes andeveenducted by telephone using CATI
(Computer Assisted Telephone Interviewing).

A copy of the questionnaire is included in the aqjees.

DATA PROCESSING AND COMPUTER TABLES

Weighting has been applied to the data to ensefedre representative of household water
consumers. With a stratified sample, to enableyaisaby water region, weighting was required
to correct this deliberate unequal distributioconsumers. Weighting was also applied for
social grade and age to ensure findings are remasee of households in England and Wales,
and addresses any imbalance in sample profilean#oke profile is included in the Appendix
which shows the actual number of interviews actdeagainst the weighted data.

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

INTERPRETATION OF DATA

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

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

Throughout the report, we highlight differencesimstn sub-groups of respondents and
between the 2006 and 2007 results where they atist&tally significant.
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2 MAIN FINDINGS

VALUE FOR MONEY

In this section we explore consumers’ views on mloer of issues relating to value for money.
This includes views on billing, value for moneyrfra range of different services, affordability
and fairness of water and sewerage bills, andidé# to switching suppliers.

CLARITY OF WATER AND SEWERAGE BILLS

As the following chart shows, most respondents (B&gtee that the bills they receive from
their water and sewerage supplier are clear andratahdable (35% strongly agree, 50% tend
to agree). This is an improvement on 2006 resutisn82% agreed that the bills they receive
from their water and sewerage supplier are clednzerstandable.

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

2007/8 2006
(1987) (1864)
% %

A (
35

B Strongly agree

Tend to agree

> total agreed < 82

Neither agree nor disagree

Disagree

There are a number of significant differences betwegions, with Wessex and Yorkshire
performing particularly well (91% in both Wessexdayorkshire agree that the bills they
receive are clear and understandable). Consuméhe iNorth West are least likely to agree that
the bills they receive are clear and understand@%) and a relatively high proportion in this
region (including 10% who disagree strongly, a maigfiner proportion than in any other
region) disagree that their water and sewerage dni# clear and understandable.
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Consumers who are overall satisfied with their watgply are more likely than those who are
dissatisfied to say that their bills are clear anderstandable (87% compared with 64%).

Consumers who are satisfied with their seweragplgwgre also more likely to agree that their
bills are clear and understandable (86% compardd7#i%). This suggests that there is a halo
effect with overall satisfaction influencing spéciélements. Therefore some of those critical of
bill clarity may have no specific complaints indla@rea but be generally dissatisfied with their
water/sewerage supply.

VALUE FOR MONEY FROM WATER SERVICES

Over seven in ten (72%) respondents say that tteegadisfied with the value for money from
the water services in their area. These resultsdnee with 2006 when 69% said that they
were satisfied with the value for money.

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

2007/8 2006
(2025) (1956)
% %

N\
23

Fairly satisfied > Total satisfied <

B Very satisfied

Neither satisfied nor
dissatisfied

Dissatisfied
J

When analysed by region, there are clear differenterceived value for money from water
services. Respondents in the South West are signtfy less likely to be satisfied with the
value for money from their water services (43%saesfied, 50% dissatisfied).

Dissatisfaction of consumers in the South Westnsaeked feature of the survey and a theme
that occurs on other questions. This may be dtieetéact that consumers in the South West
have the highest average bills for water and seyeesarvices in England and Wdles

1 OFWAT - Water and sewerage charges 2007-08 reldant, 2007
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Respondents in Northumbria are the most likelyatpthat they are satisfied with the value for
money from their water services (83% satisfied, Ii9satisfied).

Respondents aged 35-44 &sslikely than older respondents to be satisfied \thn value for
money from their water services (63% of those &fed4, compared with 73% of those 45-74
and 77% of those aged 75+). It is interesting plesceived value for money is highest among
those aged 75+, despite the fact that this groefien on the lowest incomes.

When looked at by household income, those on tlvedbincomes are thmostlikely to say
that they arevery satisfiedwvith the value for money from their water servi¢g$% of those on
less than £10,000, compared with 19% of those £403,0 They are however, also most likely
to bevery dissatisfiedvith the value for money (11% compared with 5%j)efk is a clear
polarisation of views within the low income groups.

VALUE FOR MONEY FROM SEWERAGE SERVICES

Results for value for money from sewerage senacesslightly better than the results of
satisfaction with water services, with 76% sayingttthey are satisfied. When compared with
the results from 2006 there has been a slight deerim satisfaction with the value for money
from sewerage services (78% were satisfied in 2008pared with 76% in 2007/08).

Chart 2.3: Satisfaction with value for money from sewerage services
(Base: All excluding don’t know/NA)

2007/8 2006
(1899) (1839)
%
N
24
B Very satisfied
Fairly satisfied > Total satisfied <
Neither satisfied nor
dissatisfied
Dissatisfied Y,

As with the results for satisfaction with watengees, when analysed by region, respondents in
the South West are significantly less likely todagisfied with the value for money from their
sewerage services (54%). Again, respondents irhdNiorbria are the most likely to be satisfied
(83%).
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Housing tenure also has an impact on satisfactidnwalue for money from sewerage services.
Those who rent from a private landlord are lesslyikhan owner occupiers and social renters to
be satisfied with the value for money from sewersg®ices (61% compared with 75% and
81% respectively).

Again, respondents on lower incomes are more liteelyevery satisfiedvith the value for
money than those on higher incomes (35% of thodessthan £10,000 are very satisfied,
compared with 24% of those on £40,000+).

As the following chart illustrates, the main reasloat consumers are dissatisfied with the value
for money from their water and/or sewerage supidecause of issues relating to price.
However, many relate their view of value for monegervice quality, or problems
encountered.

Chart 2.4 Reasons sewerage/water services are not good value for money
(Base: All dissatisfied with value for money of water and/or sewerage supplies)

(501)
%

Cost/prices risen/other companies cheaper

Poor/inefficient service/issues not resolved

Problems with sewerage/
drainage/blockages

Rates unfair/should depend on size of
household

Poor quality/colour of water

Water pipes old/poorly maintained/often leak

Poor billing service/bills incorrect
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COMPARATIVE VALUE FOR MONEY FROM DIFFERENT SERVICES

In the 2007/08 survey we added additional questioxamine consumers’ perceptions of
value for money for a number of different servicEse aim was to examine the comparative
perceived value for money for water and sewerageces against other services.

Chart 2.5: Satisfaction with value for money from various services
(Base: All respondents excluding DK/NA)

L] Ve_r?/ satisfied
Fairly satisfied

= Neither satisfied nor dissatisfied
Fairly dissatisfied

% Very dissatisfied

Water services (2025)

Sewerage services (1899)

Energy supplier (2043)

Landline supplier (2062) 38 n

Council Tax (2047) 9 n

It is clear that peoples’ perceived value for moddfers greatly by service. Satisfaction with
value for money is highest for landline telephonppiers (84%), followed by energy suppliers
(76%). This compares with 72% of respondents salyingthey are satisfied with the value for
money from their water companies, and 76% satisfighl the value for money from their
Sewerage supplier.

Council tax is perceived to be the worst valueni@ney (only 41% say that they are satisfied
with the value for money from their council tax).

It may be the case that consumers perceive thattteereceiving better value for money from
services such as their landline telephone supalidrtheir energy supplier because in these
markets consumers are free to switch supplieestéfecoms or energy consumer feels that they
are not satisfied with the value for money, thely choose a different supplier or shop around
for a better deal. In markets where consumerseddd one supplier this is not the case and
therefore there may be the perception that theyatreeceiving such good value for money.

While we can not prove this hypothesis, it is supgmbby the fact that among those dissatisfied
with their water/sewerage company, many more weterially interested in the idea of
switching providers.
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FAIRNESS OF WATER AND SEWERAGE CHARGES

Overall nearly a third (64%) agree that the watel sewerage charges that they pay are fair.
These results show perceptions of fairness haveowed since 2006 when 57% agreed that the
charges they paid were fair.

Chart 2.6: How much do you agree or disagree that the water and sewerage
charges that you pay are fair?
(Base: All respondents excluding DK)

2007/8 2006
(2015) (1902)
% %

m Agree

Neutral

Disagree

When examined by region, respondents in the Sowkt Where charges are higher are
significantly less likely to agree that the pritksy pay are fair (30% agree). Most residents in
the South West disagree (62%) as they think chageanfair.

Respondents in the North West and Wales are asdilely than others to say that their
charges are fair (55% and 55% respectively agrga)ri respondents in Northumbria are the
most likely to be satisfied (75%).

Households with a water meter anere likely than those without to say that the gearthey
pay are fair (68% compared with 61%). Itis enegimg that having a water meter appears to
enhance perceptions of fairness.
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Chart 2.7: Respondents agreeing that the prices they pay are fair by region
(Base: All respondents excluding DK

%

All (2088)

Northumbria (204)
Y orkshire (208)
Eastern (210)
Thames (209)
Wessex (210)
Southern (206)
Midlands (208)
Wales (213)
North West (208)

South West (212)

Various reasons were given as to why respondeetstfat the water and sewerage charges they
pay are unfair. The main reason was due to isslatng to high prices.

Chart 2.8: Reasons water and sewerage charges are unfair
(Base: All disagreeing that water and sewerage charges are fair)

(548)
%

Cost/prices
risen/other 60
companies cheaper

Rates unfair/should
depend on size of - 15
household

Poor/inefficient
servicelissues not 7
resolved

10



CUSTOMER SATISFACTION SURVEY

AFFORDABILITY OF WATER AND SEWERAGE CHARGES

While 64% agree that the bills they pay &, a significantly higher majority of respondents
(76%) agree that the water and sewerage chargethéyapay araffordable This is an
increase in the perceived affordability of wated aewerage charges since 2006 when only
63% though they were affordable. This may be dubedaelatively flat price increases in
comparison to 2005/06.

Chart 2.9: How much do you agree or disagree that the water and sewerage
charges that you pay are affordable to you?
(Base: All respondents excluding DK)

2007/8 2006
(2054) (1941)
% %

m Agree
Neutral

Disagree

Consistent with other results and the chargesdevespondents in the South West are
significantly less likely to agree that the pritksy pay are affordable (54%).

There are a number of other significant differenmetsveen sub groups:

* Respondents of higher social grade are more likehgree that their charges are affordable
to them (83% of AB’s compared with 70% of DE’s agjre

* Consistent with social grade difference, owner paets are more likely than social renters
to agree that their charges are affordable to tf¥@% compared with 70%).

* Respondents with a household income of less thar0BQ are less likely than all other
income groups to agree that their charges aredasfde to them (62% of those on less than
£10,000 agree their charges are affordable, cordpaite 85% of those on £40,000+). This
is despite being more likely than other groupsdwéry satisfied with the value for money.

11
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SWITCHING SUPPLIERS

As discussed previously in the report, respondiemtded to be more positive about the value
for money from services in markets where they hadopportunity to switch suppliers if they
so wished. As the following chart shows, when agskedhypothetical questiofif you were
given the opportunity, would you want to changergupplier of water and sewerage
services?"nearly a quarter (24%) of respondents say thatwweayd want to switch.

Chart 2.10: If you were given the opportunity, would you want to change your supplier of
water and sewerage services?
(Base: All respondents - 2088)

H Yes
No
Don't know

Those dissatisfied with their water supply are nfigsty to want to change (74%). As we might
expect, with their general dissatisfaction with evand sewerage charges, residents in the
South West are the most likely region to say thaytwould like to switch (43%).

There are a number of other significant differenmetsveen sub groups:

* Likelihood of wanting to switch is closely linkedtv the age of respondents. Respondents
aged 18-44 are the most likely to want to chandé&4d3 followed by those aged 45-74 (21%)
with those aged 75+ least likely to want to chafigi®s). In other markets, such as energy or
telecoms, older adults are less inclined to switeim younger people.

* Respondents of higher social grades are more likeday that they would like to switch
supplier if given the opportunity (28% of AB’s coaned with 21% of C2DE’s).

* Private renters are more likely than other tentoesay that they would want to change (32%
of private renters, compared with 24% of owner @ers and 20% of social renters).

12
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As the following chart shows, and consistent witheo results, the most common reason given
for wanting to change supplier is because of pgsaes.

Chart 2.11: Reasons for considering changing
(Base: All who would consider changing supplier)

(511)
%

Cost/prices risen/other companies
cheaper 69

Poor/inefficient service/issues not
resolved

Should be given a choice/good to
have competition

Of all the respondents who would consider changiweg supplier if given the opportunity,
58% say that they would still consider it evert iineant some consumers bills went up, 35%
said that would not consider it any more and 7% gzt they did not know.

13
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CONSUMER RIGHTS AND RESPONSIBILITIES

In this section we explore consumers’ views on mloer of issues relating to the rights and
responsibilities of water consumers. This incluaesreness of billing options, the number of
consumers on water meters, awareness and takespead#l tariffs, responsibility for water
pipes, awareness of consumer rights, and issussigeto contacting the water companies.

AWARENESS OF BILLING OPTIONS

As the following chart illustrates, awareness @f different billing options available to
consumers is fairly high. Nearly all respondents%9 are aware that they can pay by Direct
Debit, 87% are aware that they can pay in instatsjyemd 86% are aware that they can talk to
their water company if they have a problem payhwjrtbill. These results are similar to those
in 2006, with a slight decrease in awareness at&ing able to pay in instalments, and an
increase in awareness that consumers can talleitotater company if they have a problem.

Chart 2.12: Proportion aware of issues relating to their bills
(Base: All respondents)

(2088) ® 2006 O 2007/08
%

]

You can pay your 95
water and sewerage
bill by Direct Debit 93

You can pay your 87
water and sewerage
bill in instalments 91

You can talk to your
water company if you 86
have a problem paying

81
your bill

Awareness of direct debit payment is lowest ambegybungest and oldest age groups. Among
younger respondents (18-34), 92% are aware thepaaby direct debit, and among those
75+, 93% are aware. This compares with 97% of tiosee middle age brackets (35-74).

Owner occupiers are more likely than private rentard social renters to be aware that they can
pay by direct debit (97% compared with 91% and 8&&pectively are aware).

When we examine awareness of being able to cotftastater company if there is a problem
paying the bill, unsurprisingly bill payers are radikely than non bill payers to be aware (86
compared with 77%). Older respondents are alsdiledyg to say that they are aware of this
(74% of those aged 75+ compared with 87% of thosleu75 say that they are aware).
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WATER METERS

Overall, just under two in five respondents (38%) that they have a water meter fitted. This is
an increase in the number of respondents sayindheg have a water meter fitted since 2006,
when just 26% said that they had one fitted. A2066, penetration of water meters continues
to vary greatly by region.

Interestingly, while people can often save monegugh having a water meter fitted, in areas
such as South West with a high proportion of metaese were lower levels of satisfaction
with value for money.

Chart 2.13: Proportion of households with a water meter fitted
(Base: All respondents)

%

All (2088)

Eastern (210)
South West (212)
Southern (206)
Thames (209)

Y orkshire (208)
Midlands (208)
Wessex (210)
Wales (213)
North West (208)

Northumbria (204)

Penetration of water meters varies greatly by taacteristics of the respondent with those
one might expect to have low water consumption ntikedy to have meters than larger
families. Some of the key differences are:-

* Older respondents are more likely to have a wattenthan those who are younger. 58% of
those 75+ and 47% of 61-75 year olds have a migtieal,fcompared with 34% of under 60’s.

* Respondents living in one person households are ikaly to have a water meter fitted
(47% of one person households have a meter fittedpared with 36% of those living in
households with more than one person).

* Owner occupiers are more likely than renters toteaythey have a water meter fitted (41%
of owner occupiers, compared with 30% of privatetees and 27% of social renters).
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These results are encouraging, as the householisayhthat they have water meters fitted, are
the ones who are most likely to benefit from havangeter i.e. the elderly, and one person
households where they are likely to use less whéar others.

Of the total sample, 24% did not have a water m&iD were NOT aware they could have
one fitted free of charge.

Of all the respondents who did not have a wateeméiree-fifths (61%) were aware that they
could have one fitted free of charge if they wanf#us is an increase in awareness from 2006,
when 50% of those without a meter were aware ttet tould have one fitted free of charge.
Awareness is highest among those in the South Wgkin (86%).

Single parents were the least likely to be awaaéttrey could have a water meter fitted free of
charge (41% of those with no meter aware). As prgsty mentioned, owner occupiers are
more likely than other tenures to have a water nfégted. Among owner occupiers who do not
have a meter fitted, awareness is higher thannetitat they could have one fitted free of
charge if they wanted (65% of owner occupiers, carag with 43% of private renters, and 52%
of social renters are aware).

If a consumer requests to have a water meter fittey have 12 months to decide whether or
not they like it. If they don’t, they can go backthe original water rate charge for the property
at no cost. A quarter (26%) of unmetered consurlarsied to be aware that this is the case.
Again awareness is highest among those in the Stett region (42%).

VULNERABLE GROUPS TARIFF

The majority of respondents (87%) are not awarh@fvulnerable groups tariff. This includes
76% who say that they do not need to be on thi, tand 11% who say that they would like to
know more.

Table 2.14: Awareness of vulnerable groups tariff
(Base: All respondents)

(2088)
%

AWARE 12
Subscribed 1
Aware but no need to subscribe 10
NOT AWARE 87
No, but would like to know more 11
No, but do not need it 76

Respondents of social grade C2DE are more likelg hB'’s to say that they would like to
know more (15% of C2DE’s compared with 4% of AB’s).
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Those whose household incomes were very low (uBti@)000 per year) were more likely to be
aware (16%) and 27% of this group are unaware éem ko know more.

Consistent with social grade differences, respotsdeho are in rented houses are more likely
than owner occupiers to say that they would likrtow more (20% of social renters and 17%
of private renters compared with 9% of owner ocetgi

Lone parents are also more likely to say that theyld want to know more (25% of lone
parents compared with 10% of other households).

There certainly appears to be scope to increaseeaess among those most likely to be eligible
for the vulnerable groups tariff or who know othestso might be eligible.

SERVICES FOR ELDERLY AND/OR DISABLED CONSUMERS

Fewer than three in ten (29%) are aware of thacEavailable for elderly and/or disabled
consumers. Included in the 71% unaware are 1084 ofspondents who would like to know
more.

Table 2.15: Awareness of services for elderly and/or disabled consumers
(Base: All respondents)

(2088)
%

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

Awareness was highest among those aged 75 or &%) (and those aged 61-74 (32%).

As we might expect, elderly consumers are the iitady to say that they would like to know
more about these services (17% of those 61+, cadpaith 7% of those 60 and under would
like to know more).

Social renters are again significantly more likéslgn other tenures to say that they would like

to know more (17% of social renters, compared WfPo6 of owner occupiers, and 6% of
private renters).
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MAINTENANCE OF WATER AND SEWERAGE PIPES

For council tenants it is the local council whaasponsible for maintaining the water pipes at
the property. Homeowners are responsible for thiater@ance of water pipes at their home up
to the boundary of their property (i.e. where theperty meets the public highway) if the
property was built after 1937. Homeowners are sdsponsible for the maintenance of
sewerage pipes and drains at their home up todime fhey meet the main sewer.

The following chart illustrates who respondentseha is responsible for the maintenance of
the water pipes, and sewerage pipes and draihgiaproperty. Three in five (60%) say that
they themselves are responsible for the water @p#ir property, and 56% say that they are
responsible for the sewerage pipes and draingatgfoperty.

Over a quarter of respondents mistakenly guessl@ve that the water company is responsible
for the maintenance of the water pipes and sewgrggs and drains at their property (28% for
water pipes, and 27% for sewerage pipes and drains)

Chart 2.16: Who do you think is responsible for maintaining the water pipes/sewerage
pipes and drains at your property?
(Base: All respondents)

O Water pipes
(2088)

% W Sew erage pipes and drains|

lam/the

householder/landlord/organised

through my insurance

The water company

The local council

Other

Don't know
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As Table 2.17 illustrates, there are significafffiedences between the views of social renters
and owner occupiers/private renters. This is texygected as for council tenants, the
maintenance of their pipes is the responsibilityhef council, and not them as individuals.

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

Table 2.17: Responsibility for water pipes by housing tenure
(Base: All respondents)

Owner Private Social
occupier rental renter
(1696) (137) (186)
% % %
| am/the householder/landlord/organised
through my insurance 65 61 23
The water company 28 22 34
The local council 2 6 33
Other 1 * 1
Don’t know 4 11 9

SERVICE STANDARDS AND COMPENSATION

There are a number of consumer service standdrdsitelr companies must comply with which
are set out to protect the rights of consumertenirewees were asked whether they were aware
that if their water and/or sewerage company failsieet certain consumer service standards for
reasons within their control they may be entited@¢dmpensation. Almost half of respondents
(44%) claim to be aware. This shows an increasavimreness from 2006 when 39% were

aware that they may be entitled to compensati@ertain circumstances.

Respondents in the South West are the most likelbetaware that they may be entitled to
compensation (55%).

Respondents of a higher social grade are morgyltkein to say that they are aware (50% of
AB’s compared with 38% of DE’s).
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CONTACTING THE WATER COMPANIES

In 2007/08, 16% of respondents say that they hamtacted their water company to make an
enquiry in the past 12 months. This is an incréasikee number of people making enquiries
from 2006 when 12% said that they had contacteid Weter company.

Some of this contact related to water meters asgoredents with a water meter are more likely
than those without to say that they have made guisnin the past 12 months (21% compared
with 13%). Those aged 75+ are the least likely grimusay that they have made an enquiry (7%
of those 75+ compared with 17% of under 75’s).

Those who are dissatisfied overall with their watgpply are more likely than those who are
satisfied to say that they have made an enquirgo(&dmpared with 14% respectively). This
reflects the fact that one of the most frequergaaa for contacting the water company was to
make a complaint.

The most common reason respondents contactedatatsr company was for a billing enquiry
(34%).

Chart 2.18: Reasons for making contact
(Base: All respondents)

(2088)
%

Billing enquiry 34

To make a complaint 13

Enquiry relating to
flooding

Regarding water meter/
having meter installed

Enquiry relating to drought/
water shortage

To report
problenvfault/blockage
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As should be expected, many more consumers wasfiesdthan dissatisfied in terms of ease

of contact, information provided, staff, and feglithe issue would be resolved. However, there
remains considerable room for improvement witheast one in five respondents dissatisfied
with each aspect of contact with the water comrard two in five dissatisfied with the way
they were kept informed of progress regarding teequiry/claim.

Satisfaction with contact was generally higheselation to having a water meter installed but
lower among those making billing enquiries and logtdl among complainants.

Chart 2.19: Satisfaction with contact
(Base: All respondents contacting their water company excluding DK/not applicable)

| m Very satisfied Fairly satisfied ™ Neutral Dissatisfied |
%
Ease of contacting
38 8
someone able to help
ality/clarity of inf i
Quiality/clarity 9 information 36 A
provided
Know ledge and
professionalism of staff St
Feeling your call had been,
35
or would be resolved
Keeping you informed of 32
progress
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MAKING A COMPLAINT

When prompted, a total of 5% of respondents saitltttey had made a complaint to their water
or sewerage company in the last 12 months. Thiesents a sizeable number of complaints.

The following chart illustrates the satisfactiorthwarious aspects of the complaint handling
process.

Chart 2.20: Satisfaction with complaint handling
(Base: All respondents making a complaint to their water company in the past 12 months
excluding DK)

| Satisfied @ Neutral ® Dissatisfied

%

Speed of response to
complaint

How well company
dealt with concerns

Action taken to prevent
problemre-occuring

Overall satisfaction

When compared with the results from 2006, the nurobeonsumers dissatisfied with the
complaint handling process has increased for afisuees.

Table 2.21: Proportion of consumers dissatisfied with complaint handling
(Base: All respondents making a complaint to their water company in the past 12 months
excluding DK)

2008 2006/07
(100) (111)
% %
Speed of response to complaint 58 46
How well company dealt with concerns 55 52
Action taken to prevent problem re-occurring 58 51
Overall dissatisfied 54 51

It is harder to satisfy consumers who are alreadhappy and these results are in line with the
complaint handling scores achieved by comparalgarosations such as telecoms and energy
companies. However, organisations with very higitvise standards such as Identity and Passport
Service achieve many more satisfied than dissadisfomplaints so there is considerable scope for
water companies to increase satisfaction with camphandling.
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The main way that consumers feel that the complantling process could have been improved
is through more information and communication (17&bd if they had been visited (15%).

Chart 2.22: How would you have changed the way you complaint was dealt with?
(Base: All not satisfied with complaint handling excluding DK)

(67
%

More information/communication

If they had visited/been willing to come out

If issue dealt with/resolved

If quicker/speedier service

If easier to contact/dedicated person to deal with

If staff listened/seemed interested

Investigate/deal with more fully

Staff listened/been more sympathetic

Done what they said they would

More efficient/know ledgable staff

More convenient appointment times

Compensation/refund issues

Been more responsive
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OVERALL SATISFACTION WITH CONTACT

Including those who when prompted remembered madamgplaints 17% had contact with
their water company in the last twelve months.

Taking everything into account, 71% of these regpais say that they are satisfied with the
contact with their water company. These resultsratiee with 2006 when 69% said that they
were satisfied.

Chart 2.23: Overall satisfaction with contact
(Base: All respondents contacting their water company excluding DK)

2007/8 2006
(345) (284)
% %

B Very satisfied

Fairly satisfied > Total satisfied <

Neither satisfied nor
dissatisfied

Dissatisfied Y,

Respondents from the Wessex region are the mesdy lik say that they are satisfied (94%).

Among those who were dissatisfied with the contdttt their water company, the main reason
given was because of a lack of or poor informa(B896).

Table 2.24: Reasons for dissatisfaction with contact
(Base: All respondents not satisfied with contacieding DK)
(86)
%
Poor/lack of/slow/incorrect information 33
Poor/unsatisfactory service/issues not dealt with 5 2

Difficult/slow to contact/no direct contact 8
Staff inefficient/lack of knowledge
Had to chase them

Staff poor attitude/impolite/unfriendly
Cost/expensive/prices have risen 6

N~y B
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WATER ON TAP

This section explores consumers’ views on a nurabessues relating to their water supply,
including, their overall satisfaction with their tga supply, tap water versus bottled water and
efforts to reduce the amount of water that conseruse.

SATISFACTION WITH WATER SUPPLY

There are high levels of satisfaction for nearlyaapects of water supply, with very few
consumers dissatisfied with their water supply. €£wners are most satisfied with the reliability
of their water supply (97%), and least satisfiethwie hardness/softness of their water (72%).

Chart 2.25: Satisfaction with various aspects of water supply
(Base: All respondents excluding DK)

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

Reliability of water supply

Colour and appearance of X
tap water
Water pressure
Safety of drinking water
Taste and smell of tap water

Hardness/softness of water n

As the following chart illustrates, all measuresénahown an increase in satisfaction between
the 2006 and 2007/08 survey. These increasesa@styrstatistically significant and show a
clear pattern.

Table 2.26: Satisfaction with various aspects of water supply 2006/07 - 2008
(Base: All respondents excluding DK)
Base 2007/08 Base 2006

size % size %
Reliability of water supply 2078 97 1989 95
Colour and appearance of tap water 2082 94 1993 90
Water pressure 2069 89 1987 87
Safety of drinking water 2011 92 1907 87
Taste and smell of drinking water 2052 87 1949 83
Hardness/softness of water 1938 72 1881 68
Overall satisfaction 2085 94 1994 92
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The majority of respondents (94%) are satisfiedal\vith their water supply, and there is
little difference in satisfaction by region. Resgents in the Midlands (89%) and the South
West (90%) are however, slightly less likely todagisfied when compared to some other
regions.

Chart 2.27: Overall satisfaction with water supply by region
(Base: All respondents without septic tanks for sewerage services excluding DK)

(2085)
%

Total satisfied

Wessex
Southern
Northumbria
North West
Eastern
Yorkshire
Thames
Wales
South West

Midlands

As in 2006, reducing prices and improving the dualf water are still the most widely
suggested improvements to the overall service geal/by the water companies. As we might
expect, respondents in the South West are signtficanore likely than respondents from all
other regions to suggest reduced rates (56%).

Chart 2.28: If you could make one single improvement to the overall service provided by
your water company what would it be?
(Base: All respondents excluding DK)

(1515)
%

Cheaper/reduced rates 30

Better quality water 22

Better/higher water pressure 7

More/quicker
information/communication

Pipes fixed/fewer leaks 4

Nothing in particular 20
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Very few respondents (2%) think that service frdrmit water company has got worse over the
past year. The vast majority (94%) think that thesige has stayed the same over the past year.
The number of respondents saying that their sehasemproved over the past year has
decreased since the 2006 survey (8% in 2006 compdte 3% in 2007/08).

Chart 2.29: Changes in service over the past year
(Base: All respondents excluding DK)

2007/08 2006
(2058) (1908)
% %
B 8 |

u Better

About the same

Worse
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TAP WATER VS. BOTTLED WATER
Four in five adults (79%) believe tap water to béeast as good for them as bottled water. Sub

group differences reflect the way bottled water panies have targeted their messages at
particular demographic groups.

Overall, 36% of respondents think that tap watdxeiger for them, 21% think bottled water is
better, and 41% think that they are equally goad/ém. As the chart below shows, there is a
clear link between age and opinions on bottledafswater. Younger respondents are more

likely to favour bottled water, whereas older rasgpents are more likely to think that tap water
is better for them.

Chart 2.30: Which is better for you?
(Base: All respondents)

H Tap w ater
Both equally good

Bottled w ater

Don't know

All 18-34
(2088) (207)
% %

23
36

35-60
(352)
%

45-60
(690)

%

34

61-74
(576)
%

52

75+
(229)
%

63

Those who are overall dissatisfied with their wat@pply, are more likely than those who are
satisfied to say that they think bottled waterestér for them (36% compared with 20%).

Respondents of social grade ABC1 are more likedyn tBbE’s to say that they think bottled

water is better for them (46% compared with 32%).

Households with children are less likely than htwées without, to say that they think tap
water is better for them (29% of two parent famsiliand 22% of single parent families think
that tap water is better for them, compared withh4#f households without children).
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The majority of respondents (78%) agree that trsepally drink tap water rather than bottled
water, with 16% disagreeing.

Chart 2.31: Agreement with the statement - | usually drink tap rather than bottled water
(Base: All respondents)

(2088)
%

m Agree

Neutral 78

Disagree

Respondents aged 61+ are more likely than youreg@ondents to say that they usually drink
tap water (86% of those aged 61+ compared with @G##ose 60 and under).

Single parents are the least likely group to agiiaethey usually drink tap water (65% of single
parents say that they usually drink tap water caegavith 78% of others).

Issues surrounding tap water versus bottled watee lgained much publicity recently, with the
UK Environment Minister Phil Woolas describing tamount the country spends on bottled
water as "morally unacceptabl@here is definitely an opportunity for CCWater thraise
awareness that tap water is equally as good forgdwttled water, and encourage consumers
to drink tap water rather than bottled water.

Reducing use of water

Encouraging people to use water wisely is one o\a@r’s key areas of work. Consumers in
England and Wales are using more and more wateinasaime areas there were restrictions on
its use in 2005-2006.

Nearly all respondents (97%) agree that everyoedsito do what they can to reduce the waste
of water. This is in line with the 2006 results wH#6% agreed that there is a need to minimise
wasteful use of water.

A wide range of actions are claimed by consumersdace their use of water as shown in the
following chart.
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Chart 2.32: Actions taken to reduce wasteful use of water
(Base: All respondents who agree that everyone needs to do what they can to reduce the

waste of water)

(2037)
%

Showers instead of baths

Turn off taps when brushing teeth

Hippo/save a flush device in toilet cisten

Water butts in garden

Wait until full load for washing
machine/dishwasher

Reuse water

Only required amount in kettle

Water meter installed

Energy/water efficient washing machine

Share shower/bath

Energy/water efficient dishw asher

Have fixed dripping taps

Respondents aged 61+ are less likely than yourgpondents (18-44) to say that they share a
shower/bath (7% of 18-44 year olds compared withoi%hose aged 61+ share a shower/bath
to help reduce their use of water).
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AWARENESS OF WATER CAMPAIGNS
Just over half (54%) claim to have been made anfacampaigns to use water wisely in the
past 12 months.

Chart 2.33: How have you been made aware, if at all, of campaigns to use water wisely?
(Base: All respondents)

(2088)
%
ANY recall 54
v 28
Press 17
Leaflets 15

Mail from water

companies
Radio 6
Posters |l 4

As the following chart shows, respondents in thet&ern region are the most likely to say that
they have been made aware of campaigns to use wigy in the past 12 months (70%).
Respondents in Wales are the least likely to ha@emlmade aware (42%). These differences
are quite large and suggest major differences lmtweater companies in how hard they push
water conservation messages.

Companies operating in the more densely populaiethsast appear to promote such
messages more strongly than those operating in mozkareas, especially Wales, where water
shortages have been less of a problem in recerd.yea

Chart 2.34: Proportion aware of campaigns to use water wisely
(Base: All respondents)

(2088)
%

Southern
Thames
Eastern

Y orkshire
South West
Northumbria
Wessex
North West
Midlands

Wales
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CLEANING UP

In this section we explore consumers views on abrrof issues relating to disposing of
waste, including views on what is acceptable tpalg of down the toilet, sink, or drain, what
happens to waste water, and overall satisfactitim sawerage services.

Disposing of waste

There are a number of items which are not appriptaflush down the toilet, sink, or drain.
As the following chart shows, 17% of respondentgfe that it is acceptable to flush tampons
down the toilet (this rises to 24% among women)iNethree quarters (73%) more correctly
answered that none of the items below are acceptaluispose of down the toilet, sink, or
drain.

Chart 2.35: which of the following are acceptable to dispose of down the toilet, sink, or
drain?
(Base: All respondents)

(2088)
%

Tampons
Condoms
Fats/cooking oils
Sanitary towels
Cotton buds
Motor oil

Razors

Nappies

None of these

32



CUSTOMER SATISFACTION SURVEY

Waste water

Waste water that goes down the toilet or sinks frmuseholds in the UK is cleaned at
treatment sites before it is released back intethéronment. In some cases wastewater goes
into a septic tank.

Four in five respondents (80%) were aware that tliaste water was cleaned at treatment sites
or went into a septic tank, however some beliegeds direct into the sea or rivers without
being treated.

Chart 2.36: What happens to waste water that goes down the toilet/sink in your
property?
(Base: All respondents excluding DK)

(2088)
%

Cleaned at treatment sites

Goes direct into the 8
sew ers/drains

Goes direct to sea 7
Goes direct to rivers 2
Goes into a septic tank/cess pit f 2
Recycled |1

Nothing | 1
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SATISFACTION WITH THE SEWERAGE SERVICES
Excluding those who say that they don’t know, ollexatisfaction with sewerage services has
not changed since 2006, with a total of 88% sattiad they are satisfied.

Chart 2.37: Overall satisfaction with sewerage services
(Base: All respondents without septic tanks excluding DK)

2007/8 2006
(1899) (1839)
% %
) (
B Very satisfied 34
Fairly satisfied
> Total satisfied < 88
Neither satisfied nor
dissatisfied
Dissatisfied
J \

Respondents in the Northumbria region are mordylittean all other regions to say that they
are satisfied with their sewerage service (97%).

Those aged 75+ are more likely than all other agaps to say that they are satisfied (98% of
those aged 75+, compared with 87% of those 74 addri

Chart 2.38: Overall satisfaction with sewerage services by region
(Base: All respondents without septic tanks excluding DK)

(2085)
%

Total satisfied

Northumbria
Yorkshire
Southern
Midlands
Wessex
Thames
South West
Eastern
North West

Wales
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When examining in more detail consumers’ satistactith different aspects of the sewerage
company’s management of sewerage services, fewmdspts are dissatisfied. The area of
sewerage services most respondents are dissattieds minimising sewer flooding (11%).

At least a third of respondents say that they mavetrong opinion, don’t know, or that it is not
applicable to them when asked about each of thecéspf their sewerage services. It is clear
from this that consumers are far less engaged Whemes to discussing their sewerage
services, compared to when discussing their wateices.

Chart 2.39: Satisfaction with various aspects of sewage services
(Base: All respondents excluding those with septic tanks - 2000)

m Very satisfied i Fairly satisfied
B Neutral/DK/Not applicable Dissatisfied

Cleaning waste water properly
before releasing into
environment

Maintenance of sewerage
pipe and treatment w orks

Reducing smells from _
sewerage treatment works 43

Minimising sewer flooding
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As the following chart shows, when asked what cdaddione to improve their sewerage
services nearly half (48%) say that they don’t knamd a further 19% say nothing in particular.
Improved sewerage/drainage systems (7%) and rechostsl (6%) are the most commonly
cited ways that their sewerage services could lpeaved.

Chart 2.40: What could be done to improve sewerage services
(Base: All respondents excluding those with septic tanks)

(2000)

Improve sewerage/drainage system

Reduced cost

Reduce smell (from sewerage

treatment sites)

More/better/information/communication

Improve/maintain pipes

Nothing in particular

Don't know
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SPEAKING UP FOR WATER CONSUMERS

In this section we explore consumers views on aberrof issues relating to the reporting of
problems with consumers water and sewerage sugwhreness of CCWater, and the perceived
importance of CCWater as an organisation.

Who to contact to report a problem

The majority of respondents (78%) say that theyld/gontact their water or sewerage
company if they had a problem. This is in line wigisults in 2006 when 76% said that they
would contact their water or sewerage company.

Chart 2.41: Who would you contact if you had a problem with your water or sewerage
services?
(Base: All respondents)

(2088)
%

Water or sewerage
company

Local Council 8
Landlord 7
Plumber § 2

Insurance company § 2

Don’t know 3

Owner occupiers and private renters are most liteelyontact their water or sewerage company
(90% of owner occupiers, and 82% of private renwwspared with 54% of social renters).

Social renters are more likely to contact theialamouncil (37%, compared with 4% of owner
occupiers, and 7% of private renters).
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AWARENESS AND PERCEIVED IMPORTANCE OF CCWATER

Respondents were asked a series of questionsassabeir awareness of CCWater. When first
asked if they knew the name of the consumer bodthfowater industry, a quarter (26%) said
yes, they did.

Only one respondent spontaneously mentioned CCVéattdre consumer body for the water
industry. Nearly a quarter of respondents (23%igid that OFWAT was the consumer body
for the water industry.

When probed, a further 18% of respondents claimndttve heard of CCWater before taking
part in the survey. In 2006 when the positioninghef questionnaire almost certainly inflated
awareness, 32% of respondents said that they weneeaf CCWater.

Of those in the current survey who are aware of @@&Wnearly two thirds (64%) were unable
to say what CCWater does, 16% think it is a conswody, and 13% think that it is a
regulatory body. It is fair to say, therefore thdtile the long-established OFWAT is very
widely known, people know little about CCWater.

Chart 2.42: What, if anything do you know about CCWater?
(Base: All aware of CCWater)

(412)
%

Consumer body/provides a voice for
consumers

Regulatory body

Does consumer research

Water company

Part of Ofwat

Government agency

Don’t know
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Despite over four in five respondents saying thaytare not aware of CCWater, the majority
of respondents do think that it is important toénavwconsumer body representing their interests
about the water and sewerage services they redéesely a quarter (23%) think that it is
absolutely essential, 50% think it is very impottamd 22% think that it is fairly important.
Only 6% think that it is not at all/not very impani.

Chart 2.43: Importance of having a consumer body representing your interests about the
water and sewerage services received
(Base: All respondents excluding DK)

(2088)
%

23
B Absolutely essential

Very important

Fairly important

Not important

CONTACTING CCWATER

The majority of respondents say if they needethiiy preferred method of contact with
CCWater would be via telephone (76%). This resutiinilar to 2006 when 75% stated the
telephone as their preferred method of contact.

Chart 2.44: Preferred method of contacting CCWater
(Base: All respondents)

(2088)
%

Telephone

Email

CCWater website

Post/letter

In person

Don't know
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A total of eight respondents say that they hadaxietl CCWater in the last year (this
represents 0.4% of the total sample). Reasong$pondents contacting CCWater included
billing enquires, to make a complaint, work relatedsons, and because of contaminated water
or water supply being cut off.

The following table shows how aware respondent®feenumber of issues relating to
CCWater. Nearly a half of the 18% of all respondeaware of CCWater say that they would
know how to contact CCWater if they had a problemeeded advice. This means less than
10% of water consumers are aware of CCWater ANDIavknow how to contact them. 44% of
those aware of CCWater rate CCWater as being eféect representing their views and 34%
say that they have seen references to CCWater W/dI&l press notices.

Table 2.45: Agreement with statements about CCWater
(Base: All aware of CCWater - 412)

Agree Neutral = Disagree Don't
know
% % % %
| know how to contact CCWater if | 48 7 39 6
have a problem or need advice
| rate CCWater as being effective in 44 19 13 24
representing my views
| have seen references to CCWater 34 10 47 9

or CCWater press notices
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Respondents’ preferred source of information ne¢pto their water and sewerage services is
through inserts or leaflets with water and sewefalie (25%), or on the internet (21%). These
results are consistent with 2006 when these werénth most popular sources of receiving
information (17% mentioned leaflets, and 16% ttierimet in 2006).

Chart 2.46: preferred source of information relating to water and sewerage services
(Base: All respondents)

(2088)
%

Inserts or leaflets with water and
sewerage bills

Internet

Leaflets through door

Consumer organisation mailings

Water board/company

Local press

Radio/television

Via telephone

Local authority

Don't know
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3 CONCLUSIONS AND RECOMMENDATIONS

verall, results of the 2007/08 survey are very test with those in 2006 but some
changes are evident.

» The majority of consumers feel is important to hav@nsumer body representing their
interests about the water and sewerage servicgsebeive, yet they do not know who is
responsible for this, and less than one in fiverdao have heard of CCWater. If CCWater
wishes to continue to provide a strong consumegevwiithin the industry it should seek to
further publicise its role and increase consumearaness.

* There are lots of consumers who would like to kmowre about the special tariffs available
to consumers. CCWater should seek to improve awageof the Vulnerable Groups tariff
and the services for older people.

» Itis harder to satisfy consumers who are alreadhappy and results for complaint
handling are in line with the complaint handlingas achieved by comparable
organisations such as telecoms and energy compadmsever, organisations with very
high service standards such as Identity and PasSporice achieve many more satisfied
than dissatisfied complaints so there is considerstope for CCWater to work with water
companies to increase satisfaction with complaamcting.

» The majority of respondents think that tap wateatikeast as good as bottled water for
them. There are however still large number of corexs who believe that bottled water is
better for them, and say that they usually drinkléd water. There is an opportunity for
CCWater to help increase awareness that tap wsaggually as good for you as bottled
water and to urge people to drink tap water. Figune the relative mineral content of tap
and bottled water may help. This is especially ingoat in the wake of recent publicity,
guestioning why UK consumers spend so much ondabttlater, such as UK Environment
Minister Phil Woolas describing the amount the ¢ouspends on bottled water as
"morally unacceptable".

» Unmetered consumers are becoming more aware that#n have a water meter fitted
free of charge. There are however still large nuisibé consumers who could benefit from
having a water meter fitted, but are not aware tthey can have it fitted free of charge.
Raising awareness of this could help certain grafg®nsumers to save money on their
water bills, which in turn is likely to improve tine@verall satisfaction with water and
sewerage services.

* CCWater should aim to increase awareness of wigcisptable to dispose of down the
toilet, sink, or drain, especially as nearly a geraof women think that it is acceptable to
flush tampons down the toilet, sink or drain.
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APPENDIX A

SAMPLE PROFILE
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SAMPLE PROFILE

Total

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

Bill Payment
Bill payer
Non bill payer

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

Gender
Male
Female

Household composition
One person household
Two person household
One parent family

Two parent family
Other

Meter use
Meter users
Non users

Unweighted
N %
2088 100
210 10
208 10
204 10
208 10
212 10
206 10
209 10
210 10
208 10
213 10
1890 91
198 9
207 10
352 17
690 33
576 28
229 11
34 2
973 47
1115 53
553 26
692 33
125 6
644 31
21 1
841 40
1233 59

Weighted

N
2088

251
271
104
332
63
167
480
104
188
125

1884
204

376
438
606
431
195

42

951
1137

520

655
135
686
21

803
1262

%
100

12
13
5
16

© O g oow

10

18
21
29
21

46

54

25

31

33

38
60
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Unweighted Weighted

N % N %
Total 2088 100 2088 100
Income
Less than £10,000 207 10 215 10
£10,000 - £19,999 276 13 255 12
£20,000 - £29,999 250 12 254 12
£30,000 - £39,999 184 9 215 10
£40,000 - £49,999 120 6 124 6
£50,000 - £59,999 78 4 80 4
£60,000+ 130 6 144 7
Refused/DK 843 40 802 38
Social grade
A 62 3 41 2
B 488 23 376 18
C1 524 25 585 28
Cc2 354 17 408 20
D 172 8 205 10
E 360 17 348 17
Refused 128 6 125 6
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APPENDIX B
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FDS

FDS International Ltd

Hill House, Highgate Hill ci|CcC2|C3|C4|C5(|C6| C7
London N19 5NA 7 4 2 0
Tel: 020 7272 7766 Fax: 020 7272 4468

Consumer Council for Water — 2007/08 Customer Saffigction
Survey Questionnaire

INTRODUCTION

Good morning/afternoon. My name is ... and | am nglirom FDS International an
independent research consultancy. We are conduetsugvey about water and sewerage
services on behalf of the Consumer body for theemiadustry who provide a voice for
customers of water/sewerage companies.

The survey should take approximately 15 - 20 misiated is intended to help ensure that you
get a good service from your water company. If wawld like to make an appointment please
advise when a suitable time to call back would be.

This call may be monitored as part of our qualdptcol procedures.
READ OUT IF NECESSARY

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

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

Q1. Are you the water bill payer in your househddRGLE CODE

Yes 1 Q3
No 2 Q2
Don't know 3 Q2

ASK IF CODED 2 OR 3 AT Q2

Q2. Do you feel you have enough knowledge to anspestions about your
water supplyBINGLE CODE

2
Don’'t know 3
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INTERVIEWER NOTE: If no/don’t know at Q2 ask if treeis somebody els|
in the household who is the bill payer or has ehdutpwledge to answer
guestions about the water supply. If yes, intervieat person. If no, thank
and close

Col Route
Q3 Do you or any member of your family work READ OUT
The water industry i.e. work for a water company 1
A consumer organisation e.g. Energy watch Thank
Which?, Citizens Advice Bureau 2 and
________________________________ Market Research | __3 __| close_
None of the above 4 Q4
Q4a Who is your water company? (This may be a compdnich deals with
your sewerage t00.3INGLE CODE — PROMPT WITH
HIGHLIGHTED COMPANIES IF NECESSARY
Anglian Water Services Ltd 1
Dwr Cymru Cyfyngedig (Welsh Water) 2
Northumbrian Water Ltd 3
Severn Trent Water Ltd 4
South West Water Ltd 5 Q5
Southern Water Services Ltd 6
Thames Water Utilities Ltd 7
United Utilities Water Plc (North West Water) 8
Wessex Water Services Ltd 9
Yorkshire Water Services Ltd 10
Water only companies e
Bournemouth & West Hampshire Water Plcf 11
Bristol Water Plc 12
Cambridge Water Company Plc| 13
Cholderton & District Water Company Ltd | 14
Dee Valley Water Plc 15
Essex & Suffolk Water 16
Folkestone & Dover Water Services Ltd| 17
Hartlepool Water Plc 18 Q4b
Mid Kent Water Plc 19
Portsmouth Water Plc 20
South East Water Plc 21
South Staffordshire Water Plc | 22
Sutton & East Surrey Water Plc| 23
Tendring Hundred Water Services Ltd| 24
__________________ Three Valleys WaterPlc | | 25 |
Don’t know 99 | Al
responde
nts to
check and
arrange
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| | call back |

Col Route
IF CODE 11-25 AT Q4A, ASK Q4B. ALL OTHERS GO TO Q5.
Q4b And who is your sewerage company?
And if necessary, the bill from your water compahypuld also say whd
provides your sewerage services.
SINGLE CODE - PROMPT WITH HIGHLIGHTED COMPANIES IF
NECESSARY
Water and Sewerage Companies
Anglian Water Services Ltd 1
Dwr Cymru Cyfyngedig (Welsh Water) 2
Northumbrian Water Ltd 3
Severn Trent Water Ltd 4
South West Water Ltd 5
Southern Water Services Ltd| 6
Thames Water Utilities Ltd 7
United Utilities Water Plc (North West Water)| 8
Wessex Water Services Ltd| 9
Yorkshire Water Services Ltd| 10
Don’t know 11
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SECTION A COMPANY INFORMATION — ASK ALL Col Route
I'd now like to ask you a few questions about youwater and sewerage
services.
Q5 How far do you agree or disagree that the bili seceive for water and
sewerage service is clear and understand&@NdGLE CODE
Strongly agree 1
Tend to agree 2
Neither agree nor disagree| 3
Tend to disagree 4
Strongly disagree 5
Don’t know 99
Q6 How satisfied or dissatisfied are you with tladue of money from the
water servicet your areaBINGLE CODE
Very satisfied 1
Fairly satisfied 2
Neither satisfied nor dissatisfied 3
Fairly dissatisfied 4
Very dissatisfied 5
Don’t know 99
Q7 How satisfied or dissatisfied are you with tladue for money from the
sewerage services your areaBINGLE CODE
Very satisfied 1
Fairly satisfied 2
Neither satisfied nor dissatisfied 3
Fairly dissatisfied 4
Very dissatisfied 5
Don’t know 99
ASK ALL DISSATISFIED (CODED 4 OR 5) AT Q6 AND/OR Q7
Q8 Why do you think you don’t get value for money your Water and/or
sewerage service#ROBE FULLY & WRITE IN
Open (specify) 1
Q9
Don’t know 99
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ASK ALL
Q9 How satisfied or dissatisfied are you with tlaéue for moneyrom
services such as...READ OUT EACH SERVICE & SINGLE CODE

Scale: 1= very satisfied, 2= Fairly satisfied, B¢either satisfied nor
dissatisfied, 4=Fairly dissatisfied, 5= very disisfied, 6= don’t know
7= not applicable.
a) Your energy supplier (gas and electricit

b) Your telephone landline supplie

c¢) Council Tax

y)

=

ASK ALL
Q10 How much do you agree or disagree that thensatt sewerage chargg
that you pay are f&afrSINGLE CODE

£S

Strongly agree 1 Q12
Tend to agree 2
___________ Neither agree nor disagree| 3 |
Tend to disagree 4 Q11
___________________ Strongly disagree | 5 | |
Don’t know 99 Q12
Q11 Why do you think that the water and sewerageges that you pay are
unfair?PROBE FULLY & WRITE IN
Open (specify) 1
Q12
Don’t know 99
Q12 How much do you agree or disagree that thenaait sewerage charges
that you pay for are affordable to Yb8INGLE CODE
Strongly agree 1
Tend to agree 2
Neither agree nor disagree| 3
Tend to disagree 4
Strongly disagree 5
Don’t know 99
Q13 If you were given the opportunity, would younvéo change your
supplier of water and sewerage services? SINGLE EOD
Yes 1 Q14
No 2 Q16
Don't know| 99 Q16
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ASK ALL CODED 1 AT Q13. OTHERS GO TO Q16.
Q14 Why do you say you would consider changing wuaplier?
PROBE FULLY & WRITE IN
1
Please specify
9
Don’t know
Q15 Would you still want the option of choosing yewater and sewerage
supplier even if making it possible for customerstioose suppliers meant
some customers’ bills went up?
Yes 1
No 2
Don’'t know| 99
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SECTION B CONSUMER RIGHTS & RESPONSIBILITIES Col Route
ASK ALL
Q16 Were you aware that..S2INGLE CODE FOR EACH STATEMENT
Scale: 1=Yes, 2= No, 99= Don’t know
a) You can pay your water & sewerage bill in
instalments e.g. monthly. fortnightly or weekly
b) You can pay for your water and sewerage bill
by Direct Debit
c) You can talk to your water company if you
have a problem paying your bill
Q17 Does your household have a water meter? SINGRBEE
Yes 1 Q19
No 2 Q18
Don’t know 99 Q18

ASK ALL CODED 2 OR 99 AT Q17 (ALL UNMETERED

RESPONDENTS)
Q18 Were you aware that ...: SINGLE CODE FOR EACH SEMENT

Scale: 1=Yes, 2= No, 99= Don’t know

a) You can have a water meter fitted free of charg

b) If you have requested to have a water meter

fitted, you have 12 months to decide whether

or not you like it. If you decide you don’t likg i
you can revert to your original water rate
charge for your property. At no point are an
extra charges made for trialling this service.

~

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

ASK ALL
Q19 Are you aware of or are you currently on thénétable Groups tariff?

This was introduced to help people in low incomeugs who need to
use a lot of water

READ OUT. SINGLE CODE
Yes, have heard of it but do not need it

Yes, have subscribed to it

No, but would like to know more
No, but do not need it

Don’t know

[(e]
©PwWwNE

Bvii




CUSTOMER SATISFACTION SURVEY

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

Q20 Are you aware of your water company’s servioeglderly and/or
disabled customers? These might include serviaesdbt impaired people
such as large print or Braille leaflets and bitlasswords to ensure callers
from the company are genuine, or customers ongigaho need constant
availability of supply.
READ OUT. SINGLE CODE
Yes, have heard of it but do not need it
Yes, have subscribed to it
No, but would like to know more
No, but do not need it
Don’t know

(e}
©PwWwNE

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

Q21 Who do you think is responsible for maintaining water pipeat your
property? (If necessary state that you are askimogit the water pipes
up to the boundary of their property)

DO NOT READ OUT. SINGLE CODE

| am/the householder/landlord/organised throughmayrance
The Local Council
The water company

Other

Don’t know

©
©PwWwNE

INTERVIEWER NOTE: If asked after taking responge torrect answer is
that the homeowner is responsible for the maintem@ah water pipes at their
home up to the boundary of their property (i.e. ighbe property meets the
public highway) if the property was built after 793

Q22 Who do you think is responsible for maintainimy sewerage pipesd drains
at your property?

DO NOT READ OUT. SINGLE CODE
| am/the householder/landlord/organised throughimayrance
The Local Council
The water/sewerage companyj
Other
Don’t know

(o]
OOONI—‘

INTERVIEWER NOTE: If asked after taking responge torrect answer is that th
homeowner is responsible for the maintenance oésmye pipes and drains at thei
home up to the point they meet the main sewer.
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Q23 Were you aware that if your water and/or sege@mpany fails to
meet certain customer service standards for reagihi their control
you may be entitled to compensatid®iNGLE CODE

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

Col

Route

INTERVIEWER NOTE: If asked, information on servisndards and the
occasions when customers may be entitled to comgienscan be obtained
from your water company

Q24 Have you contacted your water company to makenguiry in the past
12 monthsBINGLE CODE

Don't know

Q25 Why did you contact your water company?
DO NOT READ OUT. MULTICODE

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

(o]
©U'I-I>OOI\JH

Q26

Q26 Thinking about your contact with your water gamy, overall how
satisfied were you with:

Scale: 1= very satisfied, 2= Fairly satisfied, 3teither satisfied nor
dissatisfied, 4= Fairly dissatisfied, 5= very

dissatisfied, 6= don’t know 7= not applicable.

READ OUT EACH STATEMENT & SINGLE CODE

The ease of contacting someone who was able poyioel
The quality/ clarity of information provided

The knowledge and professionalism of staff

The feeling that your call had been, or wouldresplved
The way that the water company has kept you inéakof
progress with your enquirand /or)claim

A~ wWNPEF
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DO NOT ASK THOSE CODED 1 AT Q25
Q27 Have you made a complaint to your water ancessge company in the
past 12 months?

SINGLE CODE
e Yes | 1 | Q28
No 2 Q33
Don’t know 99
ASK ALL CODED 1 AT Q25 AND ALL CODED 1 AT Q27
Q28 How satisfied were you with:
Scale: 1= very satisfied, 2= Fairly satisfied, 3=elher satisfied nor
dissatisfied, 4= Fairly dissatisfied, 5= very dis¢isfied, 99= don’t know
READ OUT EACH STATEMENT & SINGLE CODE
a) The speed of response to your complaint
b) How well the company dealt with your concefns Q29
c)Action taken as a result of your complaint toverg the problem re-
occurring
Q29 Taking all those aspects into account, oveail satisfied or dissatisfied
were you with the way your complaint was handIS8RGLE CODE
Very satisfied 1 Q31
Fairly satisfied 2 Q31
Neither satisfied nor dissatisfied 3 Q30
Fairly dissatisfied 4 Q30
Very dissatisfied 5 Q30
Don’t know 99 Q31
ASK ALL CODED 3,4 OR 5 AT Q29. OTHERS GO TO Qa3L1.
Q30 How would you have changed the way that yourgaint was dealt
with? PROBE FULLY & WRITE IN
Please specify| 1 Q31
Don’'t know 99
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ASK ALL CODED 1 AT Q24 or Q27.
Q31 Taking everything into account, overall howsSegd or dissatisfied
were you with the contact with your water compaByRGLE CODE

Very satisfied 1 Q33

Fairly satisfied 2 Q33

Neither satisfied nor dissatisfied 3 Q32
Fairly dissatisfied 4 Q32

Very dissatisfied 5 Q32

Don’t know 99 Q33

ASK ALL CODED AS 3,4 OR5 AT Q31. OTHERS GO TO Q3
Q32 You weren't satisfied, please could you say WhROBE FULLY &
WRITE IN

Please specify 1

Don’t know 99
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SECTION C — WATER ON TAP Col Route

ASK ALL

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

Scale: 1= very satisfied, 2= Fairly satisfied, B¢either satisfied nor
dissatisfied, 4=Fairly dissatisfied, 5= very disisfied, 6= don’t know
7= not applicable.

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

The safety of your drinking wate

The reliability of your water supply]

Your water pressure

OO~ WNPRE

Q34 Taking all those aspects into account, overaidl satisfied or dissatisfied
are you with your water supplfINGLE CODE

Very satisfied

Fairly satisfied

Neither satisfied nor dissatisfied
Fairly dissatisfied

Very dissatisfied

Don’t know

[(e]
©PrwnhE

Q35 If you could make one single improvement todwerall service
provided by your water company what would it be?
PROBE FULLY & WRITE IN

Please specify| 1

Don't know 99

Q36 Do you think that your service has got betierse, or stayed the samg
over the past yeai®INGLE CODE

Much better 1

Slightly better 2

About the same| 3

Slightly worse 4

Much worse 5

Don’t know 99 Q38
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Q37 Why do you think the service has been (bettesa)?
PROBE FULLY & WRITE IN

Please specify 1 Q38

Don't know 99

ASK ALL
Q38 Which of the following do you think is better fyou?
READ OUT. SINGLE CODE

Tap water 1
Bottled water 2
Both equally as good for yoy 3
Don't know 99
ASK ALL
Q39 How much do you agree or disagree with theWhg statement:
Scale 1=strongly agree, 2=Tend to agree, 3=nedifpere nor disagree,
4=Tend to disagree, 5=strongly disagree, 99=dardiv
READ OUT EACH STATEMENT AND SINGLE CODE
a) | usually drink tap water rather than bottleatev
b) Everyone needs to do what they can to rediewédste of water
ASK ALL CODED AS 10R 2 AT Q39 B. OTHERS GO TO Q40
Q39c What actions, if any, have you and your hoolsetaken to reduce
wasteful use of wate@O NOT READ OUT. MULTICODE.
Having a water meter installed 1
Taking showers instead of baths 2
Water efficient shower/shower-head 3
Energy & Water efficient dishwasher 4
Energy & Water efficient washing machipe 5
Trigger device fitted to hosepipe 6
Hippo/Save A Flush device in toilet cistgrn 7
Lag pipes to protect against bursting 8
Water butts in garden 9

Turn off tap when brushing teeth 10

Wait until full load for Washing Machine / dishwash 11
Only put required amount in kettle 12

Reusing water e.g. bath waﬁer 13

Share shower/bath 14

Other (specify) 15

None| 16

Don't know| 99
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Q40 How have you been made aware, if at all, ofGamgpaigns to use watey
wisely in the past 12 months? How were you madarawf campaigns
to use water wiselyREAD OUT. MULTICODE.

Television

Billboards

Radio

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

\*2J

~N~No ok~ wWwNPRE

Not aware of any campaigns to use water wisely8

Don’'t know

SECTION D — CLEANING UP

Col

Route

Q41 Which of the following do you think are accdyéato dispose of down
the toilet, sink or drain?

READ OUT. MULTICODE

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

Motor oil
None of these
Don’t know

SQoow~wourwNk

INTERVIEWER NOTE: If asked, none of these are ataile

Q42 What do you think happens to the waste watdrgbes down the
toilet/sink in your property?
DO NOT READ OUT. MULTICODE

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

192)

[(e]
©PwnNhE
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INTERVIEWER NOTE: If asked, waste water is cleaa¢dreatment sites,
undergoing several stages of treatment before brelegsed back into the
environment

Q43. How satisfied are you with your sewerage camjsamanagement of
the following aspects of their sewerage service:
Scale: 1= very satisfied, 2= Fairly satisfied, B¢either satisfied nor
dissatisfied, 4= Fairly dissatisfied, 5= very disiséied, 6= don’t know
7=not applicable.
READ OUT EACH STATEMENT AND SINGLE CODE
a) Reducing smells from sewage treatment wofks

b) Maintenance of sewerage pipes and treatmerkswor

c¢) Cleaning waste water properly before releadihgdk into the
environment

d) Minimising sewer flooding

Q44 Taking all those aspects into account, ove@l satisfied or
dissatisfied are you with your sewerage servi8®fGLE CODE

Very satisfied

Fairly satisfied

Neither satisfied nor dissatisfied
Fairly dissatisfied

Very dissatisfied

Don’t know

[(e]
©PrwnhE

Q45 If you could make one single improvement todberall service
provided by your sewerage company what would? be
PROBE FULLY & WRITE IN

Please specify 1

Don't know 99
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SECTION E — SPEAKING UP FOR WATER CONSUMERS Col Route
Q46 Who would you contact if you had a problem witlur water or
sewerage services?
DO NOT READ OUT. SINGLE CODE
My water or sewerage company 1
My local council 2
My landlord 3
Ofwat 4
A consumer body/ the consumer council for water 5
Other (specify) 6
Don’t know 99
Q47 Do you know the name of the consumer bodytfemiater industry?
Yes (specify) 1
No 2 Q47a
Don’t know 99
ASK IF CCWATER OR CONSUMER COUNCIL FOR WATER NOT _
NAMED AT Q47. OTHERS GO TO Q48
Q47a Had you heard of the Consumer Council for Wagéore now?
Yes 1 Q48
No 2 Q49
Don’t know 99 Q49
ASK IF CCWATER OR CONSUMER COUNCIL FOR WATER
MENTIONED AT Q47, OR CODED 1 AT Q47a. OTHERS GO TO Q49
Q48 What, if anything, do you know about the Consufouncil for
Water?
DO NOT READ OUT. MULTICODE
Water Company 1
Consumer Body/provides a voice for consumers 2
Does consumer research 3
Part of Ofwat, the regulatorg 4
A government agency| 5
Regulatory body for water sectof 6
Other (specify) 7
Nothing/not sure | 99
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READ OUT: The Consumer Council for Water was seiru@ctober 2005 td
represent customers of water and sewerage compartegland and Wales
The Consumer Council for Water provides a natimoate for water and
sewerage consumers. They want consumers to gebéable to recognise
that they are getting) high standards and goodeviaiumoney in water and
sewerage services, comparing well with the bestluér service sectors.

ASK ALL

Q49 The Consumer Council for Water is interesteelsitablishing how
valuable its services are to the public. How intgoafris it to you to
have a consumer body representing your interéststahe water and
sewerage services you receive?
READ OUT

Absolutely essential
Very important
Fairly important
Not very important

Not at all important
Don’t know

(e}
P wnNE

Q50 If you wanted to get in touch with the Consu@euncil for Water
what would be your preferred method of contact?

DO NOT READ OUT. SINGLE CODE
Post/letter

Email
Telephone
Via the CCWater website
In person
Other specify

Don't know

©
©rwWNE

Q51 Have you had reason to contact the Consumandiidar Water in
the last year?

Yes Q52

No 2 Q54

Don’t know 99 Q54

=

Q52 What did you last make contact about?
DO NOT READ OUT SINGLE CODE

To ask for information

To comment on a service received
To make a complaint

Billing enquiry

Other specify

Don't know

Q53

O
©IIPwWwnNE
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Q53 Thinking about your contact with the Consumeuil for Water,
overall how satisfied were you with:
Scale: 1= very satisfied, 2= fairly satisfied, 3¥either satisfied nor
dissatisfied, 4= fairly dissatisfied, 5= vedyssatisfied, 6= don’t know
7= not applicable.
READ OUT EACH STATEMENT & SINGLE CODE

a) The ease of contacting someone who was alblelppoyou
b) The quality/clarity of information provided
¢) The knowledge and professionalism of staff Q54

d) The feeling that your call had been, or woudd tesolved

e) The way that the water company has kept yaarnméd of

f) progress with your enquirand /or)claim

ASK ALL

Q54 How much do you agree or disagree with thefig statements about
the Consumer Council for Water?
Scale 1=strongly agree, 2=tend to agree, 3=neithgree nor disagree,
4=tend to disagree, 5=strongly disagree, 99=ddaibw
READ OUT EACH STATEMENT & SINGLE CODE

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

WN -

Q55 What is your preferred source for informatielating to your water and
sewerage services?
DO NOT READ OUT. SINGLE CODE

Consumer Organisation mailings

Face to face with Consumer Organisation staff
Consumer Council for Water website

Local press

Inserts or leaflets with water & sewerage bills
Radio / Television

Environment Agency

Ofwat

Internet

Word of mouth / businesses, etc.

Citizen’s Advice Bureaux 10
Leaflets through the door 11
Local authority 12
Other (please specify) 13
Don’t know 99

O©CoOoO~NOO U WNPE
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SECTION F — BACKGROUND — ASK ALL Col Route
For all respondents:
Q56 Please record the gender of the respori@d®@MOT ASK
Male 1
Female 2
Q57 Which of the following age groups do you falia?
READ OUT SINGLE CODE
18-24 1
25-34 2
35-44 3
45-60 4
61-74 5
75+ 6
Refused 7
Q58 How would you describe your ethnic background?
DO NOT READ OUT SINGLE CODE
White: British 1
White: Irish 2
White: Any other White background 3
Mixed: White and Black Caribbear] 4
Mixed: White and Black African 5
Mixed: White and Asian 6
Mixed: Any other Mixed background| 7
Asian or Asian British: Indian 8
Asian or Asian British: Pakistani 9
Asian or Asian British: Bangladeshi| 10
Asian or Asian British: Any other Asian background 11
Black or Black British: Caribbean 12
Black or Black British: African 13
Black or Black British: Any other Black background 14
Chinese 15
Other 16
Refused 17
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Col Route
Q59 How would you describe the composition of yoousehold?
READ OUT SINGLE CODE
One person household 1
Married couple household 2
Cohabiting couple household 3
Lone parent household:
- with dependent children (under 16) 4
- with non-dependent children only (16f+) 5
other (specify) 99
Q60 What is the occupation of the main income @amygour household?
CLASSIFY ACCORDING TO FOLLOWING OCCUPATIONAL
GROUPINGS. SINGLE CODE
A — Very senior managerial positions (large orgations) and 1
professional occupations
B — Senior managerial; business owners. Middleagament in large 2
organisations
C1 - Small employers; junior management and aitbarmanual 3
occupations
C2 — Skilled manual workers e.g. served apprestigs, special 4
qualifications or certificates
D — Semi skilled and unskilled workers 5
E — Casual workers; unemployed and otherwise ookiwg 6
Refused 99
Q61 What is the total annual income of your houkefizefore tax)
READ OUT SINGLE CODE
Less than £10,000 1
£10,000 - £19,999 2
£20,000 — £29,999 3
£30,000 - £39,999 4
£40,000 - £49,999 5
£50,000 - £59,999 6
£60,000 or more 7
Don’t know/refused 99
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Q62 What type of accommodation do you live in?
READ OUT SINGLE CODE

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

(e}
P wnNE

Q63 Would you say you live in an urban or rurab@8INGLE CODE

Urban

Rural
Suburban/semi rural

Don't know

(o]
OOOI\)H

Thank you for sparing the time to take part.

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

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

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