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This report represents the views of people in our community. The data is based on their opinions rather than
fact. The report contains findings from two separate online surveys for which base numbers can vary.

Two additional questions were added to the Barometer survey in July 2026. These questions focus on
perceptions of environmental performance. These metrics have been added to the dashboard from this
month.

There is no Spotlight survey annex in this main report. This is because all questions asked in this month's
Spotlight survey have been analysed and included within this main report instead.

A full overview of the research methodology, sampling approach and our approach to reporting is available
on the CCW website: https://www.ccw.org.uk/our-work/consumer-panels
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Our Autumn Accountability Sessions

)

Action plan progress tracking continues

CCW and Taylor McKenzie
are continuing to track
progress against each
company's published action
plan and share updates with
communities using a traffic
light infographic.

We are currently sending our
39 monthly action plan
update to all community
members.

This clearly shows which
actions have been
completed, which are in
progress and which are
delayed or require further
follow-up.

Together, these
updates will help
community
members come
Into the Autumn
sessions better
informed, with a
clear view of both
action plan
progress and
wider company
performance.

In this Spotlight survey
community members were
shown our traffic light
infographic alongside a
company fact sheet
infographic. This helped
community members
understand how their water
company is performing
across key areas, what the
Information means in plain
English and where there
Mmay be areas for further
Improvement or challenge.

Water ¥
Voice
The voice for water consumers
Llais defnyddwyr dwr
The Autumn

Accountability
Sessions will then
provide an
opportunity to
review what has
happened since
spring, challenge
delays or weak
evidence and ask
informed questions
about where further
action may be
needed.
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This month's Spotlight survey focused on the upcoming Accountability Sessions. Community members were
provided with information on their company’s performance and their company’s action plan tracker and asked
for their feedback. Findings will help to identify potential topics for the upcoming Accountability Sessions. Since
most of the feedback will be taken forward through the accountability process, this report is shorter than usual
and focuses on the key themes emerging from the exercise.

« Company performance
Company fact sheets provide a concise overview of each company, displaying key information about their
performance to provide context ahead of each Accountability Session.

« Action plan tracker
Records the actions and commitments made through previous and ad hoc Accountability Sessions, including

progress and outstanding activity, helping to avoid duplication and identify where further challenge may be
needed.

Findings from both will be reviewed alongside wider community insight to identify the most relevant issues,
gaps and emerging concerns to put forward as potential topics at upcoming Accountability Sessions.






Sample

Water Voice sample in detalil at total level across all 16 communities.
Figures are taken from the Barometer survey

Water
Voice

The voice for water consumers

869 members onboarded
805 actively participated

Inclusivity

Ethnic Minority

[0)
Background 20%

Rural Representation _ 33%
Accessibility Needs _ 31%
Financially Vulnerable - 26%

Household
Income

Prefer not
to say

£60k plus

£40k-£60k

£20k-£40k

Under £20k

| IGL

48%

Gender

52%

Male

Female

Age 75+

Age 65to 74

Age 55 to 64

Age 45 to 54

Age 35 to 44

Age 25 1to 34

Age 18 to 24

Note: Inclusivity indicators are derived from multiple profile questions and are presented independently; therefore results do not sum to 100%.

Llais defnyddwyr dwr

Age

N 5%
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= Resilience and reliability remain key concerns: Community members frequently raise concerns
about leaks, low water pressure, drought, hosepipe bans and whether companies are investing
enough to protect future water supplies.

= Customers want stronger accountability for performance: Concerns around sewage pollution,
rising bills, executive pay and poor communication are closely linked to calls for clearer
evidence that money is being spent on meaningful service and environmental improvements.

surrounding leakage and infrastructure, pollution and environmental performance, resilience
of future water supplies, value for money and whether companies are delivering against their
commitments.

= Action plan trackers need to demonstrate delivery: Community members feel the plans look
positive on paper, but they do not always see or experience the improvements being delivered.
Community members want to see tangible outcomes and continued improvements on the
issues that matter most.

Q = Key areas of performance remain a concern to community members: Concerns particularly
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Total results across all 16 communities

Overall satisfaction — water (satisfied, scoring 7-10) 52% 52% 0%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 51% 50% -1%
Overall value for money 40% 45% 5%
Trust (a great deal/some trust) 48% 48% 0%
GCeneral outlook (positive outlook) 46% 42% -4%
Communication (fair/good commmunication) 34% 41% 7%
Brand connection (someone I'd really like and who I'd have a lot / some things in commmon with) 25% 35% 10%
Brand momentum (salience) (on its way up/has a lot going for it) 20% 28% 8%
Improves our rivers 20% 27% 7%
Creates a greener future 25% 32% 7%
Spends community members' money wisely 18% 27% 9%
Contributes to our communities 27% 37% 10%

Protects our environment

25%

27%

2%

Gives clear information about their environmental action

28%

31%

3%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape the Accountability Sessions, rather than measure statistical performance.

Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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What community members are talking about
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Across the communities, the strongest recurring theme was not only the performance scores themselves but also
the gap between reported activity and evidence of clear, tangible improvement.

Across water companies, members broadly want greater transparency and accountability. There is a key focus on whether
actions are making a practical difference to everyday service, environmental performance and value for money.

= Trust, value and finances: CEO pay, profits, dividends, bills and where ‘Further information on what progress is being

money is being reinvested continue to shape perceptions of made towards the Connect 2050 programme.
: . Reasons behind the weak overall satisfaction score.
fairness and accountability.

Why leakage targets have been missed and why
drinking water quality is not in the top 10 of

=  Future discussions should focus on tangible service and fairness providers.”
issues: Key priorities include leakage and infrastructure, drought ) .
. . : . How the operational performance can be
and supply resilience, pollution and sewage, water quality, bills and addressed while investment is facking due
value for money. to debt repayment. *

u IDellveredl aCtiOHS ﬂeed ViSIble eVIdeﬂCe Mem berS Wa ﬂt Clearer “FOCUS on Supp/_y[nterrupt/ons and /egkages"
proof of what completed actions have achieved, including
measurable outcomes, local examples and evidence of the

) “Why aren't the leaks being fixed to target - what
difference made to customers. y d d

extenuating circumstances caused the miss, is it
likely to repeat again “

= Unfinished actions require clearer accountability: Community

members want firm deadlines, interim milestones, regular updates, “Clearer links between what we pay, what gets

named responsibility and honest explanations for delays. done and how bosses are rewarded.”
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Total communities: Spotlight findings

Views on company performance
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Community members were shown a company fact sheet providing an overview of their water provider's performance
across a range of measures. 46% of community members rated their provider positively based on this overview of
performance. 77% of members felt that the company fact sheet reflected their own experience of their provider and
77% felt that it accurately reflected the issues that matter most to them. After review, 19% had a less favourable view of

the company, whilst 36% said their opinion improved.

How would you rate your , How .clos.ely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own matter most to you as a affected your overall
experiences of your water customer? opinion of your water
provider? provider?

45%

32%
m 9% Not accurate m 9% Accurate m % Does not reflect the issues well .
m % More favourable

% No change

"% Cood % Neutral =% Poor = % Reflects the issues well 29 Lo fovourable




Total communities: Spotlight findings

Views on company performance
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“The fact that they fall short in the
quality of the drinking water”

Thematic analysis of the overall feedback:

“Clearer links between what we pay,
what gets done and how bosses are
rewarded.”

+ Performance and future resilience: Leakage, pollution, water
quality, supply interruptions and drought raised concerns
about current performance and whether companies are
investing enough to provide reliable, resilient services in the

future.
. ) ] o “Salaries and shareholder profits.
* Finances and value for money: Bills, profits, dividends and Still does not make sense looking at
executive pay prompted guestions about whether enough targets missed.”

customer money is being reinvested in infrastructure and
service improvements.

“£75m in dividends when we are not
on top of leaks is appalling. £500k
salary plus benefits and a pension

more than my salary! We are
overpaying management!”



Total communities: Spotlight findings
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Action plan progress tracker
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When asked how they felt about progress on their action plans, 44% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that members recognise signs of progress, particularly around
communication and transparency, but want companies to move beyond 'quick wins' and demonstrate that action
plans are delivering tangible improvements to core services.

How do you feel about What do community members say about progress?

the progress being
mMmade?

40%

H % Positive B % Neutral m% Negative

Progress is recognised but needs stronger evidence: Community members can see
that actions are being taken, but with many still in progress they want clearer
milestones, measurable outcomes and evidence of what has actually changed.

Communication improvements are the most visible change: Clearer bills, websites,
customer information and engagement are among the improvements members
notice Most.

'Quick wins' can feel less meaningful: Some completed actions focus on
communications and information provision, which can feel easier to deliver than
tackling more fundamental operational issues.

Community members want tangible, real world improvements: Progress is
ultimately judged through leakage, pollution, water quality, supply reliability,
infrastructure and resilience, where many members have yet to notice enough
change personally.

Trust will depend on sustained delivery: Greater openness and action planning are
positive, but confidence is more likely to improve when commitments translate into
visible, lasting results.

y

13



ceW

The voice for water consumers
Llais defnyddwyr dwr

Water Voice
Barometer and Spotlight Repo

Affinity Water
August 2026

Delivered by Taylor McKenzie Research

ccw.org.uk



15

Affinity Water Affinity

Community population Water
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Barometer completes: 49
Spotlight completes: 49

Note: The figures below are based on Barometer survey completes. Age
Vi Household
Inclusivity ' Age 75+ HE 34
INCome E—
Cender

Age 65 to 74 N ©

Ethnic Minority | I © Prefer not to . S

Background 4 say B3

29
23 23
20 Age 55 to 64 = 8
Rural - 7 £60k plus -_7 2] B ©
Representation [N 2 A A0 0 S e 1
I 0
I £40K-£60k ™ Age35to4s MG

Accessibility Needs

e
£20k-£40K -_6 15 Male Fernale pge25toss MG
Financially - 5 —
Age 18 to 24
Vulnerable [N 10 Under £20k -6 12 L

Note: Financial vulnerability is derived from income under

20k, receipt of any benefit and/or in receipt of a discounted

water bill.

Sample note: We have met over 95% of our minimum sample quotas. N.B. The number of respondents in the lowest

household-income band is below the minimum quota, however when combined with community members who are on

benefits, struggling to pay their bills or on a discounted water tariff the quota for financially vulnerable community

members is met. We are currently monitoring the quotas which are close to the minimum target to ensure we 'top up' . current sample
here when replacing any drop-outs. We are also working to boost our male sample, those aged 18-24 and those earning

£20k-£40k.

. minimum sample
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Overall satisfaction — water (satisfied, scoring 7-10) 55% -14% 52% 3%
Overall value for money (satisfied, scoring 7-10) 43% 3% 45% -2%
Trust (a great deal/some trust) 49% 2% 48% 1%
General outlook (positive outlook) 55% 13% 42% 13%
Communication (fair/good communication) 49% 9% 41% 8%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 33% 4% 35% -2%
Brand momentum (salience) (on its way up/has a lot going for it) 37% 17% 28% 9%
Improves our rivers 33% 10% 27% 5%
Creates a greener future 21% 6% 32% -2%
Spends community members' money wisely 299%, 13% 27%, 1%
Contributes to our communities 41% 21% 37% 4%

Protects our environment

31%

-1%

27%

4%

Gives clear information about their environmental action

31%

-3%

31%

0%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Satisfaction — water service

55%

52% total community average

Positively...

+ Reliable supply remains the main driver of satisfaction:
Community members consistently report few problems or
interruptions, with clean, dependable water and generally
positive service experiences underpinning higher scores.

But...

+ Rising bills are the main factor holding satisfaction back:
Many feel the basic service works but increasing costs and
weak perceptions of value for money prevent stronger
scores.

+ Billing issues and poor customer service drive dissatisfaction:
Incorrect or unclear bills, poor communication and difficulty
getting problems resolved lead to particularly negative
experiences.

Value for money satisfaction

45% total community average

Trust

49%

48% total community average

43%

Why have you given this overall
satisfaction score?

“The bills seem to rise however the
quality of the water and the service do
not improve.”

“I've had uninterrupted water
supply of clean water for
ages.”

9/10 satisfaction score 6/10 satisfaction score

“Poor customer service,
constant problems with
water pressure in our areq,
they are just putting
plasters on problems.”

‘rates are sky high, leaks
everywhere and shareholders are
taking big bonuses.”

1/10 satisfaction score
5/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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55% of community members are satisfied this month, which is the lowest recorded level since reporting
began: a 13-point drop from the last wave. Satisfaction with value for money is at 43%, a 14-point drop from last
month, close to levels last seen in November.

Total % satisfied —water

(o)
69% 1% 650, 67% 405 65% 70% 63%

S7% 55%

9% 60%
“55%56% o e 59% 60% 599 B

=@=T0tal

349% 31%

=@ Affinity Water

22% 20% 29% 22%
9% 9% 5w 10% 9% 6% 8% B% uw%

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

30% 27% 229 28%

H % Satisfied (Score 7-10)
B % Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied — value for money
62%

55% 539, 55% 57%

49%

46% 47% 45%
407 %.8% 49% 207

46% 45% 45% 46% 419 43%

=@—Total =@=Affinity Water

31%
36% 26% 43%
[0)
29% 3% 20% s

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26

259 37%

H % Satisfied (Score 7-10)
% Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust
57%

55% 0
53% 5oo 54% 539% 535%
48% - o 49%

47% 47% 48%

—@—Total =@=Affinity Water

29%

0,
B 4% 37% 36% 30%

9 40%
200 S0 37% b 3

Nov 25 Dec25 Jan26 Feb?26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26

H % Trust % Neutral H % Distrust
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Community members were shown a company fact sheet providing an overview of their water provider's performance
across a range of measures. 47% of community members rated Affinity Water positively based on this overview. 69% of
members felt that the company fact sheet reflected their own experience of their provider and 78% felt that it reflected
the issues that matter most to them well. After reviewing the company's performance, 24% had a less favourable view
of the company, whilst 39% said their opinion improved,

How would you rate your
water provider's overall
performance?

33%

m % Good

% Neutral m % Poor

How closely does the
information in the company
fact sheet reflect your own
experiences of your water
provider?

m % Not accurate

m % Accurate

How well does the company
fact sheet reflect the issues that
mMatter most to you as a

customer?

m % Does not reflect the issues well

® % Reflects the issues well

How has reading the
company fact sheet
affected your overall
opinion of your water
provider?

37%

m % More favourable
% No change
H % Less favourable

19
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Views on company performance
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Thematic analysis of the overall feedback:

Leakage and water quality concerns: Key areas of
underperformance, with people wanting clearer
explanations for missed targets and what is being done
to improve them.

Finances and value for money: Information on bills,
profits, dividends and senior pay led people to question
whether enough customer money is being reinvested
Into improving services and infrastructure.

Drought and future resilience: Hosepipe bans, drought
and low water pressure raised concerns about how
prepared the company is for future demand, climate
change and periods of extreme weather.

Customer service and communication: Some wanted
more information on complaints handling,
communication during issues and how vulnerable
customers are supported.

Llais defnyddwyr dwr

“It would be good to see clearer
evidence of how the provider is
responding to customer concerns
and improving value for money”

‘It was eye opening to see the
company profit and CEO salary. |
find things like this hard to read as |
strongly believe that water
companies should be a public asset.
I was surprised at how low some of
the ratings are (e.qg. leakage targets
and water quality targets) as this
does not match with my experience
of the company.”

“The CEO salary is crazy!”

“In the recent heatwaves we have
been experiencing low water
pressure and the drought issues we
are experiencing in the south. |
would like to know what their plans
are as it is very concerning to me.”

“‘How to support those on
the PSR*access the
support they need as
droughts become more
common”

* Priority Services Register
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When asked how they felt about progress on their action plans, 41% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that action plan progress is largely viewed as positive, but many
feel delivery is too slow and want to see more tangible improvements, particularly around leakage, water quality and
infrastructure.

How do you feel about What do community members say about progress?

the progress being
mMmade?

» Limited visible impact: Many have not personally noticed
improvements and feel there is little tangible evidence that the action
plan has made a difference.

* Too much focus on communication: Some feel progress has centred
on apps, information and other 'office-based' actions rather than
meaningful operational improvements.

» Leaks remain a major concern: Ongoing and slow-to-fix leaks make it
difficult for people to view the action plan as successful.

43% « Wider water and environmental issues remain unresolved: Drought,
sewage pollution and water resilience continue to undermine
- perceptions of progress.
* Scepticism about delivery: Some doubt whether promised

improvements will be achieved and want stronger evidence that
m% Positive % Neutral % Negative commitments are translating into real change.
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Summary and next steps
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Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

« Drought preparedness and future supply
« Billsand value for money

 Reducing leakage

« Accessible customer communication

« Water efficiency and conservation

22
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Barometer: findings in detail

Affinity Water
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Question Percentages by wave for this community vs. total for this wave

69% 71% 65% 67% - 64% 65% 70% 68% 55% 2%
ngrall satisfaction - % —————— — . ¢ -~ ————— °
satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

(o)
. . A 55% 53% 45% 47% 49% 55% 62% 57% o =

\/alug fqr money satisfaction — — —— > — e e O
% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

47% S7% 53% 51% 47% 55% 53% 50% 53% 49% o
Trust — % a great deal / some — —_—— °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Question Percentages by wave for this community vs. total for this wave
Ceneral outlook — % positive o~— - e : i — - °
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

48% 49% 51% ) ) . 52% 47% 49%
Communication — % 40% 40% 40% 4417 4%
: 0 . — e ——— 4.\. - 1/.‘ —— — ‘o

communicates very / fairly
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection - % 59% 39% 500 35% 38% 20% 39% 36% “5% 33% 2co,
someone |'d rea||y||keand ./.\.7 B W P

who I'd have a lot / some
things in common with

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. 34% 9 29% 32% 32% 35% 32% 34% 37%
Brand momentum — % on its 20% ’ 27% R ————— e 8" 28%

way up and has a lot / a few
things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Question Percentages by wave for this community vs. total for this wave
45% & 41% 36% 9
. . e Y
% Agree — improves our rivers
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
43% 259, 339 38% 36% 39% 299 38% 219%
5 24% e — 4\.0 32%
% Agree — creates a greener — s °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
43% 38%

27% 31% e 28% 31% 34% 29% 579%
% Agree — spends customers' 1%_ —,——— e ——~ °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

[0)
o 37% 38% 39% 40% 43% 41%

) 31% 28% ® 37%
% Agree — contributes to our 2% — —— - - ®

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Question Percentages by wave for this commmunity vs. total for this wave

32% 27%
% Agree — protects our ? 31% A
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. 34%
% Agree — gives clear ° %1% 31%

information about their —— °

environmental action
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Barometer completes: 50
Spotlight completes: 50 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ __E

N 4
INnclusivity Household Cend
. enaer I
e SR ——
Ethnic Minority - 9 Prefer not o3 24 > 26
Background o tosay M3
Age 55 to 64 = -
£60k plus T 7
Rural B - P — 1o
Representation [N 17 Age 45 to 54 I -
I o
£40K-E60K =]?2
1
Accessibility Needs N -
I - ooktao. . 15 Male Female g o 0 N 10
_ R 13

Financially 5 I Age 25 to 34 I

vulnerable [N 15 Under £20k — B 10
Note: Financial vulnerability is derived from income under - 3
20k, receipt of any benefit and/or in receipt of a discounted Age 18 to 24 - 2
water bill.

Sample note: We have met over 95% of our minimum sample quotas. N.B. The number of respondents in the lowest

household-income band is below the minimum quota, however when combined with community members who are on . |
benefits, struggling to pay their bills or on a discounted water tariff the quota for financially vulnerable community current sample
members is met. We are currently monitoring the quotas which are close to the minimum target to ensure we 'top up!'

here when replacing any drop-outs.

. mMinimum sample
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Overall satisfaction — water (satisfied, scoring 7-10) 48% -8% 52% -4%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 62% 12% 50% 12%
Overall value for money 40% 6% 45% -5%
Trust (a great deal/some trust) 54% 0% 48% 6%
Ceneral outlook (positive outlook) 44% -11% 42% 2%
Communication (fair/good communication) 40% 15% 41% -1%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 40% 16% 35% 5%
Brand momentum (salience) (on its way up/has a lot going for it) 26% 8% 28% -2%
Improves our rivers 18% 4% 27% -9%
Creates a greener future 32% 10% 32% 0%
Spends community members' money wisely 16% 0% 27% -11%
Contributes to our communities 38% 8% 37% 1%

Protects our environment 20% 3% 27% -7%

Gives clear information about their environmental action 22% 7% 1% -9%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Barometer: executive summary toueeuegdfopo Ve /7,

Overview of key findings anghan - -
Liais defnyddwyr dir
Satisfaction — water service Value for money satisfaction Trust
48% 40% 54%

52% total community average 45% total community average 48% total community average

Why have you given this overall

Positively.. satisfaction score?

* Reliable supply is the strongest driver of satisfaction: “My water supply is completely “Good supply but very
Community members consistently value clean, reliable customer service is expensive.”
uninterrupted water with few problems, while responsive extrreme/ heloful” ’
service and good communication further strengthen v neip 7/10 satisfaction score

ositive experiences. , ,
P b 10/10 satisfaction score

But...

» Pollution and leaks reduce satisfaction: Many community “Rising bills while my water usage
members feel the core service is reliable but concerns about “Too many leaks. Too much decreases is not value for money.
sewage pollution and leaks lower their overall satisfaction. pollution. Too much individual Where are AW spending bill ,ooye.rs

+ Rising bills raise questions about how money is spent: Profit. money?”
Community members are concerned about value for _ .
money, profits, shareholder returns and executive pay. 4/10 satisfaction score 3/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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@ Anglian Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction is at 48% this month, the lowest recorded level since February and a 14-point drop from last

month. Satisfaction with value for money remains steady at 40%. Trust is at 54%, remaining fairly steady since
May.

Total % satisfied —water
61% 61%

5995 60% ©2%

49% 48% 48%

=@=—Total =@=—Anglian Water

% 44%
34% Lo 49% 300 41% 38% 36% 349, |

O o, 50, OF wom wes wos ©% ues BH
Nov 25 Dec 25 Jan 26 Feb 26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10)
% Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied — value for money

-
(0]

49 45% 46% 48%

©38% 389,40%

—@—Total ==@=Anglian Water

6% 530 SI% 52% ggq 3% 4% . 5%

Nov 25 Dec25 Jan26 Feb?26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

42%

m % Satisfied (Score 7-10)
% Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust
©61%
58% 0

0 cco 57%

56%

4% 539 53% 54%

520~ W7 53% 50% 510,
48%  4B% 9% C48%

=@—Total =@=Anglian Water

32% 35% 37% 3% g, 9% 30% 0% 3 32%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26

m % Trust % Neutral m % Distrust



Anglian Water: Spotlight findings

Views on company performance

The voice for water consumers

Llais defnyddwyr dwr

Community members were shown a company fact sheet summarising Anglian Water's performance across a range of
measures. Based on this information, 34% rated the company positively. 76% thought the company fact sheet reflected
their own experience of Anglian Water and 78% thought it reflected the issues that matter most to them. After
reviewing the company’s performance, 32% said their opinion of the company improved, compared with 26% whose

view became less favourable.

How would you rate your How closely does the
water provider's overall information in the company
performance? fact sheet reflect your own
experiences of your water

provider?

44%

m % Good % Neutral H % Poor

m % Not accurate m % Accurate

How well does the company
fact sheet reflect the issues that
mMatter most to you as a
customer?

m % Does not reflect the issues well

® % Reflects the issues well

How has reading the
company fact sheet
affected your overall
opinion of your water
provider?

42%

m % More favourable
% No change
H % Less favourable
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Anglian Water: Spotlight findings

Views on company performance

4 / y

The voice for water consumers

Thematic analysis of the overall feedback:

Underperformance: Community members were
surprised by low drinking water and Environmental
Performance Assessment (EPA) scores and wanted to
understand why targets had not been achieved.

Leakage, drought and resilience: Leakage and the ability
to cope with water shortages, extreme weather and
future regional development emerged as important
areas requiring more practical detail.

Financial transparency and senior pay: Community
members had questions about what happened to excess
profit, CEO remuneration and whether customers
received appropriate value.

Llais defnyddwyr dwr

“Why are the targets not
accomplished? what are the
bottlenecks.”

‘It would be good to understand progress
made with large regional developments
in Anglia's area... This is especially
pertinent in light of the current water
shortage and hosepipe ban.”

‘I was surprised to see the CEO
salary. It's an eye watering figure.”

“The financials cover the basic
outgoings but not what happens to
the excess profit e.g how it is
invested.”



Anglian Water: Spotlight findings

Action plan progress tracker

S

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 32% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that Anglian Water is seen to be improving communication and
engagement, but community members remain unconvinced that this is translating into sufficient practical or
operational change.

How do you feel about What do community members say about progress?
the progress being - . .
made? * Progress feels slow and incomplete: A relatively small proportion of

completed actions and numerous outstanding activities led many to
reserve judgement despite acknowledging that deadlines are visible.

» Better communication is recognised: Customer engagement, local
information and the Building for Better campaign were noticed
positively, with some reporting clearer and more regular
communications.

+ Communication is not enough: Completed actions were often
S4% regarded as relatively easy engagement activities rather than
substantive improvements to leakage, water supply, costs or other
operational priorities.

- * Impact and evidence remain unclear. Many had experienced little
personal benefit and wanted clearer proof of what has changed and
whether completed actions have genuinely delivered value.

H % Positive % Neutral m% Negative



Anglian Water: Spotlight findings

Summary and next steps

/ /

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

 Drought planning and water storage

« Bills, profits and executive pay

* Leakage and water conservation

« Pollution and environmental performance

* Vulnerable customer support
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Anglian Water

ccw.org.uk
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Anglian Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
56% 61% £49% 48% 61% 54% 58% 57% 62% 48% 529
. - @ o ———— e e
Overall satisfaction — % - °
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. . . 51% 50% 49% 50% 59% 61% 56% 60% 55% 62%
Overall satisfaction with - .- . e —— 50%
sewerage services — % -
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
24% 39% 39% 35% 48% 39% 38% “7% 38% 40% Lo
Value for money satisfaction — >——s i B > N -
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
61% .
. 54% 53% 53% =6% 52% o S o 54% 48%
Trust — % a great deal / some — . i N —— o °
trust
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Anglian Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

55% 59% 55% 48% 57% 579 56% 57%

L. e e . e — o)
General outlook — % positive — —— 4%4’

outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. . 9 40% 40%
Communication — % 25% 22% 24% s1% - e 26% 432%__—_—43L————‘0 2
communicates very / fairly —_— N —
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 lielEEl AU, 2o
| _ 0
E%andconpechon - % ) - - 10, 0 25% e 269% 28% 40% 2504
someone I'd really like and 24% ° © I — - °
. — =—0— e e e
who I'd have a lot / some o
things in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
) : LY 26% 30% 26%
Brand momentum — % on its 18% 16% 16% 17% 14% o ’ —— . 2%%
way up and has a lot / a few —_— o —— . 4',,——”‘_*

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Anglian Water: Barometer Ve /7,

The voice for water consumers

Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
22% 23% 21%
149% 18% 16% 15% 18% 17% ° - ° 18% 7%
. o = 0= —
% Agree — improves our rivers -~ - — ¢
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
29% 24% 30% 28% 26% 32%

% Agree — creates a greener e —— ™

future

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
9 26%
16% 18% e 10, 16% 20% 18% W/" 27%
% Agree — spends customers' P : —— e °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
20% 41% - 35% 41% 8 34% 38% 38% 38% 37%
o (0]
% Agree — contributes to our ./‘\.7 N — > — >

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Teiial g 218



Anglian Water: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
A 20% 27%
% Agree — protects our 17%
environment 0/. ¢
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 15% 22% 31%

information about their —" °

environmental action
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Dwr Cymru

Dwr Cymru
Community population Welsh Water _
Linis detnydawyr i
Barometer completes: 44
Spotlight completes: 45 Age
Note: The figures below are based on Barometer survey completes.
There are 11 Welsh speakers within this community with Age 75+ 3
3 members speaking Welsh as their first language. 2 N S
community members have requested the survey in
Welsh.
Age 65 to 74 = g
Inclusivity Household Gender
- iIncome Age 5510 64 MM S
Ethnic Minority [l 3 23 oo 23 > B 6

Sackground M 3 pre{esia@Ot © B S Age 4510 54 __6
Rural 7 I 9
Representation [N 7 EOOK PIUS e o Age 35 to 44 __6 .
11 B 0

Accessibility Needs £40k-£60k B -
Y I s B 10 Male Female Age 251to 34 e
N S
) ) £20k-£40k
Financialy [R5 I Age 1810 24 3

Vulnerable [N 17 3
Under £20x I 12

BN ©

Note: Financial vulnerability is derived from income under
20k, receipt of any benefit and/or in receipt of a discounted
water bill.

Sample note: We have met over 95% of our minimum sample quotas. We are currently monitoring the quotas which are close to the
minimum target to ensure we 'top up' here when replacing any drop-outs. N.B. The number of respondents in the lowest household-
income band is below the minimum quota, however when combined with community members who are on benefits, struggling to pay
their bills or on a discounted water tariff the quota for financially vulnerable community members is met. We are also working to boost our
£20k-£40k sample and our 25-34 years sample.

. current sample . mMinimum sample



Barometer dashboard summary ... Dwr Cymru
‘?A)vgirlcafngence -10% below w WeISh WCl'l'er
average The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 52% 7% 52% 0%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 52% 5% 50% 2%

Overall value for money 45% 7% 45% 1%

Trust (a great deal/some trust) 43% 2% 48% -5%
Ceneral outlook (positive outlook) 39% -7% 42% -3%
Communication (fair/good communication) 23% -5% 41% -19%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 27% 1% 35% -7%
Brand momentum (salience) (on its way up/has a lot going for it) 27% 7% 28% -1%
Improves our rivers 18% 4% 27% -9%
Creates a greener future 30% 5% 32% -3%
Spends community members' money wisely 20% 0% 27% -7%

Contributes to our communities

34%

14%

37%

-3%

Protects our environment

18%

-2%

27%

-9%

Gives clear information about their environmental action

18%

-1%

31%

-13%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.



Barometer: executive summa ry

45

M/ Dwr Cymru o q{ y
Overview of key findings Welsh Water - -
Liais defryddwyr
Satisfaction — water service Value for money satisfaction Trust
52% 45% 43%

52% total community average

Positively...

+ Reliable water supply and good service drive satisfaction:
Satisfied community members commonly report clean,
reliable water with few disruptions or problems. Positive
experiences with responsive customer service and
communication also reinforce satisfaction.

But...
+ Sewage pollution drives dissatisfaction: Concerns about

pollution in rivers and seas, alongside limited visible
improvements, lead to negative views.

+ Rising bill concerns create neutrality: Community
members often feel the core water service works
adequately but increasing costs and concerns about
value for money prevent stronger satisfaction.

45% total community average

48% total community average

Why have you given this overall
satisfaction score?

“Water quality is good and customer
service has been outstanding when
there have been problems.”

‘Water supply is good. But
sewage systems and pollution is
a concern.”

10/10 satisfaction score 7/10 satisfaction score

“The bills keep going up. More
leakages. More sewage in the seaq. It's
quite poor really.”

“Appalling bill increases and still
continues to pollute our
beaches.”

4/10 satisfaction score 1/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.




& Dwr Cymru: Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction has remained fairly stable since April, with 52% of community members satisfied.
Satisfaction with value for money is at 45%, a 7-point decrease from last month. Trust remains steady at 43%.

Total % satisfied — water Total % satisfied - value for money Total % trust
52% 57% 54%
46% “8% o 460 49% 48% 49% oo, 48%53%48% ® 49% 53% 519 51% 4g0,
52% o
40% % 46% 2480 48% 47% 9 52% ¥, 2% o, > 7°50%, %
45% 0 45% 44% o 0 o 4L4% 439% 47% 46% 43%
45% —&—Total =®=DwrCymru 39% —e—Total  =@=Dwr Cymru —8—Total =@=DWr Cymru

25%
9% 38% 299 - 32% = 3% 1

(o)
45% 43% 279, 33% 35% 30% 32% 40% 37% 41%
%

37% 31% 26%
34
T III-uI--I T1I1111

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Nov25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26 Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul26 Aug 26

9 27% 26%
36% o 25% 299

B % Satisfied (Score 7-10) % Neutral (Score 4-6) B % Satisfied (Score 7-10) % Neutral (Score 4-6)

- % Trust % Neutral H % Distrust
B % Not Satisfied (Score 0-3) B % Not satisfied (Score 0-3)



Dwr Cymru: Spotlight findings

Views on company performance

The voice for water consumers

Llais defnyddwyr dwr

Community members were shown a company fact sheet summarising Dwr Cymru's performance across a range of
mMeasures. Based on this information, 33% rated the company positively. 62% felt the company fact sheet reflected their
own experience of Dwr Cymru, while 58% felt it covered the issues that matter most to them well. After reviewing the
company’s performance, 27% said their opinion of the company improved compared with 13% whose view became less

favourable.
How would you rate your - How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own matter most to you as a affected your overall
experiences of your water customer? opinion of your water
provider? provider?

m % Good

38%

% Neutral

m % Poor

m % Not accurate m % Accurate m % Does not reflect the issues well

60%

m % More favourable

. % No change
m % Reflects the issues well B % Less favourable

47
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Dwr Cymru: Spotlight findings

Views on company performance

4 / y

The voice for water consumers
Llais defnyddwyr dwr

“Still not very clear where our money
Is being spent is it?”

Thematic analysis of the overall feedback:

- Operational performance and environmental concerns: ‘Pollution in rivers & seas - what is
Missed targets for leakage, drinking water, pollution and being done to stop this 7"
supply interruptions stood out and generated calls for ) o ,
clearer evidence of improvement. The ongoing issues around water quality,
pollution, leakage and supply
 Financial transparency: Community members wanted a interruptions should be discussed,
much clearer explanation of where money and _particularly what is being done to
investment are going, particularly given Dwr Cymru's improve performance in these areas
not-for-profit structure.
« CEO pay and accountability: Senior remuneration "How is investment being used to improve
attracted strong criticism, especially where community efficiencies

mempbers felt operational targets were not being met.
P S S “Why is the CEO paid so much if
they are not making targets?”



Dwr Cymru: Spotlight findings

Action plan progress tracker

4 4

The voice for water consumers

When asked how they felt about progress on their action plans, 40% of community members said they felt positive.

Llais defnyddwyr dwr

Thematic analysis of open-ended responses revealed that improved communication and some visible progress are
acknowledged but doubts over what has genuinely been 'delivered' and continuing environmental problems

undermine confidence.

How do you feel about
the progress being
mMmade?

42%

H % Positive % Neutral m% Negative

What do community members say about progress?

Some progress and greater openness are welcomed: Community
members recognised completed actions, improved customer
communication and evidence that feedback is being considered.

'Delivered' actions are questioned: Some challenged whether specific
actions had actually been completed and regarded welbsite or
engagement activity as vague, superficial or box-ticking.

Environmental issues remain the real test: Sewage discharges, river
and bathing-water quality, leakage and local supply problems were

seen as more important measures of progress than communications
activity.

GCreater transparency and evidence are needed: Community members
wanted easier access to information, clearer definitions of delivery and
stronger proof that actions are benefiting customers in practice.

y
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Dwr Cymru: Spotlight findings

Summary and next steps

4 /

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

» Bills, executive pay and spending

* Reducing pollution and sewage discharges
* Leakage and infrastructure

« Drought and future water supply

« Customer engagement

y
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Dwr Cymru

ccw.org.uk
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Dwr Cymru: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
0 52% 58% 62% 51% 55% 56% 55% 57% 52%
45% : o o . A 52%
. . e ————=-" =—=0
Overall satisfaction — % - °
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. . . 47% 52% 56% 60% 51% 47% 46% 49% 46% 52%
Overall saUsfa;Uon with B ———e— . e 50%
sewerage services — % b
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
29% 43% 48% 47% 45% 49% 46% 47% 52% 45% 459
0 a —= s 0= C (0]
Value for money satisfaction — > o B - -
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
41% 52% 44% 57% 43% 47% 52% 51% 46% 43% e
Trust - % a great deal / some —_————  T———————————* —— o

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Dwr Cymru: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
(o)

" 46% 45% 46% o 40% 39% 42% 43% 43% 39% 42%
General outlook — % positive ~— — B — S — —— : °
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Communication — % 28% 4%  25% 52% 23% 22% 27% 27% 22% 23% “J
communicates very / fairly ¢ - oy - - N - —- -o
well Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % 27% 26% 32% 32% 31% 529 31% 30% 27% -

, . 17% ~— —
someone I'd really like and 0——0\.0/° T e—— —o °

who I'd have a lot / some

things in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Toiial e 25
. 28% 0 27%
Brand momentum — % on its 20% 14% 12% i 17% 245 17% 22% 22% 0 285
P /\ e — = e —0
way up and has a lot / a few —- ——

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Dwr Cymru: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
23% 20% 20% 9
14% 10% 15% - 17% : 13% 12% ’ 18% 27%
% Agree — improves our rivers ¢
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
24% . 25% 30% 23% - 1% - 2% 30% .
% Agree — creates a greener 14% ——————— N —— s
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
28%
) , 20% 17% ° = 20% 17% 189% 22% 20% 27%
% Agree — spends customers .\10’%/./\ P e —e °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
(0)
' . _— 27% 26% 23% el 29% 27% 26% S4% 7%
% Agree — contributes to our . . — ——— ——— — —" °

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26



Dwr Cymru: Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

20% . 27%

% Agree — protects our .\1.% .

environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 19% 18% 31%
information about their e >
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Hafren Dyfrdwy

Community population

57

DYFRDWY

severn dee The voice for water consumers
Llais defnyddwyr dwr

HAFREN

Barometer completes: 42
Spotlight completes: 41

Note: The figures below are based on Barometer survey completes.

There are 8 Welsh speakers within this community with 1
member speaking Welsh as their first language. O have
requested and been sent the survey in Welsh.

Inclusivity Household
iIncome
Ethnic Minority Il 3 Prefer not
Background I to say M3
Rural - £60k plus W
. B 10
Representation [N 26
c40k-feox N 10
. 1 B 1
Accessibility Needs
I T
Financialy [l 5
Vulnerable [ 6
Under £20k -3_ 12

Note: Financial vulnerability is derived from income under
20k, receipt of any benefit and/or in receipt of a discounted
water bill.

Sample note: We have met 95% of our minimum sample quotas. N.B. The number of respondents in the lowest household-
income band is below the minimum quota, however when combined with community members who are on benefits, struggling

to pay their bills or on a discounted water tariff the quota for financially vulnerable community members is met. We are currently
monitoring the quotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are
also working to boost our male sample, ethnic minority sample, 18-24 years sample and those aged 75+.

Age

Age 75+ = .

Age 65to 74 = ©

__E
N s

N -
I s

N -
I 12

N -
BN s

 C
B

Age 55 to 64
Age 45 to 54
Age 35 to 44
Age 251to 34

Age 18 to 24

current sample . mMinimum sample
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average
% difference -10% below

average severn dee The voice for water consumers
Llais defnyddwyr dwr

él Barometer dashboard summary o _

Overall satisfaction — water (satisfied, scoring 7-10) 67% 6% 52% 14%
Overall value for money 64% 16% 45% 19%
Trust (a great deal/some trust) 69% 1% 48% 21%
Ceneral outlook (positive outlook) 67% 16% 42% 25%
Communication (fair/good communication) 45% 12% 41% 4%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 50% 26% 35% 15%
Brand momentum (salience) (on its way up/has a lot going for it) 45% 18% 28% 17%
Improves our rivers 24% 4% 27% -4%
Creates a greener future 38% 23% 32% 6%
Spends community members' money wisely 33% 11% 27% 6%
Contributes to our communities 50% 23% 37% 13%

Protects our environment 24% 5% 27% -3%

Gives clear information about their environmental action 17% -6% 31% -14%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.



HAFREN

Barometer: executive summary e O A AN

Overview of key findings

severn de e The voice for water consumers
Llais defnyddwyr dwr

Satisfaction — water service Value for money satisfaction Trust
67% 64% 69%
52% total community average 45% total community average 48% total community average

Positively...

« Reliable, problem-free service drives satisfaction:
Community members consistently value clean,
uninterrupted water, with good pressure and responsive
service further supporting positive scores.

But...

« Pollution and limited infrastructure investment hold
satisfaction back: The household service is often seen as
adequate, but wider environmental performance
prevents stronger scores.

« High billsand concerns about profits drive dissatisfaction:
Community members question whether they receive
value for money and feel profits are prioritised over
service improvements.

Why have you given this overall
satisfaction score?

“No interrupted supply and good “‘Our water supply has always
quality water.” been good and never had a
problem with the water itself.
10/10 satisfaction score Cost is the only problem.”

7/10 satisfaction score

“Not enough money spent on major

infrastructure work, to help prevent “Bills too expensive.”
water lose and pollution control. To
much profit going to share holders.” 2/10 satisfaction score

4/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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& Hafren Dyfrdwy: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction has decreased to 67%, down 10 points since last month. Value for money satisfaction is at
64% and has remained steady since May. Trust is at 69%.

Total % satisfied —water Total % satisfied - value for money Total % trust
% 64% 64% % 760
7195 73% T4% 74% 73% 75% 79%77% - 61% 57% 57% ceop O1% 63% 64% b4% % 99, 63% 670 716 64%79%.76% 73%c00
61% ’ 49% 49%

[0) o) o)

q 0TI ¥ 59%54% 1 59.55% con mo 2

5% 58% Sa% 5% oo, 59% 007659% % 4% 46% oy F0% 497050% 1By, 48%5% ,g9,92754% 49%>270 50% 51% 48%
(0]

52% 40%
—@—Total =0—Hafren Dyfrdwy —@—Total =0—Hafren Dyfrdwy

IIIIIIII 37% 34% 27% Izcy I IIII

249 24% 31% 29% 299 - -
(9] () 0,
24% 24% 6% 17% 29% 32% o 3% 9 32% 319 17% & 6% g% 18% 249%

2%23%3%18% . l

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26 Nov25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26 Nov 25 Dec25 Jan 26 Feb 26 Mar26 Apr26 May 26 Jun26 Jul26 Aug 26

=—@=—Total =0 Hafren Dyfrdwy

= % Satisfied (Score 7-10) % Neutral (Score 4-6) m % Satisfied (Score 7-10) % Neutral (Score 4-6) O o Neutral O Dietruet

B % Not Satisfied (Score 0-3) B % Not satisfied (Score 0-3)



Hafren Dyfrdwy: Spotlight findings

Views on company performance

The voice for water consumers

Llais defnyddwyr dwr

The company fact sheet gave community members an overview of Hafren Dyfrdwy's performance across a range of
mMeasures. Following this, 66% gave the company a positive rating. The information also aligned strongly with
members' perspectives, with 93% saying it reflected their own experience and 90% saying it captured the issues that

mMatter most to them. After reviewing the company’s performance, 49% said their opinion of the company improved
compared to 15% who felt less favourable afterwards.

How would you rate your - How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own matter most to you as a affected your overall
experiences of your water custorner?
provider?

opinion of your water
provider?

37%
27%

m % Not accurate m % Accurate

m % Does not reflect the issues well
m % Good % Neutral m % Poor

m % More favourable
. % No change
m % Reflects the issues well B % Less favourable



Hafren Dyfrdwy: Spotlight findings

Views on company performance

4 / y

The voice for water consumers

Thematic analysis of the overall feedback:

* Missed leakage and supply targets: Leakage is a particular
concern, with members questioning why leakage and
supply interruption targets have been missed and what
will be done to improve performance.

« Bills, affordability and value for money. Community
members want clearer explanations of bills, how money
Is being spent and what customers are getting in return,
alongside concerns around affordability and rising costs.

« Future resilience and environmental performance:
Community members want more detail on
environmental improvements and longer-term planning,
including drought resilience, reservoirs and sustainability.

Llais defnyddwyr dwr

“‘Disappointed to see only
ranked 6th for drinking water
quality. and targets missed
for supply interruptions and
leakage.”
“Environmental protection and
sustainability for the future through
water company action and
customer education.”

‘I think the leakage will be a big
point for most people, | appreciate
this is a huge issue in the UK with
our older Victorian pipes but we do
need to start making progress on
this issue.”

“Why was the leakage target missed
and what exactly was the target.”
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Hafren Dyfrdwy: Spotlight findings

Action plan progress tracker

o AN

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 46% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that community members see encouraging early signs of

progress and improved communication, but the very small number of completed actions means tangible impact is
not yet widely felt.

How do you feel about What do community members say about progress?

the progress being
mMmade?

« A positive start, but much remains unfinished: Clear deadlines and
activity underway generated some optimism, although the small

proportion completed created concern about whether remaining
actions will be delivered on time.

» Local communication can demonstrate progress. Communication
around the Wrexham Ring Main and community engagement was
positively noticed where community members had direct exposure to

it.
. * Limited relevance and personal impact: Many had seen little difference
0 themselves, particularly where delivered actions concerned locations
or activities outside their immediate area.
- « Actions need to be more specific and measurable: Some descriptions

were regarded as vague, with community members wanting plain-

English explanations, numbers and clearer evidence of what has
m% Positive % Neutral m% Negative actually Chaﬂged'



Hafren Dyfrdwy: Spotlight findings

Summary and next steps

/ /

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

 Drought and future water security
 Reducing pollution and protecting waterways
* Leakage and supply performance

« Billsand value for money

* Infrastructure and long-term investment
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Hafren Dyfrdwy

ccw.org.uk
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Hafren Dyfrdwy: Barometer

4 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
61% 71% 73% 74% 74% 73% 75% 79% 77% 67% 50
. . — - —0- e
Overall satisfaction — % -~ - N N . - °
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
(o) (o) (o) (0) O,
. . 49% 49% 61% 57% 57% 56% 61% Gﬁ 64% ﬁ/o Lo,
Value for money satisfaction — —_— e = > o
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
68% 599% 63% 67% 71% 64% 75% 76% 73% 69%
) — = s v — (o)
Trust — % a great deal / some ———— — - 462@

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Hafren Dyfrdwy: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
519 510 56% 64% 64% 60% 66% 66% 579 67% o
General outlook — % positive . —o— : — . —— ' o
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
50% 9
S 43% 42% 45%
Communication =% 33% 549 29% ° 36% 7% 7% ° i 41‘%
communicates very / fairly — — e — T ———— ER e—
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
i _ 0
Brand conlnchon _ % ) e 41% e 50% 42% 52% 61% 41% 50% 2504
someone I'd really like and 24% 0 - —— “‘\._’—0 °
who I'd have a lot / some ——————— — -
thlﬂgS in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand momentum — % on its o 3% 34% 36% u 50% 53% 41% 45% .
way up and has a lot / a few . e e Qe ——" °

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Hafren Dyfrdwy: Barometer

4 ! y

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
37% 38% 31% 33% 32% 34% 36% o
20% 20% __—— . ——— 4.\21.% 27%
% Agree — improves our rivers ¢
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
229, 34% 43% 40% 33% 41% 34% 229 38%
—— e — ® o)
% Agree — creates a greener 15% e T —— 32.%’
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
[0) (o)
. 27% 29% 26% 5% 30% e 2% g5k 27%
% Agree — spends customers' ° 17% — . s )
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. 37% e 40% 5% 42% 39% 39% e B 37%
% Agree — contributes to our .O’/o— ——— — " °

communities

Total Aug 26
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26



Hafren Dyfrdwy: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
19% 24% 27%
% Agree — protects our -—0 °
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
23%
% Agree — gives clear 17% 31%
information about their M— °
environmental action
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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The voice for water consumers
Llais defnyddwyr dwr

Water Voice
Barometer and Spotlight Repo

Northumbrian Water and Essex & Suffolk Water
August 2026

Delivered by Taylor McKenzie Research

ccw.org.uk
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Northumbrian Water and Essex & AR et

Suffolk Water \SEma

Community population water :
Lisis detnydcwyr i

Barometer completes: 56 (Northumbrian Water: 29; Essex & Suffolk Water: 27)
Spotlight completes: 53 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ __K

.o 2
INnclusivity Household =
iIncome
Gender Age 6510 74 =67
Ethnic Minority - 9 Prefer not to 2]
Background N
2y M2 25 __E
- - A S 0 o e 10
7
Rural - S — A——
Representation N rge 4510 5 N 6
I 12
caok-cook M 10
I . _—
Accessibility Needs Age 35 to 44
I - cooncsor 15 Male Female I— 2
I 17
B -
Financially [l 5 — AOC 25103 — )
vuneracle N 24 0"
Note: Financial vulnerability is derived from income under Age 18 to 24
20k, receipt of any benefit and/or in receipt of a discounted I 1

water bill.

Sample note: We have met over 95% of our minimum sample quotas. N.B. We are currently monitoring the quotas which
are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are also working to boost . current sample

. minimum sample
our £40k-£60k sample, 18-24 years sample and 75+ sample.
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ESSEXS&.SUFFOLK
KEV WATER (ixring wader

Barometer dashboard summary o yommumennan
‘;A:Vcellirf;‘greence -10% below WATERW WW

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 55% -9% 52% 3%
Overall value for money 45% -1% 45% 0%
Trust (a great deal/some trust) 55% -5% 48% 8%
Ceneral outlook (positive outlook) 45% -10% 42% 3%
Communication (fair/good communication) 41% 7% 41% 0%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 45% 17% 35% 10%
Brand momentum (salience) (on its way up/has a lot going for it) 36% 10% 28% 8%
Improves our rivers 30% 0% 27% 3%
Creates a greener future 34% 2% 32% 2%
Spends community members' money wisely 32% 12% 27% 5%
Contributes to our communities 41% 5% 37% 4%

Protects our environment

29%

2%

27%

2%

Gives clear information about their environmental action

32%

3%

31%

1%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.



Barometer dashboard summary

KEY:

% difference +10% above

average

% difference -10% below

average

NORTHUMBR
WATER ({1

living waier

The voice for water consumers

Llais defnyddwyr dwr

73

Protects our environment

24%

-5%

27%

Overall satisfaction — water (satisfied, scoring 7-10) 59% -2% 52% 6%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 59% 2% 50% 9%
Overall value for money 38% -8% 45% -7%
Trust (a great deal/some trust) 62% 1% 48% 14%
General outlook (positive outlook) 41% -13% 42% 0%
Communication (fair/good communication) 41% 12% 41% 0%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 41% 16% 35% 7%
Brand momentum (salience) (on its way up/has a lot going for it) 31% 2% 28% 3%
Improves our rivers 24% -8% 27% -3%
Creates a greener future 31% -1% 32% -1%
Spends community members' money wisely 34% 17% 27% 7%
Contributes to our communities 38% -5% 37% 1%

-3%

Gives clear information about their environmental action

34%

5%

31%

3%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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KEY:

Barometer dashboard summary - oL,

% difference -10% below

average
The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 52% -16% 52% -1%
Overall value for money 52% 6% 45% 7%
Trust (a great deal/some trust) 48% -11% 48% 0%
Ceneral outlook (positive outlook) 48% -7% 42% 7%
Communication (fair/good communication) 41% 0% 41% -1%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 48% 16% 35% 14%
Brand momentum (salience) (on its way up/has a lot going for it) 41% 18% 28% 13%
Improves our rivers 37% 10% 27% 10%
Creates a greener future 37% 5% 32% 5%
Spends community members' money wisely 30% 7% 27% 2%
Contributes to our communities 44% 17% 37% 7%

Protects our environment 33% 9% 27% 0%

Gives clear information about their environmental action 30% 2% 31% -1%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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ESSEX&SUFFOLK
. WATERII'W'n‘g waker
Barometer: executive summary NORTIRmAERIAN d AN
Overview of key findings ——ig e o weter comeumare
Satisfaction — water service Value for money satisfaction Trust
55% 45% 55%

52% total community average

Positively...

* Reliable, problem-free service drives satisfaction: Community
memlbers commonly report consistent water supply, good
water quality and few disruptions, with effective
communication and customer service also supporting
positive scores.

But...

*  Sewage pollution and poor environmental performance lead
to lower scores: Concerns about sewage entering rivers and
seas are particularly common among the least satisfied
community members.

+ High bills weaken satisfaction: Rising costs hold satisfaction
back, particularly alongside concerns about profits,
executive pay and shareholder returns.

45% total community average

48% total community average

Why have you given this overall
satisfaction score?

‘Communication is good, the
rare times there is a disruption |
receive a text beforehand and
then a few updates.”

“Bills are too high but service
Is ok.”

6/10 satisfaction score

9/10 satisfaction score Essex & Suffolk Water

Northumbrian Water

“Feeling very worried about the
link between environmental
concerns and an essential
utility and profit-making.”

“They keep polluting our
waterways and still make massive
profits and charge us a fortune.”

0/10 satisfaction score

5/10 satisfaction score Northumbrian Water

Essex & Suffolk Water

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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Northumbrian Water and Essex & Suffolk Water:
Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 55% among community members, a 9-point decrease fromm November. Value for
money satisfaction is at 45%, a 12-point decrease since last month. Trust is at 55%, remaining steady since June.

Total % satisfied - water

% 'R

< %7 58% 58% 56% /% 55%

=@=T0tal
=@==Northumbrian Water and Essex & Suffolk Water

350, 6% 130 34% 29% 38%

16%
----%-m-l-

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10)
m % Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money

57%  56% 57%  ©9%czo 57%

48% 49% 207

46% 46%

36%
=@=T0tal
=@=Northumlbrian Water and Essex & Suffolk Water

55% ||
48% 47%
5% o T g% 34% sy 42% 35%

Nov 25 Dec?25 Jan26 Feb26 Mar26 Apr26 May?26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10)
% Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust

=@=Total
=@=Northumlbrian Water and Essex & Suffolk Water

38% = 27% 34% 35% 309

26%

29% >79% 20%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul26 Aug 26

m % Trust % Neutral H % Distrust



Northumbrian Water and Essex & Suffolk Water: !
Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

After reviewing a company fact sheet covering Northumbrian Water and Essex & Suffolk Water's performance, 64% of
community members rated the company positively. The content also resonated with members, with 87% saying it
reflected their own experience and 83% saying it focused on the issues that matter most to them. After reviewing the

company’s performance, 40% of members said their opinion of the company improved, while 15% said their views
became less favourable.

How would you rate your , How .clos.ely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own matter most to you as a affected your overall
experiences of your water customer? opinion of your water

provider?

provider?

45%
28%

m % Not accurate

® % Accurate m % Does not reflect the issues well % More favourable
m % Good % Neutral H % Poor

. % No change
m % Reflects the issues well B % Less favourable
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Northumbrian Water and Essex & Suffolk Water:

Spotlight findings

Views on company performance

7 / y

The voice for water consumers
Llais defnyddwyr dwr

Thematic analysis of the overall feedback:

« Environmental performance and pollution: Pollution,
storm overflows and the company's low Environmental
Performance Assessment (EPA) rating are prominent
concerns, with members wanting clearer evidence of
how environmental performance will improve.

« Drinking water quality and service standards: Community
members raise concerns about drinking water quality,
water pressure and water hardness and want to
understand what is being done where performance is
below expectations.

« Finances, bills and accountability: There is interest in
where customer money is being spent, rising bills, value
for money, executive pay and whether the company will
remain financially accountable.

“The 2 star EPA rating really troubles
me and | can't believe our drinking
water is outside the top ten. Also, the
gap in trust.”

Northumbrian Water

“More transparency on where they

are spending the money and how
they are making improvements.”

Essex & Suffolk Water

“The reduced EPA rating, being
below expected standards for
drinking water and the CEO's

salary.”

Essex & Suffolk Water

“The EPA rating at 2 Stars appears
to [be] something we need to
highlight and push the company on
how it will improve this rating.”

Northumbrian Water
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Northumbrian Water and Essex & Suffolk Water:
Spotlight findings o AN

Action plan progress tracker

The voice for water consumers

Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 53% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that community members recognise improving engagement
and timely delivery but feel many completed actions are communications-led and do little to address the bigger issues
of pollution, leakage and bills.

How do you feel about

the progrgsi being What do community members say about progress?
Madade

* Progress and responsiveness generate optimism: Clear tracking,
realistic timescales and evidence of customer feedback being acted
upon contributed to positive views among some.

» Delivered actions feel commmunication-heavy: Newsletters and
information-sharing were recognised but were frequently described
as basic activities that should already have been in place.

» Little personal impact is evident: Many had not received or noticed the
communications described and therefore struggled to see how the
36% delivered activity had benefited them.

* Bigger environmental and financial concerns persist: Pollution, storm
_ overflows, leaks, bills and financial accountability were seen as more
Important areas in which community members want tangible action.

H % Positive % Neutral m% Negative



Northumbrian Water and Essex & Suffolk Water:
Spotlight findings g A

Summary and next steps

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

« Drought preparedness and future supply

* Local investment and visible outcomes

* Reducing pollution and protecting the environment
« Exec pay and bill-funded upgrades

e \Water conservation measures



e

The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Northumbrian Water and Essex
& Suffolk Water

ccw.org.uk



Northumbrian Water and Essex & Suffolk Water:
Barometer & AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
64% 71% ©65% 76% 61% 579, 63% 60% 61% 55%
Overall satisfaction - % e —_— e .
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Overall satisfaction with 61% 78% 68% 66% 55 59% 70% 57% 58% 59% o
sewerage services — % ———e —————— - o ° °
satisfied (score 7-10)
Northumbrian Water Oﬂ/y Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
46% 57% 45% 56% 57% e 60% 53% 57% 45% e
0 9 el — B o (0]
Value for money satisfaction — ~— —— -
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
60% 63% 5]% 67% 70% 51% 58% 499%, 519% 55% 48%

Trust — % a great deal / some e N —,—— T ——————— e .
trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Northumbrian Water and Essex & Suffolk Water:
Barometer & AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
55% 61% 58% 62% 59% 51% o 55% 51% ey
- —— e —— — 6 . 6 42%
Ceneral outlook — % positive o o ——e °
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
49% 9 44% 9 44% 43% 9 41%
. . 34% 38% 39% 39% 0
Communication — % .o/‘\._ R *.\%i%/f —— o 41‘%
communicates very / fairly
wiel] Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % S5, 57% 33% 35% 36% . 35% 40% 43% 45% 250
someone I'd really like and ° D 2% —— °
: @ e
who I'd have a lot / some
thlﬂgS in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand momentum — % on its 26% 27% 0% 33% 29% _— 29% 32% 35% 36% 8%
way up and has a lot / a few W ’ °

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Northumbrian Water and Essex & Suffolk Water:
Barometer & AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
30% 33% 35% 33% 29% 3% 29% 32% 27% 30% )
) . . PR ——— ® o O — 22/0
% Agree —improves our rivers
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
32% 35% 33% 299% 38% 36% = a2% 33% 34%
0 0 ——— 32%
% Agree — creates a greener L —— — = Py
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
39% 31% 29% 30% 30% 37% 30% 9 32%
9 27% 27%
9 , 20% — — T —e ’
% Agree — spends customers —— ——— )
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
36% 45% 36% 38% 43% 34% 38% 43% 37% 41% 37%
% Agree — contributes to our e e S N ®
communities
Total Aug 26

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26
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Northumbrian Water and Essex & Suffolk Water:
Barometer g AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
29% 27%
% Agree — protects our 7% °
environment —
May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 32% 31%
information about their 29% °
environmental action '/.
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Portsmouth Water —

) . Water ~——
Commumty populatlon —

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 49
Spotlight completes: 47 Age
Note: The figures below are based on Barometer survey completes.

o Age 75+ H 5
Inclusivity Household
Income L
o Gender Age 650 74 ©
Ethnic Minority | K
Background Prefer not to
2z 22 23 24
say I Agesstoes M S
I
Rural <ol |
Representation £60k plus s Bl -
e O S — 1/
c4ok-ceok MM 10
Accessibility Needs B 0 Age 35 to 44 B - .
Male Female _
ro0k-£40K I 15
. . B 10
Financially Age 2510 34 -
Vulnerable B 2 M 3
Under £20k 0
Note: Financial vulnerability is derived from income under - 3
20k, receipt of any benefit and/or in receipt of a discounted Age 18 to 24 m>
water bill.

Sample note: We have met 90% of our minimum sample quotas. N.B. Our lowest household income target is lower than the

minimum sample, however we were able to reach some financially vulnerable community members by including those who

are on benefits, struggling to pay their bills or on a discounted water tariff. We are currently monitoring the quotas which

are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are also working to boost our . current sample

. minimum sample
£20k-£40k sample, 18-34 years sample and 65+ sample.
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average Water ——
% difference -10% below —_—

average

él Barometer dashboard summary —_—

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 92% 15% 52% 39%
Overall value for money 92% 15% 45% 47%
Trust (a great deal/some trust) 88% 18% 48% 40%
General outlook (positive outlook) 80% 13% 42% 38%
Communication (fair/good communication) 78% 26% 41% 36%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 76% 22% 35% 41%
Brand momentum (salience) (on its way up/has a lot going for it) 67% 23% 28% 39%
Improves our rivers 76% 33% 27% 48%
Creates a greener future 80% 31% 32% 47%
Spends community members' money wisely 78% 35% 27% 50%
Contributes to our communities 76% 24% 37% 38%

Protects our environment 71% 11% 27% 44%

Cives clear information about their environmental action 80% 10% 31% 49%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.



Barometer: executive summa ry

Overview of key findings

89

Purtsmouth‘ ) o 1 /

Water _——
—~—

The voice for water consumers

Satisfaction — water service

92%

52% total community average

Positively...
* Almost all measures have considerably improved since

November and are substantially higher than the total
community's satisfaction levels.

« Reliable service and good value drive satisfaction:
Community members value clean, dependable water
with few supply problems, alongside reasonable prices
and responsive service when issues arise.

« Water quality and value concerns reduce satisfaction:
Lower scores reflect concerns about hard water, taste and
limescale, alongside rising bills and perceptions that
more should be invested in infrastructure and future
Improvements.

Value for money satisfaction

45% total community average

Llais defnyddwyr dwr

Trust

88%

48% total community average

92%

Why have you given this overall
satisfaction score?

“l would like to have more of an
understanding as to what the
company is doing for my
community and for the future.”

“I have never had any issue
with Portsmouth Water and |
feel the it provides value for
money.”

10/10 satisfaction score 7/10 satisfaction score

“No value for money, not
spending or investing wisely in
infrastructure and just patching
things up.”

“I'm grateful for clean water...It is
very chalky, limescale is heavy.”

5/10 satisfaction score

3/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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& Portsmouth Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction has increased slightly from last month to 92% (+8%) and is now 15 points ahead of
November levels. Value for money satisfaction is also 92%, the highest level since reporting began. Trust also
increased to 88% (+10% from last month).

Total % satisfied — water Total % satisfied - value for money Total % trust

98% 0 90% o 92% 92% 88% g5% 88%

7 92% 92% 83% 84% 82% 83% 81% 83% 84% o) o 81% b

7705 81% 88% goq, 797 87% ’84% " " 77% ° 700, /8% 76% 75% 78%
0% LEOh LY 4O 48%49%50% 4 cq 48% 93% 489 52% >4% 499 53% 50% 51% 48y
S0, 58% 58% 56% 57% 5595 59% ©0% 59% 0, 409 A A A e i ; - ’

Total Portsmouth Water o—Total o— Portsmouth Water —=@=—"Total =@ Portsmouth Water
!III I I IIIIIIIIII 17(7||-|6%> IIIII
° 19% 1% 14@ T 6% g 2% 5% 4% 16% 15% 17% gol 15% 13% N | 19% || || 10%
0% 29 oo 29 o 2 % oae o 2 Y 4% 4%

Nov25 Dec 25 Jaﬂ 26 Feb26 Mar26 Apr26 May 26 Jun26 Jul26 Aug 26 Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun26 Jul26 Aug 26 Nov 25 Dec25 Jan 26 Feb?26 Mar 26 Apr26 May26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10) % Neutral (Score 4-6) m % Satisfied (Score 7-10) % Neutral (Score 4-6) B % Trust % Neutral B % Distrust

B % Not Satisfied (Score 0-3) m % Not satisfied (Score 0-3)



Portsmouth Water: Spotlight findings

Views on company performance
The voice for water consumers

Llais defnyddwyr dwr

Portsmouth Water received particularly positive feedback on their performance, following review of the company fact

sheet. 81% of community members rating the company positively. 96% felt the information reflected their own
experience and the same proportion felt it covered the issues that matter most to them. After reviewing the company’s

performance, 77% said their opinion of the company improved and just 2% felt less favourable of their company

afterwards.
How closely does the

How would you rate your information in the company How well does the company How has reading the
water provider's overall fact sheet reflect your own fact sheet reflect the issues that company fact sheet
performance? experiences of your water matter most toyou as a affected your overall
provider? customfr? opinion of your water
4% 4% provider?

17% 2%

/0

[0) o) .
m % Not accurate =% Accurate ® % Does not reflect the issues well o More favourable

. % No change
"% Good % Neutral - m % Poor = % Reflects the issues well 29 Loce fmvourable

S0,
/70

91
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Portsmouth Water: Spotlight findings Vey /),

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Thematic analysis of the overall feedback:

Missed operational targets: Leakage, supply interruptions
and drinking-water quality were the clearest areas of
concern, with community members wanting to
understand why performance has fallen short.

Future improvement plans: Community members
wanted more detail on what Portsmouth Water intends
to do next and how progress and improvement will be
measured.

Water management and metering: Smart metering was
seen as a positive step towards monitoring and
Managing consumption more effectively.

“The leakage target was missed, |
would like to know why?”

“I would like more
information about how the
provider plans to improve
areas where performance is “The bonuses paid. When
below expectations.” investment is needed why are they
paying massive bonuses, they get
paid to do a job and properly paid
well. Other jobs don't get bonuses,
, , _ we get paid for the job we do.”
“Ensuring the things in
progress are progressing
accurately especially with
transparency”

“The smart water metering... has to
be a priority for effective water
control.”



Portsmouth Water: Spotlight findings

Action plan progress tracker

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 74% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that Portsmouth Water's progress is viewed relatively positively,
with smart leak alerts and digital improvements standing out, although community members still want stronger
evidence of real-world impact.

How do you feel about What do community members say about progress?

the progress being
mMmade?

» Delivery and transparency are positively received: Completed actions,
lack of delays and an easy-to-follow tracker gave many confidence
that the company is moving in the right direction.

* Smart leak detection is a standout improvement: Automated leak
alerts for smart-meter customers were repeatedly welcomed as a
practical action with clear potential to save water and help customers.

« Digital improvements are useful but not universal: Website, billing and
QR-code improvements were appreciated, although customers
without smart meters or digital access could feel excluded.

« Proof of impact is still required: Even positive community members

1% wanted evidence that delivered activity is improving reliability, supply
interruptions, drought management and the wider customer
experience.

H % Positive % Neutral m% Negative



Portsmouth Water: Spotlight findings

Summary and next steps

/ /

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

* |eakage and repairs

* Supply interruptions and reliability

« Drought and future supply

* Infrastructure and longer-term resilience

e Proactive communication

94
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Portsmouth Water

ccw.org.uk
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Portsmouth Water: Barometer

4 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

77% 81% 88% 82% 90% 87% 98% 92% 84% 92% 5504
Overall satisfaction - % *~ 2 - —— * o ' —— °
satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

o 92%
2% 84% ’

83% 84% 82% 83% 81% 8%
. . 77% N 45%
Value for money satisfaction — — =C=—

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
70% 78% 76% 75% 92% 81% 88% 85% 78% 88%
® — === CO=== ® =0 0
Trust — % a great deal / some o~ - 4?’

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Portsmouth Water: Barometer o AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave

67% 78% 80% 82% 87% 83% 86% 799, 80% 80% o

L. D —— — =

General outlook — % positive ~——0 o T - - o
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

o 9 69% 69% 75% 81% 76% 73% 73% 78%

Communication-% 52% e . — o ——— o . 0 41‘%
communicates very / fairly -~
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % _— 67% 65% 69% 75% 77% 82% 81% 80%  76% _—
someone I'd really like and e ———————— —————————————— °
who I'd have a lot / some
thlﬂgS in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

. 0 62% 64% 65% 73% 67% 67%

Brand momentum - % on its 45% 43% ST 55 ’ . ~ . —— o — 25;%
way up and has a lot / a few ¢
things going for it

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Portsmouth Water: Barometer o AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
) 599 71% 65% 69% 66% 67% 75% 62% 76%
43% i . B . - —— — 22%
% Agree — improves our rivers
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
499, 67% 71% 73% 69% 68% 67% 75% 69% 80% -
% Agree — creates a greener ’ —- — == S —— e g0 ®
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
o 67% 71% 59% 65% 77% 69% 71% 71% 78% -
(o = —— e ® — -9 — ® (o
% Agree — spends customers' — B °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
o 61% 67% 67% 75% 68% 69% 73% 13.% 73% 37%
% Agree — contributes to our P ¢ o e N ’
communities
Total Aug 26

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26



Portsmouth Water: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
% Agree — protects our 7l o
A . 60%
environment — :
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% A —qi | 80% 31%
gree — gives clear 70% ®

information about their — "

environmental action
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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SES Water ‘65 ses

Community population WATER

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 48
Spotlight completes: 49 Age
Note: The figures below are based on Barometer survey completes.

o Age 75+ o
Inclusivity Household 0
income Gender B -
Ethnic Minority | R © Age b5 to 74 B2

Background _ 12 Prefer not to

26
say | A 23 23 22 - c
Age 55 to 64 ]
Rural - 7 B 8
Representation - £60k plus 22
1l o
I -

Age 45 to 54
I £40k-£60K =] ?2
Accessibility Needs

LB

Age 35 to 44 N -

]
ookcaox N 5 Male Female 18
. . B 10
Financially - 5 B -
Vulnerable Age 25 to 34
Bl s Under £20k o_ 12 . 7
Note: Financial vulnerability is derived from income under
20k, receipt of any benefit and/or in receipt of a discounted - 3
water bill. Age 18 to 24

Sample note: We have met over 95% of our minimum sample quotas. N.B. Our lowest household income target is lower

than the minimum sample, however when combined with community members who are on benefits, struggling to pay

their bills or on a discounted water tariff the quota for financially vulnerable community members has been met. We are

currently monitoring the quotas which are close to the minimum target to ensure we 'top up' here when replacing any . current sample
drop-outs. We are also working to boost our female sample, 18-24 and 65+ sample.

. minimum sample
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SEeS

% difference -10% below WATER

average The voice for water consumers
Llais defnyddwyr dwr

él Barometer dashboard summary © ... ... “5

Overall satisfaction — water (satisfied, scoring 7-10) 67% 7% 52% 14%
Overall value for money (satisfied, scoring 7-10) 60% 12% 45% 16%
Trust (a great deal/some trust) 58% 5% 48% 11%
GCeneral outlook (positive outlook) 60% 6% 42% 19%
Communication (fair/good communication) 44% 8% 41% 3%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 48% 15% 35% 13%
Brand momentum (salience) (on its way up/has a lot going for it) 40% 8% 28% 12%
Improves our rivers 46% 22% 27% 19%
Creates a greener future 48% 11% 32% 16%
Spends community members' money wisely 48% 26% 27% 20%
Contributes to our communities 50% 17% 37% 13%

Protects our environment

48%

10%

27%

21%

Gives clear information about their environmental action

42%

1%

31%

11%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Ove rVI ev\/ Of key fl n d I n g S WAT E R The voice for water consumers

Llais defnyddwyr dwr

Barometer: executive summary @;ses d AN

Satisfaction — water service Value for money satisfaction Trust

©67% ©0% 58%

48% total community average

52% total community average 45% total community average
. Why have you given this overall
Positively... y . y g
satisfaction score?

* Reliable supply and responsive service drive satisfaction: “Th . I liabl e . .
Community members commonly report clean, consistent e watersupplyIs very reliiable, Bills are expensive and rising
water with few interruptions, while helpful customer the quality is consistently good, like all household bills. Don't
service and prompt resolution of issues further support ‘O”Q"thefe ho\(e been no really hear anything from SES
positive scores. significant service issues or Water but our supply is good,

But disruptions. clean and consistent.”

«  Poor communication holds satisfaction back: Many 9/10 satisfaction score 7/10 satisfaction score

community members feel poorly informed about water ) ,
Customer service has

pressure, shortages and wider company activity, even
when their day-to-day service is adequate. usually been pretty good, my “Costs too high, issues in their areas
iah bill g . | drive di <faction: [ssue is the constant raise in of responsibility, not doing enough

* High bills and environmental concerns drive dissatistaction: costs and no explanation as for water availability (severe water

The lowest scores are primarily associated with poor value to why.” stress in most of their areas).”

for money and rising charges, compounded by concerns Y. '

around water availability and environmental performance. , , , ,

6/10 satisfaction score 3/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction is at 67%, staying fairly steady since December. Value for money is at 60%, a slight drop
from last month (-8%). Trust continues a downward trend since May, now at 58% (14-point decrease since May).

Total % satisfied - water

72% 4% 700 70% 71% 70%

67% 68% 67%

59%

‘/’—Oso——o\,/'m
58% 58%56% 57%55% SIS 52%

52%
=@=T0tal =0—SES Water

37% 28% 25% 54, 18% 26% 25% 18% 21% 25%
ws 5% BH 4o BB a0 o 0% O B

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26

% Satisfied (Score 7-10) % Neutral (Score 4-6)

m % Not Satisfied (Score 0-3)

Total % satisfied - value for money
66% 67% 68%

57% >8% e0%
48% . 51% 2%~ 509
| &H6% 5% 46% 6% 7o 8% 49% S0% o
—=@=T0tal =0-SES Water
44% 34% 38% 36% 32% 44% 31%

26% 24% 19%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26Jun 26 Jul 26 Aug 26

m % Satisfied (Score 7-10) % Neutral (Score 4-6)

m % Not satisfied (Score 0-3)

Total % trust
74% 72%

609 64% 63% 50% 559,

54% 53%

o) 0, (0) [0) [0} o) 0,
48% 52% 48%52/0 54%49% 53% 50% 51% 48%

=@="TOtal =@-SES Water

[o) (0) [0)
33% 36% 30% 250 28% 559 21%  27%

18% 23%

Nov 25Dec 25Jan 26 Feb 26Mar 26 Apr 26 May Jun 26 Jul 26 Aug
26 26

m % Trust % Neutral H % Distrust
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SES Water: Spotlight findings

Views on company performance

The voice for water consumers

The performance of SES Water was viewed positively by 61% of community members, after they reviewed the company
fact sheet. 78% felt the information reflected their own experience of the company, while 80% felt it covered the issues

most important to them. After reviewing the company's performance, 53% said their opinion of the company improved
compared with 12% who had a less favourable opinion of the company afterwards.

How would you rate your

How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own Mmatter Most to you as a affected your overall
experiences of your water customer? opinion of your water

provider? provider?

31%

35%

m % More favourable
% No change
H % Less favourable

m % Not accurate ® % Accurate m % Does not reflect the issues well

® % Good % Neutral  ®m% Poor m % Reflects the issues well



SES Water: Spotlight findings

Views on company performance

106

4 / y

The voice for water consumers

Thematic analysis of the overall feedback:

Leakage and missed targets: Leakage is the clearest
concern, with members repeatedly questioning why the
target was missed, whether performance can catch up
and what will be done differently going forward.

Supply resilience and future-proofing: Recent supply
issues have increased interest in the resilience of the
network, contingency planning and how SES Water will
protect supplies during outages, drought and extreme
weather.

Customer experience, value and accountability: Customer
satisfaction and service are also raised, alongside
guestions about spending, value for money,
communication and ensuring the company is
accountable for its performance.

Llais defnyddwyr dwr

“The next session should focus on
water quality and storage.”

‘Leaks. It says target missed so this
s important with the current
drought situation.”
“The poor customer service
responses.”

“Yes only 10th in best performing water
board..Surely this can be higher.”

“Clearer links between what we pay,
what gets done and how bosses are
rewarded.”
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SES Water: Spotlight findings

Action plan progress tracker

d AN

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 65% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that SES Water is credited with substantial progress and clearer

customer information, but community members want the next phase to demonstrate stronger improvements in
infrastructure, water quality and value for money.

How do you feel about
the progress being

made? « Strong progress is broadly acknowledged: Numerous completed

actions, no reported delays and realistic timescales created a generally
positive impression of delivery.

What do community members say about progress?

» Clearer information has tangible benefits: Improvements to bills, plain-
English information, website content and explanations of how money
IS spent were particularly well received.

+ Some actions are viewed as 'quick wins': Community members noted
that many completed activities relate to information and basic
housekeeping and therefore expect more challenging issues to follow.

1% » Real-world performance still matters most: Water pressure, leakage,
water availability, water quality and value for money remain important
4% areas where experience does not always match the positive tracker.

H % Positive % Neutral m% Negative
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SES Water: Spotlight findings VeY /7,

Summary and next steps

The voice for water consumers
Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

* Drought preparation and resilience

* |eakage and repairs

« Communication during disruptions

« Supply reliability and infrastructure resilience
« Bills and affordability
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

SES Water

ccw.org.uk



10

SES Water: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave

599 67% 68% 72% 74% 70% 70% 71% 70% 67% -~

. . — @ s L D 0

Overall satisfaction — % -~ 4 o 4 °
satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

48% 57% 51% 55% 58% 50% 66% 67% 68% 60% Lo

5 o C 0 (0]

Value for money satisfaction — ~— “ —— e “
% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

74% 0 72% 63% 0 0

54% 509 60% 64% 60% 6 60% 58% 9

Trust — % a great deal / some to ’ ———— —e— ————————« - 4?’

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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SES Water: Barometer Ve /7,

The voice for water consumers

Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave

54% 50% 55% 51% 64% 56% 62% 59% 60% 60% o

L. e

Ceneral outlook — % positive -—— - - o - o
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

54% 52% 51% 51% 51% 0
L 36% 43%) 38% ke AT 41%
Communication -% C - ————e — °
communicates very / fairly
We” Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % - 47% 49% 4% 44% 44% 53% 51% 47% 48% _
someone I'd really like and .O/O— —— . — e - °
who I'd have a lot / some
thlﬂgS in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
(o) 0, O,

Brand momentum - % on its 31% 509% 36% 36% 36% 36.%/5%7 238 iu% .
way up and has a lot / a few — 9 ¢ “ °

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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SES Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
. 36% 0t 38% 40% 42% AR O 46% -
% A ' i et - o
6 Agree — improves our rivers
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
50% 43% 53% 52% 48% 60% 51% 60% 48%
37% 0 e e 9
% Agree — creates a greener ._O/—o— — ————— g — — 32.%’
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
47% 42% 38% 40% 42% S1% 47% 49% 48% )
(0) 1 22% e _—— S =0 27%)
% Agree — spends customers / O ———————— )
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26
Total Aug 26
o 53% 45% 55% 52% 4% 55% 49% 51% 50% 270
% Agree — contributes to our / — : ¢ ——— N - — = e

communities
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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SES Water: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
0 38% 48% 27%
% Ag ree — protects our o-—9 °
environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 31%
information about their 41% “42% ®
environmental action — 8

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Severn Trent

Community population

SEVERN

TRENT

15

The voice for water consumers

Barometer completes: 47
Spotlight completes: 47

Note: The figures below are based on Barometer survey completes.

Inclusivity

Ethnic Minority - 9
Background o

Rural - 7
Representation [ 10

.
Accessibility Needs I_ 16
Financially -

Vunerable | 2

Note: Financial vulnerability is derived from income under
20k, receipt of any benefit and/or in receipt of a discounted
water bill.

Household
Income

GCender
Prefer not to

say B2

26
23 23 51
Bl
£60k plus .
_ B 10
£40k-£60k 10

I -
£20k-£40k s Male Female

I
Under £20k 0

Sample note: We have met over 95% of our minimum sample quotas. N.B. Our lowest household income target is lower than
the minimum sample, however when combined with community members who are on benefits, struggling to pay their bills or

on a discounted water tariff the quota for financially vulnerable commmunity members is met. We are currently monitoring the
guotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are prioritising

boosting our female sample within this community for the next wave.

. current sample

Age 75+

Age 65 to 74

Age 55 to 64

Age 45 to 54

Age 35 to 44

Age 25 1to 34

Age 18 to 24

Llais defnyddwyr dwr

Age

Il 3
3

N -
I s

N
I 7

N -
IR 10

N ©
I s

N ©
I ©

K
| Wi

. minimum sample
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KEY:

% difference +10% above

% difference -10% below

average

SEVERN

TRENT

The voice for water consumers

Llais defnyddwyr dwr

16

Overall satisfaction — water (satisfied, scoring 7-10) 51% 4% 52% -1%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 55% 12% 50% 5%
Overall value for money 47% 12% 45% 2%
Trust (a great deal/some trust) 45% -4% 48% -3%
General outlook (positive outlook) 36% -12% 42% -5%
Communication (fair/good communication) 38% -2% 41% -3%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 17% -3% 35% -18%
Brand momentum (salience) (on its way up/has a lot going for it) 15% -3% 28% -13%
Improves our rivers 19% 7% 27% -8%
Creates a greener future 30% 0% 32% -2%
Spends community members' money wisely 23% 10% 27% -4%
Contributes to our communities 32% 18% 37% -5%

Protects our environment

19%

-7%

27%

-8%

Cives clear information about their environmental action

28%

4%

31%

-3%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Overview of key findings
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The voice for water consumers
Llais defnyddwyr dwr

Satisfaction — water service

51%

52% total community average

Positively...

« Reliable, problem-free service drives satisfaction:
Community members commonly report clean, consistent
water with few supply interruptions, with good customer
service and communication providing additional
reassurance when support is needed.

But...

« Environmental concerns and poor water quality hold
satisfaction back: Sewage pollution and concerns about the
taste and quality of drinking water prevent stronger

satisfaction.

« High charges and limited investment drive dissatisfaction:
The lowest scores reflect steep increases in bills and
standing charges, alongside concerns that not enough is
being invested in infrastructure.

Value for money satisfaction

47%

45% total community average

Trust

45%

48% total community average

Why have you given this overall
satisfaction score?

“Main thing is clean reliable water
and they do that well. Reasons for
not being more satisfied include
bill rises and environmental
problem.”

"Always had good customer
service from Severn Trent and no
problems with water supply
sewerage.”

10/10 satisfaction score
7/10 satisfaction score

“Poor communication. Bills
increasing. No acknowledgement
as to why.”

“Cood water quality and reliable
supply but prices are too high.”

5/10 satisfaction score
3/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.




@ Severn Trent: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction is at 51%, almost matching August's total community average (52%). Value for money

satisfaction remains steady at 47%, the highest level since reporting began (12 points above November). Trust
has remained fairly steady since June, at 45%.

Total % satisfied - water Total % satisfied - value for money Total % trust
64% 9

0 o 499% 50% 9 9

£ 50, 78% 58% 569% 57% 5595 9% ¢ 59% 0 467 45% 46% 46% 4.5 48% 4% 227 40, 499 237 489 52% 247 499, 3% 50% 51% 40
ﬂ ; ;46% 45% 48%
4T7% S1% 40% 9% 43% 43% 470 45%43% 45%
° 290 39064553, 35%  35% L 933%  34% 0% OIS AT SR 40%

—e—Total  =@=Severn Trent Water =e—Total  —@=Severn Trent Water —o=Total —@=Severn Trent Water

47% 40% 50% 2% 54%

53% 37% 40%

o, 54% 57% 52% 57% 0 o, 43% 59% 43% 43% 40%
49% 43% 41% 57% 0 520 - 40% 43%  45% 299 26% 46% © o ©

34% I
wos B% WH wos W ww 6% o0, 00 BN l......-.- 2% M % 13% -....
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Nov 25 Dec 25 Jan 26 Feb26 Mar26 Apr26 May 26 Jun26 Jul26 Aug 26 Nov 25 Dec 25 Jan 26 Feb26 Mar26 Apr26 May 26 Jun26 Jul26 Aug 26
o B % Trust % Neutral B % Distrust

m % Satisfied (Score 7-10) % Neutral (Score 4-6) m % Satisfied (Score 7-10) % Neutral (Score 4-6)

B % Not Satisfied (Score 0-3) B % Not satisfied (Score 0-3)

N8
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Severn Trent: Spotlight findings

Views on company performance
The voice for water consumers

Llais defnyddwyr dwr

Community members were shown a company fact sheet providing an overview of their water provider's performance
across a range of measures. 38% of community members rated Severn Trent positively based on this overview. 79% of
members felt that the company fact sheet reflected their own experience of their provider and 72% felt that it reflected
the issues that matter most to them well. After reviewing the company's performance, 19% said they had a less

favourable view of the company, whilst 21% said their opinion improved.

How would you rate your How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own mMatter Most to you as a affected your overall
experiences of your water customer? opinion of your water

provider? provider?

60%

36%

m % Not accurate =% Accurate m % Does not reflect the issues well % More favou bl

. % No change
% Cood % Neutral =% Poor = % Reflects the issues well 29 Lo fovourable



Severn Trent: Spotlight findings

Views on company performance

120

4 / y

The voice for water consumers

Thematic analysis of the overall feedback:

« Executive pay and financial accountability: CEO pay,
bonuses and dividends are questioned, alongside wider
concerns about value for money and whether enough
customer money and profit is being reinvested into
services.

« Investment, infrastructure and future resilience: Members
want to understand how investment will tackle leakage,
flooding and supply reliability, as well as prepare the
network for the impacts of climate change.

« Billsand demonstrating customer benefit: Members want
greater clarity on how their money is spent and stronger
explanations of how bill increases and investment will
translate into improvements for customers and
communities.

Llais defnyddwyr dwr

"All the options below the

benchmark by community

members, energy saving trust and

the commitment to increasing the
scores and how this will be

achieved.”
‘MASSIVE CEO BONUS, YET WATER
ISSUES CONTINUE.”

“how much of their profits are invested
back into infrastructure/fixing leaks, why
are they 5th for drinking water quality,
address their accountability engagement
and why only 33% thought they were
acting on what they were told.”

“What changes/investment are needed to

cope with the climate changes.”
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Severn Trent: Spotlight findings

Action plan progress tracker

d AN

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 36% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that Severn Trent's action plan is welcomed in principle, but the

low level of completed activity and lack of visible customer impact leave many feeling it is too early to judge
meaningful progress.

How do you feel about .
the prggress being What do community members say about progress?
made?

* Too little has been completed: The small numlber of delivered actions

compared with the volume still in progress or outstanding was the
dominant concern.

* 'In progress' lacks sufficient meaning: Community members wanted to
know how far actions have advanced, rather than seeing a broad

status that could cover anything from initial discussion to near-
completion.

45% » Customer information has improved: Clearer bills, webpages and
general updates were among the few improvements some
community members had directly noticed.

- » Operational outcomes remain the priority: Pollution, leaks, local
incident information and service performance were viewed as more

meaningful tests of progress than communications activity.

H % Positive % Neutral m% Negative



Severn Trent: Spotlight findings 4 4

Summary and next steps

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

 Drought and water resilience

« Billsand financial transparency

 Reducing leakage

» Infrastructure investment and improvements

« Customer support accessibility

y
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Severn Trent

ccw.org.uk
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Severn Trent: Barometer e/,

The voice for water consumers

Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
9 64% 59%
Overall eaticfaction o 47% S 2% 39% 39% 43% 36% G 529%
verall satisfaction — % >~ -~ ® — — °
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
%
. . . 55% 57% 52% 57% . 64% 67% 55%
43% 41% 45%
Overall saUsfa;Uon with 0 : 0 : 0 —f e 50%
sewerage services - % ¢ na b
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
0, 0,
35% 40% 35% 20% 33% 39% 34% wé e
o a e —— e (0]
Value for money satisfaction — o~ —_—— ———————— —
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
49% 53% 43% 43% 41% 250 40% 45% 43% ‘f% 48%
Trust — % a great deal / some ¢ ————— “ - ®

trust
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Severn Trent: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave

48% 46% YALY 9 0

L 36% 35% 0 20% 20% 38% 37% 36% 42%

General outlook — % positive .\./.\’.\‘o .-—O —f——a- B o
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Communication-% 40% 34% 35% 35% o S B 20% 33% 38% 2
communicates very / fairly e - o . ° e ——9
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

26%

Brand connection — % 20% 21% 22% 20% 20% 19% 21%

: 17% Z5%
someone I'd really like and .__-o\ﬂ.%/o— ® o— o —— “\.O .0

who I'd have a lot / some

things in common with Nov25  Dec25  Jan26 Feb26  Mar26  Apr26  May26  Jun26 Jul 26 Aug 26 Total Alg 26
Brand momentum — % on its 18% - - 17% 22% 22r% 21% 17% 20% 15% 2%%
way up and has a lot / a few *— : : —® ————,

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Severn Trent: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
9 30% 30%
% Agree — improves our rivers ¢
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
29% 30% 33% 9 26% 30%
) ’ . 17% - 24% 2% 17% ’ Z2% ’ 22%
% Agree — creates a greener Py
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
21% 24% 21% 20% 23%
14% 15% 13% ° 27%
% Agree — spends customers' M 'O y — °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
38% 37% 6% 35% 6% e 34% 37% 32% 37%

% Agree — contributes to our 14%
communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Severn Trent: Barometer
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The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
26% 19% 27%
% Agree — protects our -~ °
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear i 28% 31%

information about their — =

environmental action
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.



ceW

The voice for water consumers
Llais defnyddwyr dwr

Water Voice
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South East Water W
Community population south east W@

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 56
Spotlight completes: 56 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ .-23
INnclusivity Household
income Gender Age 65 to 74 =6
Ethnic Minority - 9 < 7
Background W 4 Prefer not to B
sa 4 Age 55 to 64
/ 23 23 . -
Rural - 7 -y
Representation N Sl —
- b e 45 054 e
I 10
- 1 £40k-£60k
Accessibility Needs I_ - I 16 Ao 25 1o B -
Male Female GCC 0N —
I -
£20k-£40k TR
Financialy [l 5 Age 2510 34 B -
Vulnerable
— nder £o0, R 12 —
.
Note: Financial vulnerability is derived from income under - 3
20k, receipt of any benefit and/or in receipt of a discounted Age 18 to 24 . 2
water bill.

Sample note: We have met 95% of our minimum sample quotas. N.B. Our lowest household income target is lower than the

minimum sample, however when combined with community members who are on benefits, struggling to pay their bills or on

a discounted water tariff the quota for financially vulnerable community members is met. We are currently monitoring the

quotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are also working . current sample
to boost our female, ethnic minority background, £20k-£40k, 18-24 and 75+ quotas.

. minimum sample
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él Barometer dashboard summary ...

below average

south east @

The voice for water consumers
Llais defnyddwyr dwr
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Overall satisfaction — water (satisfied, scoring 7-10) 43% 9% 52% -10%
Overall value for money (satisfied, scoring 7-10) 36% 5% 45% -9%
Trust (a great deal/some trust) 21% -18% 48% -26%
General outlook (positive outlook) 14% -25% 42% -27%
Communication (fair/good communication) 41% 7% 41% 0%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 23% 2% 35% -11%
Brand momentum (salience) (on its way up/has a lot going for it) 16% 0% 28% -12%
Improves our rivers 18% -4% 27% -9%
Creates a greener future 18% _4% 229% 4%
Spends community members' money wisely 1% 213% 279%, 7%
Contributes to our communities 18% -7% 37% -19%

Protects our environment

23%

7%

27%

-4%

Gives clear information about their environmental action

30%

1%

31%

-1%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Overview of key findings

131

Satisfaction — water service

43%

52% total community average

Positively...

« Reliable day-to-day service drives satisfaction: Community
members value consistent supply, good water quality and
few personal issues, with responsive service also supporting
satisfaction.

But...

« Leaksand slowrepairs limit satisfaction: Many community
members are satisfied with their own service, but recurring
leaks and delays in fixing them weaken confidence in
South East Water.

«  Supply failures and poor handling drive dissatisfaction: The
lowest scores centre on repeated losses of water supply,
poor communication and perceptions of weak
management.

45% total community average

B 1/
south east water { 4
Value for money satisfaction Trust
36% 21%

48% total community average

Why have you given this overall
satisfaction score?

“I've never had any major issues,
water is good quality, no
interruptions to my supply. They are
just too slow to respond to leaks
and not replacing pipes.”

“Always have water and always
notified if have any issues.”

10/10 satisfaction score

6/10 satisfaction score

“Unhappy about water supply
issues in local area and increases
in bills.”

‘I haven't had any disruptions but so
many people locally have and for
extended periods. I'm sorry for them
and nervous we will be next.”

5/10 satisfaction score
3/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.




él South East Water: Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction has decreased to 43%, 10 points lower than last wave but remaining above November
levels. Value for money satisfaction is at 36%. Trust has decreased since last month to 21% (down 16 points), with
a 15-point increase in distrust. All metrics continue to be below the community total average.

Total % satisfied - water
60%
£o0, 58%58% 56%57% 55% 5% e 29% 52%

7% 49%459 "

34%

7,09, 43% 43%

31% 26%

=@=Total =@-South East Water

48% 2%

52% 0
0 ) A 44% 39% 259 34% an 41%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26

m % Satisfied (Score 7-10)
m % Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money
[0) [0)
46% 45% 46% 46% 440 FI7° 49% 0%

40%

% 43%

3
40% 38% 239 26%
30% 31%

=@=Total =@=South East Water

39%

% 6% 49 42%
- 40% A L 6 279

Nov25 Dec?25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26

48% 38%

% Satisfied (Score 7-10)
% Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust
48% 53% 4895 52% S54% 499 53% 50% 51% 48%

39% B -
’ 16% 1205 22% 25% 19% 21%

=@®=To0tal ==@=—South East Water

41%  47% I 34% I 32%

45%  39%
41% 30%

Izﬂ%I

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

38%

m % Trust % Neutral % Distrust
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South East Water: Spotlight findings

Views on company performance
The voice for water consumers

Llais defnyddwyr dwr

Only 18% of community members rated the performance of South East Water positively, after reviewing the company
fact sheet. 80% felt the information reflected their own experience of the provider, while 79% felt it covered the issues
that matter most to them. After reviewing the company’s performance, 23% said they had a more favourable opinion of
their company, while 14% said they felt less favourable about the company afterwards.

How would you rate your How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own mMatter Most to you as a affected your overall
experiences of your water customer? opinion of your water
provider? provider?
52%
63%

m % Not accurate =% Accurate m % Does not reflect the issues well % More favou bl

. % No change
% Cood % Neutral =% Poor = % Reflects the issues well 29 Lo fovourable




South East Water: Spotlight findings

Views on company performance

134
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The voice for water consumers

Thematic analysis of the overall feedback:

Leakage and operational performance: Leakage is a
prominent concern, particularly how quickly leaks are
repaired, why targets have been missed and what
practical action is being taken to improve performance.

Future water supply and resilience: Community members
want reassurance that South East Water is investing to
meet future demand, including increasing storage,
replacing infrastructure and preparing for drier weather
and climate change.

Leadership, value and wider company performance: CEO
pay and bonuses attract criticism, alongside poor
satisfaction and value-for-money results and questions
about whether accountability is translating into
meaningful change.

Llais defnyddwyr dwr

“Infrastructure improvements are
urgent.”

“The CEO salary and benefit is
shameful. Makes me so cross.”

“How will drinking water storage be
increased. This is very important due
to changes in the climate and future

demand.”
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South East Water: Spotlight findings ey /7,

Action plan progress tracker

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 32% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that some improvements in communication and incident
response are recognised, but widespread delays and continuing supply problems mean community members do not
yet see sufficient evidence of meaningful recovery.

What do community members say about progress?
How do you feel about

the progress being » Delivery is considered too slow: The volume of delayed, in-progress or
made? unstarted actions generated frustration, particularly where deadlines
had already slipped.

» Some practical resilience measures are welcomed: The transfer main,
additional equipment, leak detection and improved incident response
were recognised as potentially meaningful steps.

* Quickwins do not address the underlying problem: Community

members frequently distinguished communications and crisis-
45% mManagement activity from preventative investment in storage,
network resilience and infrastructure.

experienced little direct improvement and wanted clearer evidence
showing what delivered actions achieved and how they affected
reliability in practice.

- « Community members want measurable outcomes: Many had

H % Positive % Neutral m% Negative
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Summary and next steps

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

* Drought resilience and securing supply
 Reducing leakage

» Bills and financial accountability

« Infrastructure and resilience investment

« Water conservation and demand management

136
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

South East Water

ccw.org.uk
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South East Water: Barometer

4 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
47% o 43% 49% 45% 53% 43%
34% 31% 26% 40% @ S — 52%
Overall satisfaction — % M ’ : °
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
e et o 39% _— 40% 38% 39% 49% 28% 43% 26% .
Value for money satisfaction - . —— : ——— —— o
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
39% 35% 37%
30% o
22% 25% 9 21% 48%
Trust — % a great deal / some 16% 14% ’ 19% ’ .

trust

Nov 25 Dec 25 Jan 26

Feb 26 Mar 26 Apr 26 May 26

Jun 26 Jul 26 Aug 26

Total Aug 26
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South East Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
39% 31% 9
o 25% 9 27% 229, 259, 42%
General outlook — % positive ’ 2% 2% ’ o ‘77.%/0\11;% °
outlook o
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
S 47% 49% 0
Communication — % 34% 30% 53% 59% 36% 37% %@ P
communicates very / fairly 0/\ ———————e & - O
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection - % 9 33% 9 29% 23%
21% 20% e 15% 16% 5 ’ 35%

someone I'd really like and 13% .
\ P C—"—

who I'd have a lot / some
things in common with

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Brand momentum — % on its 16% 18% 22% 16% 252%

0, 0 o
way up and has a lot / a few .\9.1 7% 5% 9% 7% 9%
+ +

things going for it

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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South East Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
9 29%
21% 22% s 17% o T 18% . i 18% 27%
% Agree — improves our rivers g = —— m L
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
(0) (0)
21% L3 25 21% 22% 7% 21% 27 18% e
% Agree — creates a greener — — —— W\. °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
27% 25% 25% 27%
| 23% 20% - 18% ; : 27%
% Agree — spends customers — 9% 1% °
. —
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
33%
25% 28% >2% 199 25% 25% 23% ) 0 a0 37%
% Agree — contributes to our — — —— %o
communities
Total Aug 26

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26
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South East Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

[0)
23% 7%

16%
% Agree — protects our .°/° °

environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 59% 30% 31%
information about their o— >
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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The voice for water consumers
Llais defnyddwyr dwr

Water Voice
Barometer and Spotlight Repo

South Staffs Water and Cambridge Water
August 2026

Delivered by Taylor McKenzie Research

ccw.org.uk
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Cambridge Water ) D) W
Community population South Staffs Water Cambridge Water

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 49 (South Staffs Water: 30; Cambridge Water: 19)
Spotlight completes: 48 Age
Note: The figures below are based on Barometer survey completes.

. M3
Inclusivity . S P
Household income
o 6
Ethnic Minority - 9 Gender Age 65 to 74 = 5
Background L E 32

Prefer not

T

osay Ml 4 23 Age 55 to 64 =56
Rural 7

Representation _ 18 £60k plus __

e 2
L ——
- I A
Accessibility Needs B - I 0 he 35 10 44 B -
Female I
I -
£20k-£40k
Financially B BN s Age 95 to 34 B -
Vulnerable - 9 9 |
I 2
Under £20k
Note: Inclusivity indicators are derived from multiple - 6 - 2
profile questions and are presented independently; Age 18 to 24
therefore results do not sum to 100%. . 2

Sample note: We have met 95% of our minimum sample quotas. N.B. Our lowest household income target is lower than

the minimum sample, however when combined with community members who are on benefits, struggling to pay their o

bills or on a discounted water tariff the quota for financially vulnerable community members has been met. We are . current sample . mMinimum sample
currently monitoring the quotas which are close to the minimum target to ensure we 'top up' here when replacing any

drop-outs. We are also working to boost our male, £20k-£40k, 18-34 and 75+ sample.
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&Barometer dashboard summary é )

South Staffs Water Cambridge Water

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 59% -5% 52% 7%
Overall value for money (satisfied, scoring 7-10) 45% 0% 45% 0%
Trust (a great deal/some trust) 55% 3% 48% 7%
General outlook (positive outlook) 43% -5% 42% 1%
Communication (fair/good communication) 35% 17% 41% -7%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 35% 13% 35% 0%
Brand momentum (salience) (on its way up/has a lot going for it) 29% 20% 28% 0%
Improves our rivers 21% 18% 27% 3%
Creates a greener future 37% 17% 32% 5%
Spends community members' money wisely 21% 229, 27% 3%
Contributes to our communities 41% 23% 37% 4%

Protects our environment 27% -2% 27% 0%
Cives clear information about their environmental action 33% 9% 31% 2%
This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape KEY:
the Accountability Sessions, rather than measure statistical performance. % difference +10% above average

Note: Percentage change may be 1% higher or lower than expected, due to rounding. % difference -10% below average
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Q

South Staffs Water

él Barometer dashboard summary

The voice for water consumers
Llais defnyddwyr dwr

Protects our environment

37%

0%

27%

Overall satisfaction —water (satisfied, scoring 7-10) 57% -7% 52% 4%
Overall value for money 40% -5% 45% -5%
Trust (a great deal/some trust) 57% 2% 48% 9%
General outlook (positive outlook) 37% -22% 42% -5%
Communication (fair/good communication) 37% 24% 41% -5%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 43% 13% 35% 9%
Brand momentum (salience) (on its way up/has a lot going for it) 27% 18% 28% -1%
Improves our rivers 37% 22% 27% 9%
Creates a greener future 53% 29% 32% 21%
Spends community members' money wisely 37% 31% 27% 9%
Contributes to our communities 43% 25% 37% 6%

10%

Gives clear information about their environmental action

43%

20%

31%

12%

KEY:
% difference +10% above average
% difference -10% below average

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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J

Cambridge Water

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 63% -2% 52% 11%

Overall value for money 53% 9% 45% 8%

Trust (a great deal/some trust) 53% 5% 48% 5%

General outlook (positive outlook) 53% 20% 42% 1%

Communication (fair/good communication) 32% 7% 41% -10%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 21% 12% 35% -13%
Brand momentum (salience) (on its way up/has a lot going for it) 32% 23% 28% 4%

Improves our rivers 21% 12% 27% -6%
Creates a greener future 1% -3% 32% -22%
Spends community members' money wisely 21% 8% 27% -6%
Contributes to our communities 37% 19% 37% 0%

Protects our environment

1%

-7%

27%

-16%

Gives clear information about their environmental action

16%

-8%

31%

-15%

KEY:

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.

% difference +10% above average
% difference -10% below average



Barometer: executive summa ry

Overview of key findings

9 I N

South Staffs Water Cambridge Water

The voice for water consumers
Llais defnyddwyr dwr

Satisfaction — water service

59%

52% total community average

Positively...

* Reliable, problem-free service drives satisfaction:
Community members commonly report consistent
supplies, good water quality and few disruptions, with
responsive service when issues arise further supporting
satisfaction.

But...

+ Rising bills and limited communication hold satisfaction
back: The day-to-day service is often seen as adequate but
increasing costs and a lack of information about bills,
company activity and how money is spent hold satisfaction
back.

«  Supply problems and poor value drive dissatisfaction: The
lowest scores reflect leaks, low pressure and supply
disruptions, alongside frustration with high bills and
unresolved customer service or billing issues.

Value for money satisfaction

45% total community average

Trust

55%

48% total community average

Why have you given this overall
satisfaction score?

‘I would like to know their
spending with the increase in
water rates.”

“My bills are really reasonable and
they have been helpful when |
contacted them in the past.

6/10 satisfaction score

10/10 satisfaction score .
Cambridge Water

South Staffs Water

‘I have lost water pressure

several times over the last

month. Sometimes for long
periods with no water.”

“Expensive and hose pipe ban
with frequent very low pressure.”.

3/10 satisfaction score
South Staffs Water 2/10 satisfaction score

Cambridge Water

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.

147



148

South Staffs Water and Cambridge Water:
Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 59%, remaining fairly steady since April. Value for money satisfaction is at 45%, also
remaining relatively unchanged since reporting began. Trust is now at 55%, 7 points above the total

community average.

Total % satisfied — water
69% 69%
64% 62% . 62% 64% 64% 0o 599
6 [0)
:58% 58% . 57/% ::55% 59% ; o
52% 52%

—@—Total
=@-South Staffs Water and Cambridge Water

29% 34% 24% O° 35% 32% 349, 38% 3%

31%
7% 4% 8% 9% 40 4% % o 8%

Nov 25 Dec?25 Jan26 Feb26 Mar26 Apr26 May?26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10)
m % Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money

489% 49% 0%

45% 47% 47% 46% 46% 46% 45%
o)
746% 45%>< j44% 44% 44% 42:%

40% 39% 40%

—@—Total
=@ South Staffs Water and Cambridge Water

£1%
G% 40 39%  50% Lo 44% 46% 46% 41%

Nov25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26

m % Satisfied (Score 7-10)
m % Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust
73%

62% 01% 59%
52% - c104 55%

Lo 53% 1o 5297470 4904 53%50%50% 489,
—@—Total
=0-South Staffs Water and Cambridge Water

(o)
45% 300, 27% 33% 329 100 37%

o1 29% 36%
wo BB BA wE ew ww o, B0 X Bm

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun 26 Jul 26 Aug 26

m % Trust % Neutral H % Distrust
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South Staffs Water and Cambridge Water:
Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Community members reviewed a company fact sheet outlining South Staffs Water and Cambridge Water's
performance across a range of measures. 44% rated the company positively based on the information provided. 77%
felt the company fact sheet reflected their own experience, while 71% felt it addressed the issues that matter most to

them. After reviewing the company’s performance, 25% said their opinion improved, while 27% had a less favourable
opinion of the company.

How would you rate your How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own mMatter Most to you as a affected your overall
experiences of your water customer? opinion of your water

provider? provider?

48%
42%
m 9% Not accurate m 9% Accurate m % Does not reflect the issues well o More fovorable
m % Good % Neutral  m% Poor % No change

m % Reflects the issues well B % Less favourable
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South Staffs Water and Cambridge Water:

Spotlight findings

Views on company performance

7 / y

The voice for water consumers

Thematic analysis of the overall feedback:

Bills, affordability and value for money: Community
members question rising bills and want clearer
information on future costs, affordability support and
what customers are receiving for the money they pay.

Company finances and where money goes: Community
members are interested in how profits are used, the level
of dividends and CEO pay and want greater
transparency around where customer money is
ultimately spent.

Leakage, supply and future resilience: Community
members want continued focus on fixing leaks,
alongside reassurance that future investment and
infrastructure will provide sufficient water as demand
grows and drought becomes a greater concern.

Llais defnyddwyr dwr

“Keep improving things and keep
customers in the loop.”

South Staffs Water

“Where are the £49.43m of profits

being spent?”

Cambridge Water

“‘Supply interruptions and leakage -
it says targets met. What targets
were met? Where is the actual
data?”

South Staffs Water



South Staffs Water and Cambridge Water:
Spotlight findings o AN

Action plan progress tracker

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 38% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that community members see some useful progress in

information and future planning, but feel delivery is slow and overly focused on website-based 'quick wins' rather than
infrastructure and service improvements.

How do you feel about .
the prggress being What do community members say about progress?
made?

« Overall progress feels limited: With many actions still outstanding and

deadlines approaching, community members questioned whether
the current pace is sufficient.

» Delivered actions are largely informational: Website updates,
information on future plans and Ofwat material were acknowledged,
but were often seen as relatively simple activities.

 Visibility and accessibility are inconsistent: Some found useful new

4E% information, while others struggled to locate the same material or had
not been told that it existed.

« Community Members want substantive long-term change: Leakage,
- reservoirs, water meters, population growth, resilience and lower bills

were viewed as more meaningful priorities than communications
alone.

H % Positive % Neutral m% Negative
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South Staffs Water and Cambridge Water:
Spotlight findings d A

Summary and next steps

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

« Billsand value for money

* Drought preparedness and water conservation
» EXxec pay and shareholder returns

« Reducing leakage

« Water pressure and supply reliability
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

South Staffs Water and
Cambridge Water

ccw.org.uk
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South Staffs Water and Cambridge Water:
Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
64% 62% 69% ce% 69% 62% 64% 64% 60% 59% -
Overall satisfaction - % —_— - ° - .
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
45% 47% 47% 39% 40% 46% 44% 44% 42% 45% 45%
Value for money satisfaction — ~— N “ ————————o—¢ —e - —ee—0
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
59 62% 61% 59% 73% 65% 62% 60% 0% 55% o
Trust — % a great deal / some o— . - ; - ——0 .0

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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South Staffs Water and Cambridge Water:
Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
(o) O, O,
N 48% S SV 48% 52% 56% 0% 50% 44% 439% -
Ceneral outlook — % positive *~— R . \ - ————e °
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
S 33% 9 32% 20 35% 9
Communication — % 0 26% 24% 26% ¢ 31% 26% 0 41%
, , 18% I °
communicates very / fairly -— ¢ —
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % ) 32% 31% 30% 38% 42% 32% 220 37% 35% e
someone I'd really like and 21.4’/0 G A >——00—e °
who I'd have a lot / some
things in common with
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
o0 24@ 199 27% 24% 22% 19% 2250 28%

Brand momentum - % on its 9
9% 15% —/ —C—
way up and has a lot / a few / ———
things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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South Staffs Water and Cambridge Water: Barometers” #° /.4

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

0, [0) (©) (©) [0) (o) [0)
25% 24% 19% 29% 25% 26% 30% 29% jlé S

| . e e i
% Agree — improves our rivers

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — creates a greener .O/\oﬁ o
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
26% 27% 27% 26% 239% 31%
, 18% 17% 18% 279,
% Agree — spends customers 9% S
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
41%
30% 29% 30% 35% 27% dige 7% : 37%
[

o (o)
% Agree — contributes to our 18.%/0 . r—— ‘._\23@/‘ - :

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26



157

South Staffs Water and Cambridge Water:
Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
29% 27%
% Agree — protects our 0\22% °
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% A ; | 24% 5% 31%

6 Agree — gives clear 0 0
information about their —" o
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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The voice for water consumers
Llais defnyddwyr dwr

Water Voice
Barometer and Spotlight Repo

South West Water including Bristol
Water and Bournemouth Water

August 2026

Delivered by Taylor McKenzie
Research

ccw.org.uk
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South West Water including Bristol
Water and Bournemouth Water = — - — b

SouthWest Bournemouth Isles of Scilly

' i Water Water SRt
Community population Water

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 63 (South West Water: 31; Bristol Water and Bournemouth Water: 32)
Spotlight completes: 63 Age
Note: The figures below are based on Barometer survey completes.

Inclusivity Household income Age 75+ =§
Ethnic Minority - 9 Gender Age 65to 74 . ©
Background _ 15 Prefer not to N s
say s
I -
Age 55 to 64
BN 10
Rural - 7 £60k plus __Ki

Representation

—___E e

I : £40k-£60k

I 2o

Bl -
Age 45 to 54
° .

Accessibility Needs Age 35 to 44 __I8

I 22

£20k-£40k
I -
: . Age 2510 34
Financially . 5 9 L
Vulnerable _ 15 Under £20k
Note: Financial vulnerability is derived from income under Age 18 to 24 _K
£20Kk, receipt of any benefit and/or in receipt of a discounted I 1

water bill.

. current sample .minimum sample

Sample note: We have met over 95% of our minimum sample quotas. N.B. Our lowest household income target is lower than the minimum sample, however when combined
with community members who are on benefits, struggling to pay their bills or on a discounted water tariff the quota for financially vulnerable community members is met. We
are working to boost our 18-24-year-old sample.



Barometer dashboard summary =

Water

e

Bournemouth
Water

Qﬁ

Isles of Scilly
Water

BRISTOL
WATER

The voice for water consumers
Llais defnyddwyr dwr

160

Overall satisfaction — water (satisfied, scoring 7-10) 38% -N% 52% -14%
Overall satisfaction — sewerage (satisfied, scoring 7-10)

South West Water only 13% -23% 50% -37%
Overall value for money 30% -3% 45% -15%
Trust (a great deal/some trust) 44% 3% 48% -3%
General outlook (positive outlook) 35% 0% 42% -7%
Communication (fair/good communication) 33% 4% 41% -8%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 24% 0% 35% -11%
Brand momentum (salience) (on its way up/has a lot going for it) 22% 7% 28% -6%
Improves our rivers 10% -4% 27% -18%
Creates a greener future 14% -5% 32% -18%
Spends community members' money wisely 17% 0% 27% -10%
Contributes to our communities 19% -10% 37% -18%

Protects our environment

14%

1%

27%

-13%

Gives clear information about their environmental action

19%

1%

31%

-12%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.

KEY:

% difference +10% above average
% difference -10% below average
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The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 13% -27% 52% -40%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 13% -23% 50% -37%
Overall value for money 10% -10% 45% -35%
Trust (a great deal/some trust) 19% 6% 48% -28%
Ceneral outlook (positive outlook) 13% -7% 42% -29%
Communication (fair/good communication) 23% 3% 41% -19%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 13% -7% 35% -22%
Brand momentum (salience) (on its way up/has a lot going for it) 13% 6% 28% -15%
Improves our rivers 0% -7% 27% -27%
Creates a greener future 3% -17% 32% -29%
Spends community members' money wisely 10% 10% 27% -18%
Contributes to our communities 10% -17% 37% -27%

Protects our environment 6% 2% 27% -21%
Cives clear information about their environmental action 6% -7% 31% -25%
This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape KEY:

% difference +10% above average

the Accountability Sessions, rather than measure statistical performance. |
% difference -10% below average

Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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b Bournemouth

BRISTOL Water

él Barometer dashboard summary

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 63% 10% 52% 10%
Overall value for money 50% 1% 45% 5%
Trust (a great deal/some trust) 69% 16% 48% 21%
Ceneral outlook (positive outlook) 56% 15% 42% 15%
Communication (fair/good communication) 44% 12% 41% 3%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 34% 9% 35% 0%
Brand momentum (salience) (on its way up/has a lot going for it) 31% 12% 28% 3%
Improves our rivers 19% 2% 27% -9%
Creates a greener future 25% 6% 32% -7%
Spends community members' money wisely 25% 0% 27% -2%
Contributes to our communities 28% -2% 37% -9%

Protects our environment 22% 3% 27% -5%
Cives clear information about their environmental action 31% 10% 31% 0%
This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape KEY:

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.

% difference +10% above average
% difference -10% below average
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Barometer: executive summary == —= == -0 & TN

SouthWest Bournemouth Isles of Scilly

Overview of key findings Water ~ Water Aan - .
Liais defryddwyr
Satisfaction — water service Value for money satisfaction Trust
38% 30% 44%
52% total community average 45% total community average 48% total community average

Why have you given this overall
satisfaction score?

Positively...

* Reliable day-to-day service drives satisfaction: Community “l have never had any problems “The service is constant and reliable
members commonly report C'.ean' consistent water with with our water supply.” but | feel like we are paying too
few sgpply problems, thh positive customer service much.”
experiences also supporting higher scores. 9/10 satisfaction score

But... Bournemouth Water 7/10 satisfaction score
. . . Bristol Water
» Sewage pollution weakens trust: Despite receiving an
adequate personal service, many community members are u . .
concerned about pollution in rivers and seas and the lack of waste is d“mped regularly into “‘High bills, high pollution, high
visible environmental improvement. our surrounding oceans and the ’ ’

charges are astronomical.” rates of water leakage.

« High bills and underinvestment drive dissatisfaction: The _ ,
lowest scores reflect concerns that rising charges are not 4/10 satisfaction score 0/10 satisfaction score
being matched by infrastructure investment, while too South West Water South West Water
much money goes to senior management and
shareholders.

Accountability call-out: Current key metrics have triggered an ad-hoc Accountability Session. However, with

an ad-hoc process already underway and with the upcoming Accountability Sessions, no additional ad-hoc
session will be arranged at this time.




South West Water including Bristol Water and
Bournemouth Water: Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 38%, now the lowest level since reporting began (11 points lower than November).
Value for money satisfaction is at 30%, 10 points lower than last month. Trust is at 44%. All metrics remain

below the total community average.

Total % satisfied - water

589% 59% 60%579% 550, 59% 607 59%

52% 52%

38%

a=@u=T0Otal
=0== South West Water inc.Bristol and Bournemouth Water

37% 35%

35% 38% 200

32%
27%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10)
m % Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money

9%, 51% 48% 49% 50%

46% “

46% 4.4% 45%

40%
45% 46%

409

339% 2% 36% 3394339%36% 8o

=@ T0tal
=0==South West Water inc.Bristol and Bournemouth Water

30%
37% 359 28% [
24%  5q, 37%

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

35% 43% 32%

m % Satisfied (Score 7-10)
% Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust

41%

e=@==T0tal

49%

53%

50% 51%

48%

=0==South West Water inc.Bristol and Bournemouth Water

31%

O
27% 18%

m % Trust

26% 16% 9og, 23%

13%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun 26 Jul26 Aug 26

% Neutral

m % Distrust

10%
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South West Water including Bristol Water and
Bournemouth Water: Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

The company fact sheet provided community members with an overview of South West Water including Bristol Water
and Bournemouth Water across a range of performmance measures. 38% rated the company positively after reviewing
the information. 67% felt the company fact sheet reflected their own experience, while 63% felt it covered the issues
that matter most to them. Opinions of company performance were more likely to worsen than improve following
review, with 30% feeling less favourable towards the company compared with 16% whose opinion improved.

How would you rate your How closely does the

' ClOs How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own matter most to you as a affected your overall
experiences of your water customer? opinion of your water
provider? provider?
54%
21%

m % Not accurate m % Accurate m % Does not reflect the issues well

m % More favourable
m % Good % Neutral H % Poor

. % No change
m % Reflects the issues well B % Less favourable
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South West Water including Bristol Water and
Bournemouth Water: Spotlight findings d AN

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

“Justification of dividend and CEO
remuneration.”

South West Water
Thematic analysis of the overall feedback:

« Operational and environmental performance: Leakage, The amount of profit returned in
drinking-water quality, sewage discharges and drought dividends Ond@mm//db/e for
conditions reinforced perceptions that fundamental

. . . reinvestment.”
service issues remain unresolved. .
Bristol Water

« Profits, dividends and CEO pay: Financial information ‘How the water companies plan to

prompted strong reactions about executive manage heatwaves in the future.”
remuneration, shareholder returns and whether Bournemouth Water
sufficient money is being reinvested.

“‘Specifics on incidence of overflow and actions to
address issue of increased extreme weather
events (drought and flood)”

South West Water



South West Water including Bristol Water and
Bournemouth Water: Spotlight findings d AN

Action plan progress tracker

The voice for water consumers

Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 44% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that high levels of reported delivery have done little to overcome

deep scepticism, as community members see many actions as communications-led, while sewage, leakage, resilience
and affordability remain unresolved.

How do you feel about What do community members say about progress?

the progress being
mMmade?

* High completion figures are treated cautiously: Although many actions
appear completed on paper, community members questioned their
importance, difficulty and whether reported delivery accurately
reflects genuine progress.

+ Communications dominate over physical improvements: Accessibility,
billing and information initiatives were recognised, but often regarded
as easier actions that do not address infrastructure or environmental
performance.

+ Little real-world change is being felt: Many reported no noticeable
44% Improvement in their own experience and said they would not have
known about completed actions without the research.

_ « Trust is undermined by bigger unresolved issues: Sewage discharges,
river and bathing-water quality, leakage, drought, rising bills,
dividends and executive rewards continued to shape perceptions

m % Positive % Neutral m% Negative more strongly than the action tracker.
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South West Water including Bristol Water and
Bournemouth Water: Spotlight findings d AN

Summary and next steps

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

 Drought and future supply

* Reducing pollution

» Leakage and operational performance
« Billsand financial accountability

e |Nnfrastructure resilience and investment



e

The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

South West Water (including
Bristol Water and
Bournemouth Water)

ccw.org.uk
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South West Water including Bristol Water and
Bournemouth Water: Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
£9% 48% 59% 60% 48% 40% 48% 47% 45% 289% =50
Overall satisfaction — % —9 > - o .
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
- ~ : 36% 47% 35% 35% 41%
Overall satisfaction with _— 29% = - <09

sewerage services — %
satisfied (score 7-10)

South West Water only Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

13% °

49% 51% 40%

, . 33% 35% 36% 33% 33% 36% 30% 42%
Value for money satisfaction — ﬂ L ———————

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
41% 50% 47% 58% 239% 449 43% 40% 48% 44% 48%
Trust — % a great deal / some o0 = —_— — .

trust
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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South West Water including Bristol Water and
Bournemouth Water: Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
Ceneral outlook — % positive ———————— ° ° A
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
38%
Communication — % 29% Sl 23% 28% 25% 28% 26% 23% 5% 41%
. 0 o= e *— ‘\ — — _./. (]
communicates very / fairly ——
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % 29% 33% Sl
| . 24% 6 —e—_ 2% 2% 22% 21% R 24% 55%
someone I'd really like and — v | —— ° °

who I'd have a lot / some

things in common with Nov25  Dec25  Jan26  Feb26  Mar26  Apr26  May26  Jun26 26 Aug26 Total Aug 26

24% 22% 19% 25% 18% 22% 9
[0)

Brand momentum — % on its e 17% 12% ; 157 ’ 28.3/0

way up and has a lot / a few

things going for it
gs9 < Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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South West Water including Bristol Water and
Bournemouth Water: Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
23% 27%
18% 9 0 9
: . 14% 14% 12% 15% 15% o ®
0 — 7% 8% 10%
% Agree —improves our rivers 6 0
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
20% 18% 18% 19% 9 9
% Agree — creates a greener 15% ° 16% 16% 12% S 17% 14% 52
\7 sl e v — f o
future “
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
24%
| 18% Ak - 20% 18% 1400 17% = 18% 17% 27%
% Agree — spends customers o —— —— . —— — °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
20% 31% 9
6 25% 27% 28% S 21% 18% 19% STk

% Agree — contributes to our *- N —— —— W ——— -
communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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South West Water including Bristol Water and
Bournemouth Water: Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Percentages by wave for this commmunity vs. total for this wave

Question

. 27%

% Agree — protects our 13% 14% °
environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear . 19% 31%
information about their — °
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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The voice for water consumers
Llais defnyddwyr dwr

Water Voice
Barometer and Spotlight Repo

Southern Water
August 2026

Delivered by Taylor McKenzie Research
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Southern Water

Southern
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Community population Water. = _
Lins defnydcwyr dar
Barometer completes: 52
Spotlight completes: 49 Age
Note: The figures below are based on Barometer survey completes.
H:
. ) Age 75+
Inclusivity Household income g M2
Cender B -
: : ; Age 6510 74
EtE?mE Mmorgjty - 2 Prefer not to 26 6 ° B 6
ackgroun s say e s 23 23
__Ki L S—
Rural i O Pl — 17
Representation -
’ ” Age 45 to 54 ___ S
caok-eook N 10 LK
| I
Accessibility Needs
I e E— Age35to 44 M G
£20k-£40k e Male Female e 3
Financially - 5 . B -
Vulnerable [ 7 Under £20k m> Age 251034 B ©
Note: Financial vulnerability is derived from income under - 3
20k, receipt of any benefit and/or in receipt of a discounted Age 18 to 24 B
water bill.

Sample note: We have met over 95% of our minimum sample quotas. N.B. Our lowest household income target is lower
than the minimum sample, however when combined with community members who are on benefits, struggling to pay
their bills or on a discounted water tariff the quota for financially vulnerable community members is met. We are currently
monitoring the quotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs.

We are also working to boost our 75+, 45-54 year and 18-24 sample.

. current sample

. minimum sample
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% difference +10% above

&Barometer dashboard summary -

Southern

% difference -10% below Water® ~_—

average

T

The voice for water consumers
Llais defnyddwyr dwr

176

Overall satisfaction — water (satisfied, scoring 7-10) 25% 2% 52% -27%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 38% 2% 50% -11%
Overall value for money 19% 2% 45% -26%
Trust (a great deal/some trust) 25% 5% 48% -23%
General outlook (positive outlook) 12% -8% 42% -30%
Communication (fair/good communication) 27% -3% 41% -14%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 15% 2% 35% -19%
Brand momentum (salience) (on its way up/has a lot going for it) 13% 0% 28% -15%
Improves our rivers 10% 0% 27% -18%
Creates a greener future 15% 2% 32% -17%
Spends community members' money wisely 10% 2% 27% -18%
Contributes to our communities 17% -2% 37% -20%

Protects our environment

10%

0%

27%

-17%

Gives clear information about their environmental action

19%

4%

31%

-12%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Barometer: executive summary Southern & N
Overview of key findings Water. == o W @
Satisfaction — water service Value for money satisfaction Trust
25% 19% 25%

52% total community average

Positively...

But...

» Rising bills drive dissatisfaction: Steep price increases create
frustration, particularly when charges are not seen to result
in greater investment and profits and executive rewards
remain high.

Reliable day-to-day service drives satisfaction: Community
members commonly value clean, consistent water with
few supply problems, with good customer service and
signs of improvement also supporting satisfaction.

Pollution weakens trust: Concerns about sewage entering
rivers and seas reduce confidence in the company, even
among community members who experience few
problems with their own supply.

45% total community average

48% total community average

Why have you given this overall
satisfaction score?

“The water is reliable, and bills
and updates come on time,
though there's room to
improve on leaks and water-
saving support.”

‘I have an uninterrupted water supply
that is safe”

9/10 satisfaction score

“Water supply is fine, but my bills 7/10 satisfaction score

are much too high. Additionally,
Southern Water have a bad track
record of leaks and sewage into the
sea/rivers etc.”

“Pollution to seas and rivers,
increased customer prices but gave
massive bonuses to execs.”

5/10 satisfaction score 2/10 satisfaction score

Accountability call-out: There is an ad hoc currently in progress for Southern Water due

to low satisfaction among community members.
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él Southern Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction this month is 25% and value for money satisfaction is 19%. Trust levels remain fairly steady
at 25%. All metrics remain considerably below the overall community average.

Total % satisfied - water Total % satisfied - value for money Total % trust
60% 9% 50%
., 58% 58% 56% 57% 559 52% 60% 59% 46% 45% 46% 46% 440, 07 4IB 27 Leo 489 237 4805 52% 247 490, 25% 50% 51% 4 g0,
4%++ 4\0/——'—\ .o/.\./.—‘\./.\.'—'.\. ’
30%
32% 5905 31% " 10 227 5008 23% 25% 24% 25% 25%

30%
A N‘\.

=@®=T0tal =@= Southern Water =@="T0tal =@ Southern Water =@=To0tal =@ Southern Water

8%

27% 23% 1z, 22% 4% 1g9s 16% 179
55 35% oo, 29% 16% 15%
3% op 39% 45% 3% 8% 350 g [ B G 3T AN 5% 4d% g
| | | I I I I I I I I

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug26 Nov25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug26 Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10) % Neutral (Score 4-6) m % Satisfied (Score 7-10) % Neutral (Score 4-6) ®% Trust % Neutral ® % Distrust
B % Not Satisfied (Score 0-3) B % Not satisfied (Score 0-3)



Southern Water: Spotlight findings

Views on company performance

The voice for water consumers

Only 20% of community members rated the performance of Southern Water positively, after reviewing the company

Llais defnyddwyr dwr

fact sheet. 55% felt the information reflected their own experience of Southern Water, while 76% felt it covered the

issues that matter most to them. After reviewing the company’s performance, 31% of members had a more favourable

opinion of the company, compared with 18% who felt less favourable afterwards.

How would you rate your ~ How closely does the How well does the company
water provider's overall information in the company fact sheet reflect the issues that
performance? fact sheet reflect your own

35%

experiences of your water
provider?

customer?

m % Not accurate m % Accurate

m % Good % Neutral H % Poor

® % Reflects the issues well

matter most to you as a

m % Does not reflect the issues well

How has reading the
company fact sheet
affected your overall
opinion of your water
provider?

51%

m % More favourable
% No change
H % Less favourable

179
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Southern Water: Spotlight findings

7 { y
Views on company performance :
Linis detnydawyr i
. . “A reasonable start. But need to
Thematic analysis of the overall feedback: accelerate now. Still leaking 89m
.. . . litres a day.”
« Drinking water quality and environmental performance: Y
Community members raise concerns about drinking
water quality, pollution, sewage overflows and the low
Environmental Performance Assessment (EPA) rating,
qguestioning what will be done to improve performance. “Why with such huge profits did bills
need to rise?”
 Bills, profits and investment: Community members
guestion why bills are increasing alongside high profits
and executive pay and want greater clarity on how "Why has the water quality gone
money is being reinvested into infrastructure and service down, it's now red. Is It safe to arink,

should we be boiling it???? That was
the only thing | thought Southern
Water was ok at, supplying safe
water, now I'm not confident in even
that.”

Improvements.



Southern Water: Spotlight findings

Action plan progress tracker

7 1

The voice for water consumers

Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 27% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that community members welcome greater openness and

clearer information, but regard progress as too slow and the delivered actions as largely administrative compared with
the scale of infrastructure, pollution and affordability concerns.

How do you feel about
the progress being
mMmade?

49%

H % Positive % Neutral m% Negative

What do community members say about progress?

Too much remains 'in progress': The low number of completed actions
and volume still underway created uncertainty over whether
deadlines will be met and whether meaningful change has begun.

Communication improvements are acknowledged: Clearer billing

information, water-quality information and more accessible language
received some positive recognition.

Delivered actions feel relatively minor: Many regarded the completed
mMeasures as easy administrative or commmunications tasks that should
already form part of normal business.

Core service issues dominate perceptions: Leakage, sewage discharges,
infrastructure, high bills and trust were repeatedly cited as areas

requiring substantive action before community members feel a real
difference.

y
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Southern Water: Spotlight findings d A

Summary and next steps

The voice for water consumers
Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

* Value for money and rising bills

* Reducing pollution and sewage discharges
 Reduce leakage

* Infrastructure investment and future proofing

« Communication during incidents

182
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Southern Water

ccw.org.uk
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Southern Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
27% 30% 27% 53% 28% 32% 29% 31% 25%
Overall satisfaction — % o B 8% T e 52.%
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
40% 259, 45% 40% 259, 39% 42% 40% 38%

Overall satisfaction with —_ — T —o— 0 _———— 50%
o

sewerage services — %
satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
_ . 18% 20% 21% 23% 22% 21% 20% 22% 23% 19% 45%
\/aIug fqr money satisfaction — : —— —— ————— : —— ——
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
oo 30% S 28% 22% 23% 25% 24% 25% 25% L0,
Trust — % a great deal / some —— N e N ¢ °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Southern Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

N 20% 23% 18% 19% 22% 18% 16% 20% 21% . 42%
Ceneral outlook — % positive — - —_——— 4‘\12.4’ °
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
— 30% 30% 9 35% 9 37%
Communication - % 0 © 27% 28% 50% 29% 25% 27% 41%
: : - —— — —— \M L
communicates very / fairly
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
i -9 21%
Brand connection — % 18% 19% 16% 16% ’ 15%

! : 14% 14% 15% 9 250
someone I'd really like and ——  —— ;3'/0___._,/\' .

who I'd have a lot / some
things in common with

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand momentum — % on its 14% 1% 149 13% 13% 14% 1% 15% 17% 13% 28%
e =0 — °
way up and has a lot / a few —— -

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Southern Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
18% 14% 15% )
10% 1% 1% 15% 9% 10% 10% 27%
% Agree — improves our rivers - - ¢
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
14% 14% 14% 15% 18% 14% 13% 15%
o 1% 9% 32%
% Agree — creates a greener o — > © °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
14% 13% 13% 14% 13% % 13% 10%
o 0 L . 6 27%
% Agree — spends customers' o 8% — )
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
(0)
. 20% 2% 18% 17% 20% 2% 18% 18% 21% 17% 37%
% Agree — contributes to our —— —— >
communities
Total Aug 26

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26
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Southern Water: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
27%

% Agree — protects our 10% 10% °
environment S

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 15% 19% 31%
information about their -
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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The voice for water consumers
Llais defnyddwyr dwr

Water Voice
Barometer and Spotlight Repo

Thames Water
August 2026

Delivered by Taylor McKenzie Research
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Thames Water

Community population
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The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 49
Spotlight completes: 51
Note: The figures below are based on Barometer survey completes.

INnclusivity Household

Income
Ethnic Minority - 9

Background . BE Prefer not to

say |
Rural _ B - —
Representation - 3 L
_ I 10
Accessibility Needs I ! £40k-£60k 2
N 2
£20Kk-£40k _1215
Financially |5 T
Vulnerable NG 18 Under £20k _9 12

Note: Financial vulnerability is derived from income under
20k, receipt of any benefit and/or in receipt of a discounted
water bill.

Sample note: We have met 95% of our minimum sample quotas. N.B. Our lowest household income target is lower than the
minimum sample, however when combined with community members who are on benefits, struggling to pay their bills or
on a discounted water tariff the quota for financially vulnerable community members is met. We are currently monitoring
the quotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are also
working to boost our £20k-£40k sample.

Age

K
Age 75+ . >

Age 5510 64 _—5 10

N ©
Age 45 to 54 I

.
AGE 2o 0 S e &

K
Age 18 to 24 >

. current sample . mMinimum sample




&Barometer dashboard summary

KEY:

% difference +10% above

average

% difference -10% below

average

The voice for water consumers

Llais defnyddwyr dwr

190

Overall satisfaction — water (satisfied, scoring 7-10) 35% -5% 52% -18%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 35% -15% 50% -15%
Overall value for money 29% -7% 45% -16%
Trust (a great deal/some trust) 33% -13% 48% -15%
General outlook (positive outlook) 24% -7% 42% -17%
Communication (fair/good communication) 20% -13% 41% -21%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 20% 0% 35% -14%
Brand momentum (salience) (on its way up/has a lot going for it) 10% 4% 28% -18%
Improves our rivers 29% 4% 27% 1%

Creates a greener future 18% 0% 32% -14%
Spends community members' money wisely 18% -2% 27% -9%
Contributes to our communities 22% 2% 37% -15%

Protects our environment

22%

1%

27%

-5%

Gives clear information about their environmental action

14%

1%

31%

-17%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.



Barometer: executive summa ry

Overview of key findings

191

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Value for money satisfaction

29%

45% total community average

Satisfaction — water service

35%

52% total community average

Positively...

» Reliable day-to-day service drives satisfaction: Community
members commonly report consistent supplies, clean
water and few personal problems, with helpful customer
service and support when needed further strengthening
satisfaction.

“Creat service and clear
communication whenever
there's an issue.”

But... 9/10 satisfaction score

» Leaks and pollution weaken confidence: Many community
members say their own water supply is reliable but
concerns about leaks and wider environmental

performance reduce confidence in the company. The time taken to fix the

frequent leaks. And the big
* Rising bills and underinvestment drive dissatisfaction: Steep increase in the bill.”
price increases create frustration, particularly when money
is seen as being poorly managed rather than invested in

infrastructure and service improvements.

3/10 satisfaction score

Trust

33%

48% total community average

Why have you given this overall
satisfaction score?

“I'm happy with my personal service. Only
problem | have since living here is [that]
there have been multiple leaks in the
same place and it disrupts my travel to
work.”

6/10 satisfaction score

“My water bill has gone up massively
this year but | don't see the money
spent wisely. Directors dividend
payments, leaks everywhere and
polluting our rivers.”

0/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.




él Thames Water: Barometer findings

192

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction has decreased again this month to 35% (-11% since last month) and is now at the lowest
level since reporting began. Value for money satisfaction has decreased sharply this month to 29% (-19% since
last month) and is also the lowest since reporting began. Trust is at 33%. These metrics are considerably below

the total community average.

Total % satisfied - water
o)
58% 58% 569 57% co, 59% °07 59%

52% 52%

549%
50% 51% 49%
L ah% ° 46% 50 PR 46%
° 35%

=@=T0tal =@=Thames Water

- 35%
[0)
% 30% 40% 0% 340 300 gy 38%

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26

m % Satisfied (Score 7-10)
% Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money

o)
469 45% 46% 46% 4 1.0 48%49% S0% L5

40%

0, 0,
o 3% 40% 42% 350, 2o 38%
29%

=@=T0tal =@=Thames Water

41%
35% 27% 250, 27% 38% 45%  40%

33%

Nov 25 Dec25 Jan 26 Feb 26 Mar26 Apr26 May 26 Jun 26 Jul 26 Aug 26

m % Satisfied (Score 7-10)

% Neutral (Score 4-6)
% Not satisfied (Score 0-3)

Total % trust

48%370 60, 22%54%499% ©3%50% 51% 459,

[0)
O e 42%

330, 35%36% 35%  37% 3304

=@=Total =@=Thames Water

| 19% 24% 27% 20% 26% 3% 5395 27% I
| I I I

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26

16%

m 9% Trust % Neutral H % Distrust
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Thames Water: Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Community members were shown a company fact sheet providing an overview of their water provider's performance
across a range of measures. 24% of community members rated Thames Water positively based on this overview. 67% of
members felt that the company fact sheet reflected their own experience of their provider and 75% felt that it reflected

the issues that matter most to them well. While 33% had a less favourable view of the company’s performance after
reading the fact sheet, 18% said their opinion improved.

How would you rate your - How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own matter most to you as a affected your overall
experiences of your water customer? opinion of your water
provider? provider?
25%
49%

m % Not accurate =% Accurate m % Does not reflect the issues well % More favou bl
% No change

H % Less favourable

w6 Good % Neutral - m% Poor = % Reflects the issues well
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Thames Water: Spotlight findings

Views on company performance

4 / y

The voice for water consumers

Llais defnyddwyr dwr

“The overall picture is pretty

. . negative.”
Thematic analysis of the overall feedback:

« Poor operational and environmental performance: Low ) .
Environmental Performance Assessment (EPA) scores, What is the response to the
leakage, drinking-water quality and wider operational Vigﬁe’iaﬁnp;mggjfgffaegfﬂ”
ratings presented a strongly negative picture and were gete:
key areas community members wanted explained.

* Financial and organisational concerns: Wider concerns “Debts of £20 billion are appalling.”
about debt, bills and the company's financial situation
reinforced scepticism about whether the accountability
process can produce genuine change.

‘how the operational performance
can be addressed while investment
Is lacking due to debt repayment.”



Thames Water: Spotlight findings

Action plan progress tracker

d 4

The voice for water consumers

Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 31% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that Thames Water community members see little evidence of
meaningful progress, with 'in progress' actions regarded as too vague to counter concerns about poor operational

performance, leakage and water quality.

How do you feel about
the progress being
mMmade?

37%

H % Positive % Neutral m% Negative

What do community members say about progress?

* Lack of completed activity dominates. With actions still described as in
progress, many community members felt there was currently too little
delivery on which to form a positive judgement.

* 'In progress' needs measurable definition: Community members
wanted specific milestones, numerical targets and interim updates
showing exactly how far each commitment has advanced.

* Operational issues matter more than communications: Leakage, water
quality, supply interruptions and the low Environmental Performance
Assessment (EPA) score were repeatedly regarded as the measures
that should receive greatest attention.

y
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Thames Water: Spotlight findings

7 / y
Summary and next steps

The voice for water consumers
Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

« Value for money

» |eakage and network improvements

» Reducing pollution and sewage discharge
« Customer service

« Exec pay and financial transparency



e

The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Thames Water

ccw.org.uk
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Thames Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
. . 40% 449 50% 46% 42% 51% 49% 4% 46% _— 550
ngrgll satisfaction — % . ————————e ——— e ° °
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
50% 52% 50% 52% 51% 9 52% 54%
. . . 42% 45% 0 9
Overall saUsfa;Uon with — —— o —— ° —— ﬂ\zi@ 50%
sewerage services — % : L
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
35% 38% 40% 42% 37% 45% 35% 38% 48% 45%

. . O
Value for money satisfaction — o— — e e e ‘.\.___._________.\29.@

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
46% 40% 38% 33% 35% 36% 35% 42% 37% 339% 48%
Trust — % a great deal / some - - ———————— “ —— °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Thames Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
38% 37%
N 1% 59% 34% 33% 32% 31% 29% 9 9

General outlook — % positive . e — . ‘.\27) 4%/0
outlook N

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

N . 33% 9 27%

Communication — % 19% 26% 23% 0 23% 24% 23% 23% 20% 41%
communicates very / fairly .\,,/'— —— ————————— —0 *—— ¢
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection — % 21% 19% 24% 23% 17% 7% 20%

. 9 9 35%
someone I'd really like and 15% 1% 12% —o— .

who I'd have a lot / some
things in common with

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand momentum — % on its o/ 10% 89 10% 12% 15% 18% 13% 12% 10% 28%
(0}
way up and has a lot / a few —"———— —————e

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26



200

Thames Water: Barometer ' dad

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
(o) [0)
25% 21% 18% 23% 17% S 20% 25% 23% 29% 27%
% Agree — improves our rivers e
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
27% 25% 27% 3% 0 25%
19% 20% . ° L2% 19% 18% 9
% Agree — creates a greener .O/‘\k — ————— ‘.O/O\.O 32,%’
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
28%
21% 23% 21% 9 27%
% Agree — spends customers' .70 —~— w 15% 7% 18% A
: —— o —

money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Sl 24 25% 21% 28% 23% 27% 22% ‘e’

O T S T

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

21%

% Agree — contributes to our
communities
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Thames Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

) 27%

% Agree — protects our 1% 22% °
environment — "

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear - 14% 31%
o o o (0]
information about their -
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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The voice for water consumers
Llais defnyddwyr dwr

Water Voice
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United Utilities
August 2026

Delivered by Taylor McKenzie Research
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United Utilities o Unite
Community population Utilities

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 54
Spotlight completes: 51 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ __E

INnclusivity Household T
Income
B -
Ethnic Minority [ © Gender AgeE5toT4
Background - 10 Prefer not to 26 27
sSa '| 23 23
J : Age 55 to 64 __IE
Rural B — D 2
Representation _ 14 £60k plus N G
I -
A O O S — 10
Jo— I c40k-cook M 10 :
ccessibility Needs s 2 0 B
_ 21 e Age 35 to 44
Ok 40K I - Male Female  Other I 12
Financialy [l 5 I 3 —
Vulnerable _ 16 Age 2510 34 _ 3
Under £20k __J

Note: Financial vulnerability is derived from income under _ 12
20k, receipt of any benefit and/or in receipt of a discounted Age 18 to 24 - 3
water bill. o3

Sample note: We are currently monitoring the quotas which are close to the minimum target to ensure we 'top up' here

when replacing any drop-outs. We are also working to boost our £20k-£40k sample and 75+ sample. . current sample . minimum sample
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@Barometer dashboard summary =~ (#United

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 65% 11% 52% 12%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 65% 13% 50% 15%
Overall value for money 50% 20% 45% 5%
Trust (a great deal/some trust) 56% 13% 48% 8%
General outlook (positive outlook) 54% -1% 42% 12%
Communication (fair/good communication) 57% 19% 41% 16%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 43% 24% 35% 8%
Brand momentum (salience) (on its way up/has a lot going for it) 33% 11% 28% 5%
Improves our rivers 31% 13% 27% 4%
Creates a greener future 35% 17% 32% 3%
Spends community members' money wisely 35% 22% 27% 8%
Contributes to our communities 46% 9% 37% 9%

Protects our environment 31% 6% 27% 4%

Cives clear information about their environmental action 39% 6% 31% 8%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape
the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Barometer: executive summary Yuniteo o of _JA

Overview of key findings - -
Liais defryddwyr
Satisfaction — water service Value for money satisfaction Trust
©65% 50% 56%
52% total community average 45% total community average 48% total community average

Why have you given this overall

Positively... ' s
. ) ) . . ) satisfaction score?
* Reliable, problem-free service drives satisfaction: Community

members commonly value consistent supplies, good water ., R _
quality and few disruptions, with responsive customer Clean good water, good “The water service is fine but the bills
service and quick resolution of issues providing further pressure. Respond very aren't great and they don't do
reassurance. quickly to any anything special.”
issues/problems.”
But... 7/10 satisfaction score

« Limited transparency around bills holds satisfaction back: 10/10 satisfaction score

Neutral community members often report an adequate

day—tq—day service but.vvant clearer explanations of why bills “Constant bill increases with “Too high bills low water

are rising and how their money is being spent. no explanation why or pressure in my kitchen the tap
«  Poor value and wider performance issues drive reasoning where money is will not have enough pressure so

dissatisfaction: The lowest scores are linked to high costs going” no hot water”

alongside concerns about water quality, pollution, leaks and

whether enough money is being reinvested in improving 4/10 satisfaction score 0/10 satisfaction score

services.

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.




él United Utilities: Barometer findings

206

The voice for water consumers

Llais defnyddwyr dwr

65% of community members are satisfied overall, remaining fairly steady since May. Value for money
satisfaction is at 50%. Trust has decreased this month to 56%, an T1-point drop from last month but still above
November levels. All metrics have now been above the total community average since June.

Total % satisfied - water
066%66% 64% ©65%

> 61% 589 59% crro, 58%
0%
&7 8% 56% 559 5596297 5% e,
=@=Total =@=United Utilities

41% 26% 32% 33% 38% 35% o0, 550, 27% 26%
6% 3% 9% 7% 8% &% 9% &% 9% 9%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul26 Aug 26

m % Satisfied (Score 7-10)
% Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money

54% 53% 509
46% 45% 46% 46% 449,

40%

47% 49% 50% LE%

0
30% 34% N
=@®=T0tal =0=—United Utilities

52% 40%
51% © 429
43% ° 44% 2% 250 28% 27% 30%

Nov25 Dec?25 Jan26 Feb26 Mar26 Apr26 May?26 Jun26 Jul26 Aug?26

m % Satisfied (Score 7-10)
B % Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust

59% )
539 54% 55% 559, 57%

48%

53% 529 4%

49% 23%50% 51% 459,

48%
0
43% =@=Total =@=United Utilities
37% 20% I I
26% 36% 28% 33% 23% 26%

32% 20%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun 26 Jul 26 Aug 26

m % Trust % Neutral % Distrust
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United Utilities: Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Community members were shown a company fact sheet providing an overview of their water provider's performance
across a range of measures. 76% of community members rated United Utilities positively based on this overview. 78% of
members felt that the fact sheet reflected their own experience of their provider and 80% felt that it reflected the

Issues that matter most to them well. While 10% had a less favourable view of the company's performance after
reading the company fact sheet, 55% said their opinion improved.

How would you rate your How closely does the How well does the company How has reading the

water provider's overall information in the company fact sheet reflect the issues that company fact sheet

performance? fact sheet reflect your own mMatter Most to you as a affected your overall
experiences of your water customer?

opinion of your water
provider?

provider?

35%

20%

m % Not accurate =% Accurate m % Does not reflect the issues well % More favou bl
% No change

H % Less favourable

w6 Good % Neutral - m% Poor = % Reflects the issues well



United Utilities: Spotlight findings

Views on company performance

208

7 / y

The voice for water consumers

Thematic analysis of the overall feedback:

Missed targets and environmental performance:
Community members wanted clearer explanations of
why targets were missed and more information on
environmental impacts and peer performance.

Bills, value and executive reward: Lower bills were a clear
priority, while CEO bonus, salary, pension and dividends
appeared excessive to some.

Customer support and communication: Improvements in
support for vulnerable customers and ongoing
communication were positively received and contributed
to a sense that the company listens to customers.

Llais defnyddwyr dwr

‘I would like to see more about the
environmental impacts”

“‘Dividends and CEO salary, bonus
and pension seem rather excessive!”

“I like that financial and vulnerability support

has been made easier to find on the website

and there is more focus on how to promote it
to customers who may need it.”

‘It has made me think that my
water company cares more about
its customer needs and issues.”
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United Utilities: Spotlight findings

Action plan progress tracker

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 71% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that United Utilities is viewed relatively positively for delivering
actions on time and improving customer support, although community members want assurance that early 'quick
wins' lead to wider, lasting benefits.

How do you feel about What do community members say about progress?
the progress being
made? « Delivery inspires confidence: The relatively high number of completed
actions and absence of delays created a broadly positive perception of
progress.

+ Affordability and vulnerable-customer support stand out:
Improvements to support information, phone contact, bills and
explanations of where money goes were viewed as useful and
customer-focused.

« Communication has improved for some: Community members
reported clearer information and more updates, although awareness
was inconsistent and some had noticed little change.

255 * Quickwins need to be followed by bigger outcomes: Some saw

8% completed actions as relatively simple fixes and wanted greater focus
on affordability, water resources and evidence of meaningful long-
term change.

H % Positive % Neutral m% Negative



United Utilities: Spotlight findings

Summary and next steps

/ /

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

 Drought preparedness and supply

« Pollution and environmental performance
« Billsand value for money

« CEO pay and finances

 Reducing leakage

210
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

United Utilities

ccw.org.uk
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United Utilities: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
54% 61% 58% 59% 55% 58% 66% 66% 64% 65%
5 o — (o)
Overall satisfaction — % 0 —e - " o . - 52.@
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. . . 509% 57% 60% 67% 64% 60% 66% 70% 67% 65% .
Overall saUsfa;Uon with ; O —— ® e e e e — 50%
sewerage services — % L4
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
54% 53% 50%
43% 43% 0 9 47% o )
. : 34% 38% 40% 459%
\/aIug fqr money satisfaction — 30.%/0— . ° S — o ——— —— R ?
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
[0}
e 59% 53% 54% 55% 52% 57% = o7% 56% 48%
Trust — % a great deal / some — " - —_————— —— . — °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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United Utilities: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
9 57% 9 9 56% 9 65% 9
55% 6 47% 52% 55% 6 51% 54% 54% oo
0n 0 (0}
General outlook — % positive -— — — °
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
icati 38% 39% 42% 9 38% 40% 40% 57% £1%
Communication - % 0 ° 23% 28% 35% ° °
communicates very / fairly ¢ :
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Brand connection - % 9 9 36% 40% 38% 43%
] 30% 9 28% 32% 33% 0 .
someone I'd really like and 19.%/._ 6% - ——————————————————— ° 35./0
who I'd have a lot / some
things in common with
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
, 38% 9 42%
Brand momentum — % on its 0 26% . 24% 30% 29% S4% 55% 28%
22% 21% =g °
way up and has a lot / a few —— "
things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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United Utilities: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

— 36% 36% 36% 21%

19% 19% 22% 23% ZﬂS%/r o —— 27%
— = > L

% Agree — improves our rivers

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
) Sk o 31% 34% 33% 38% 38% 29% 35% .
% Agree — creates a greener 1W —— >~ — . ——— A
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
35%
| 22% 23% 26% 26% 9 27%
% Agree — spends customers 13% ’ 15% 15% ; 19% o 0 ﬁ/o/. —
money Wisely ./.\.__./“
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
37% 41% 249 239 36% 40% 45% 38% 44% 46% 37%
% Agree — contributes to our r— ° — ® °

communities
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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United Utilities: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave
31% 27%

% Agree — protects our 25% ’ °
environment -

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

, 39%

% Agree — gives clear 31%
. . . 33% A
information about their
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Water Voice
Barometer and Spotlight Repo

Wessex Water
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Wessex Water i
Wessex Water ..

Community population vicroor B AL B

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 50
Spotlight completes: 51 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ __E

. —P
Inclusivity Household
- Cender
income Age 651074 M 6
thic Minority I 9 “ B 0

Age 45 to 54 = g
I 10

| EA0K-£E0K e

B -
_ 14 Male Female Age 35 to 44 I 0
I -

Background 8 Prefer not to
I " . 23 23 e
Y 20 Age 55 to 64 ———
Rural K coue N 7
Representation | 22 FOOKPLS o 13

Accessibility Needs

£20k-£40k
. . I 7
Financially - 5 e 5 1 3L B -
Vulnerable 12 gezoto
] Under £90k _— 12 . 6

Note: Financial vulnerability is derived from income under 7
20k, receipt of any benefit and/or in receipt of a discounted - 3
water bill. Age 18 to 24 - 4

Sample note: We have met over 95% of our sample target quotas. Our lowest household income target is lower than the

minimum sample, however when combined with community members who are on benefits, struggling to pay their bills or

on a discounted water tariff the quota for financially vulnerable community members is met. We are currently monitoring

the quotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are . current sample
prioritising boosting our male and ethnic minority sample.

. minimum sample




él Barometer dashboard summary

KEY:

% difference +10%
above average

% difference -10%
below average

Wessex Water I.I!“.“

YTL GROUP

218

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 42% -4% 52% -10%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 50% -4% 50% 0%

Overall value for money 44% 4% 45% -1%

Trust (a great deal/some trust) 34% -10% 48% -14%
Ceneral outlook (positive outlook) 30% -14% 42% -12%
Communication (fair/good communication) 40% 1% 41% -1%

Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 22% -3% 35% -13%
Brand momentum (salience) (on its way up/has a lot going for it) 20% 12% 28% -8%
Improves our rivers 20% 3% 27% -7%
Creates a greener future 22% 3% 32% -10%
Spends community members' money wisely 12% -1% 27% -15%
Contributes to our communities 28% 5% 37% -9%

Protects our environment

22%

-4%

27%

-5%

Cives clear information about their environmental action

32%

6%

31%

1%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.




Barometer: executive summa ry

Overview of key findings

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Wessex Water
YTL GROUP

YTL

Satisfaction — water service

42%

52% total community average

Positively...

« Reliable service and responsive support drive satisfaction:
Community members commonly report consistent supplies,
good water quality and few personal problems, with quick
responses and helpful customer service when issues arise
further strengthening satisfaction.

But...

« Rising costs weaken perceptions of value: Neutral community
members are often content with their day-to-day water
supply but increasing bills and concerns about whether
investment is keeping pace prevent stronger satisfaction.

« Environmental performance and company priorities drive
dissatisfaction: The lowest scores are more closely linked to
sewage pollution and concern that money is being directed
towards profits, shareholders and senior rewards rather than
tackling environmental problems.

Value for money satisfaction

44%

45% total community average

Trust

34%

48% total community average

Why have you given this overall
satisfaction score?

“‘Happy with supply and sewerage
but unhappy with sewage discharge
into waterways.”

“With our recent supply
Issue, they answered the
phone immediately, even on
a Sunday night.”

7/10 satisfaction score

10/10 satisfaction score

“Bills are very high and not
much communication for
what they are spending
customer money on.”

“Endangering wildlife and our
children by dumping raw sewage.
Sort it out, put in money to fix
infrastructure. Take home less profits.”

5/10 satisfaction score 0/10 satisfaction score

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.
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él Wessex Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction has dropped this month to 42% (10 points below last month) and is now at the lowest level
since reporting began. Value for money satisfaction is at 44%, closely matching the total community average.
Trust has declined this month to 34%, now the lowest since reporting began (10 points lower than November).

. o Total % trust
Total % satisfied — water Total % satisfied - value for money 629 ?
(6]

61% 61% 61% oo, 60% 62% 61% 59% 54% 55% 60%

51% 50%

50% 51% Lqo;

52% 52% 46% 45% 45% | 48% 0
58% 58% 56% 56% 55%59% 60% 40% . T20, A 539%
0 44% 9 9 9
46% 2% 40% 40% | 4ly 4B 47% 4% >
42% 270, 42
0 —— ——
=@—Total =@=\Wessex Water —@—Total =—@=\Wessex Water Total Wessex Water 24%
I I I I I I I I I I 38%
. 46% 49% 289 44% 38%  zex = I 18% 29% 79 0%
42% 1 3606 8% = 37% 37%  33%
3% 31%  35% % 2% 359 27%
l--...l--...l- EEecfogsxdE -ll
Nov25 Dec?25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26 Nov25 Dec25 Jan26 Feb26 Mar26 Apr26 May26 Jun26 Jul26 Aug?26 Nov 25 Dec 25 Jan 26 Feb 26 Mar26 Apr26 May 26 Jun26 Jul26 Aug 26
® % Satisfied (Score 7-10) % Neutral (Score 4-6) m % Satisfied (Score 7-10) % Neutral (Score 4-6) =% Trust % Neutral "% Distrust

% Not Satisfied (Score 0-3) m % Not satisfied (Score 0-3)



Wessex Water: Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Wessex Water's company fact sheet was reviewed by community members to understand how its performance was
perceived. 47% rated the company positively based on the information shown. 84% felt the company fact sheet

reflected their own experience of Wessex Water and 80% felt it focused on the issues that matter most to them. After
reviewing the company’s performance, 39% said their opinion of the company improved, while 18% said their opinion

was less favourable.

How would you rate your How closely does the How well does the company How has reading the
water provider's overall information in the company fact sheet reflect the issues that company fact sheet
performance? fact sheet reflect your own Mmatter Most to you as a affected your overall
experiences of your water customer? opinion of your water

provider?

provider?

43%

35%
m % Not accurate =% Accurate m % Does not reflect the issues well

m % More favourable
m % Good % Neutral H % Poor

. % No change
m % Reflects the issues well B % Less favourable
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Wessex Water: Spotlight findings ey /),

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Thematic analysis of the overall feedback:

Leakage and water supply: Community members want

greater focus on reducing leakage, meeting leakage targets
and protecting reliable water supplies during periods of high

demand and drought.

Pollution and environmental performance: Sewage

discharges, pollution of rivers and seas and environmental
performance are key concerns, with community members

wanting stronger action to prevent pollution.

Financial transparency and value for money: Community
members question how profits are used, how much is
reinvested in infrastructure and the level of executive and
shareholder payments, particularly alongside rising bills.

“The leaks need addressing, | myself
have seen quite a few leaks in the
past few weeks and it takes at least
a few weeks for these to be fixed, in
this heatwave this water is much
needed so shouldn't be wasted even
more than usual.”

“With the hot weather and a lot

more people using the water for

recreation (we) need to prioritize
sewage pollution.”

“‘Disappointed the leakage target

has been missed, especially when

customers are now being asked to
save water.”

“Too much money
given to bosses and
shareholders.”
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Wessex Water: Spotlight findings

Action plan progress tracker

S

The voice for water consumers
Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 37% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that Wessex Water receives credit for transparency and some
useful monitoring initiatives, but community members remain concerned that easier administrative actions are
progressing faster than leakage, pollution and infrastructure improvements.

How do you feel about What do community members say about progress?

the progress being
mMmade?

» Progress is visible but difficult to assess: Completed actions and lack of
delays were positive, although the large number labelled in progress
provided little indication of how close they are to completion.

* Water-quality monitoring is a notable positive: Monitoring upstream
and downstream of discharges and clearer pollution information were
welcomed as meaningful steps towards greater environmental
transparency.

* Some delivered actions feel premature or superficial: Smart meters,
digital portals and the Water Live tool prompted questions about
coverage, quality and whether something should be considered
completed when many customers cannot yet use it.

51%

_ * Environmental action remains the priority: Community members
consistently wanted stronger progress on sewage spills, leakage, water
storage and infrastructure rather than primarily digital or

% Positive % Neutral m% Negative communications initiatives.
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Wessex Water: Spotlight findings

Summary and next steps

7 / y

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

« Drought preparedness and future supply
 Reducing pollution and protecting the environment
 Reducing leakage

« Billsand financial accountability

e« Accessible customer communication
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The voice for water consumers
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Barometer: findings in detail

Wessex Water
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Wessex Water: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

[0) o) [0) (0) [0) [0)
Overall satisfaction — % 46% 61% 61% 61% 56% 60% 62% 61% 529 i 52%
- © o— o o = — o °
satisfied (score 7-10) — @
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. . . 54% 60% 61% 54% 53% 479 53% S9% 48% 50%
(o} (o} 0 o
Overall saUsfa;Uon with DN O — e e 50%
sewerage services — % L4
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

40% 279 45% 54% 44% 40% 55% 51% 40% 44% P
Value for money satisfaction —

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
[0) (o)
LA% 63% 49% 52% 53% 47% 60% 49% 42% 249 48%
Trust — % a great deal / some —- > ————— ’ °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Wessex Water: Barometer e/,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
) N 44% 53% 259, 57% 47% 40% 47% 230 289% 0% 42%
General outlook — % positive ———————— —— °
outlook -
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
Communication — % 39% sk 37% 43% 36% 38% 38% 37% 250 40% 41%
~ e *— “ —— —0— e e g °
communicates very / fairly
We” Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

1 _ 0
Brand connection — % 5% 33% 28% 29% 29% 32% 31% 5504 5%

. 22%
someone I'd really like and ./'\.O___o ° >~ —— 35.%

who I'd have a lot / some
things in common with

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Brand momentum - % on its 2l 20% 20% 16% 23% 24% 18% 20% =

way up and has a lot / a few 8V —— 9%

things going for it

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Wessex Water: Barometer

4 ! y

The voice for water consumers

Question

Llais defnyddwyr dwr

Percentages by wave for this commmunity vs. total for this wave

% Agree — improves our rivers

% Agree — creates a greener
future

% Agree — spends customers'
money wisely

% Agree — contributes to our
communities

(o)
17% 4o . 20% 20% 20% AL 24% . 20% 27%
— —— / =& ®
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
19% 24% 189% 20% 18% 24% 26% 20% 22% 22%

[0)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
24% 26% 24% 27%
(0) 0, (0)
13% 14% 16% - 16% o 18% 2% )
o— ——
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
9 9 9 9 43% 38% 37%
s 35% 33% 35% 33% 36% 33% g 28% AL
.O/F —— e —
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Wessex Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

) 27%
% Agree — protects our 26% - ®
o (0}
environment —
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
. 32%
% Agree — gives clear 26% 0 31%
information about their ¢ -
environmental action
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Yorkshire Water

Community population
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YorkshireWater

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 47

Spotlight completes: 44 Age
Note: The figures below are based on Barometer survey completes.
l
.. A 75+
INnclusivity Household 97" .
iIncome GCender
B -
Ethnic Minority B Age 65to 74
Drof . B 6
Background | 18 rerernotto 23 23 23 24
say | |
I -
Age 55 to 64
Rural £60K plus I BN 6
Representation R 17
N 10 Age 45 to 54 I ©
£40K-£60K B ©
L I B 10
Accessibility Needs . -
£20k-£40k _ 15 Male Female Age 3510 44 _ 10
12
Financially - 5
Vulnerable N 15 Under £20k -_6 12 Age 25 to 34 = g
Note: Financial vulnerability is derived from income under
20k, receipt of any benefit and/or in receipt of a discounted - 3
water bill. Age 18 to 24 - 4

Sample note: We have met 95% of our minimum sample quotas. N.B. Our lowest household income target is lower than the
minimum sample, however when combined with community members who are on benefits, struggling to pay their bills or
on a discounted water tariff the quota for financially vulnerable community members is met. We are currently monitoring
the quotas which are close to the minimum target to ensure we 'top up' here when replacing any drop-outs. We are looking
to recruit more individuals in the £20k-£40k category.

. current sample . mMinimum sample




&Barometer dashboard summary -

KEY:

% difference +10% above

% difference -10% below

average

YorkshireWater

The voice for water consumers

Llais defnyddwyr dwr
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Overall satisfaction — water (satisfied, scoring 7-10) 53% 9% 52% 1%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 60% 8% 50% 10%
Overall value for money 38% -4% 45% -7%
Trust (a great deal/some trust) 40% -2% 48% -7%
Ceneral outlook (positive outlook) 38% 1% 42% -3%
Communication (fair/good communication) 49% 11% 41% 8%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 40% 18% 35% 6%
Brand momentum (salience) (on its way up/has a lot going for it) 17% -7% 28% 1%
Improves our rivers 32% 1% 27% 5%
Creates a greener future 43% 11% 32% 10%
Spends community members' money wisely 32% 12% 27% 4%
Contributes to our communities 49% 13% 37% 12%

Protects our environment

30%

-5%

27%

3%

Cives clear information about their environmental action

36%

0%

31%

5%

This dashboard presents directional insight from a small, engaged panel and is intended to highlight emerging themes, to help shape

the Accountability Sessions, rather than measure statistical performance.
Note: Percentage change may be 1% higher or lower than expected, due to rounding.
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Barometer: executive summary T =] & AN

Overview of key findings YorkshireWater = "=
Liais defryddwyr
Satisfaction — water service Value for money satisfaction Trust
53% 38% 40%
52% total community average 45% total community average 48% total community average

N Why have you given this overall
Positively... satisfaction score?

* Reliable supply and good service drive satisfaction: ) . “There is still room to improve
Community members commonly report clean, consistent | get a continuous water cation during hot
water with few interruptions or problems, while helpful supply and have no issues with communicdtion auring
customer service and quick issue resolution further my supplier.” weather and to continue
strengthen positive experiences. ' reducing leaks and protecting

water supplies for the future.”

But.. 9/10 satisfaction score

+ Rising bills limit perceptions of value for money: Neutral Y do have issues about them 8/10 satisfaction score

mempbers are often content with their day-to-day service, enerally as reaards leaks
but increasing costs make it harder for them to feel more 9 Y g '
how they spend money and

positively about their provider.
how they reward

“Bills are going up but what do we
see in return. No tangible decrease
in leaks, still lots of sewage

» Poor performance and company priorities drive shareholders” : . ;
dissatisfaction: Those giving the lowest scores focus more on discharged, CEO ft’// getting
leaks, sewage pollution and underinvestment, alongside 5/10 satisfaction score bonus.
frustration that money appears to be going towards
executive rewards and shareholders rather than service 3/10 satisfaction score
Improvements.

Accountability call-out: There are currently no ad hoc Accountability Session triggers in

discussion across the surveys, community and CCW's external insights.




@ Yorkshire Water: Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 53%, continuing a downward trend since June (-8%). Value for money satisfaction is at
38%, a 17-point decrease from last month, and is at its lowest level since reporting began. Trust has also seen a
decrease from last month to 40%, down 10 points, and at its lowest since reporting began.

Total % satisfied - water
©65%

61% 599

58% 58% o 59%

55%

53% 2%

51%
44% =@=—Total =0="Yorkshire Water
36% I I

38% 30% 2% o0, 39% 34% 279 25% 0%

Nov 25 Dec25 Jan26 Feb26 Mar26 Apr26 May?26 Jun26 Jul26 Aug?26

m % Satisfied (Score 7-10)
m % Not Satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % satisfied - value for money

54% 55%
51% 51%
9% 4606 ” " 47%49% "

£4.89%49%50%

42%

46% 459
L &756% 45% 3

0 F6%04.4%

=@=Total =0="Yorkshire Water

36%
40% ogg 30% 1 30 0% 34% 339, 20%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun 26 Jul 26 Aug 26

m % Satisfied (Score 7-10)
m % Not satisfied (Score 0-3)

% Neutral (Score 4-6)

Total % trust
©65%

53% 53% 53%/ 227 53% ¢, 51

% 48%

549
7896 48% 2% 49% 49% 470, 509
42% 4

48%

0

=@=—"Total =@="Yorkshire Water

20% IIII

24% 20%

I 30% gy 22% 8‘7 20% 26%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr26 May 26 Jun26 Jul26 Aug 26

30%

m % Trust % Neutral m % Distrust



Yorkshire Water: Spotlight findings

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Community members were shown a company fact sheet providing an overview of their water provider's performance
across a range of measures. 48% rated the company positively based on the information provided. 86% felt the
company fact sheet reflected their own experience of Yorkshire Water, while 80% felt it covered the issues that matter
Most to them. After reviewing the company’s performance, 43% said their opinion of the company improved,
compared with 16% who said it felt less favourable.

How would you rate your
water provider's overall
performance?

25%

m % Poor

% Neutral

m % Good

How closely does the
information in the company
fact sheet reflect your own
experiences of your water
provider?

m % Not accurate m % Accurate

How well does the company
fact sheet reflect the issues that
mMatter most to you as a
customer?

m % Does not reflect the issues well

® % Reflects the issues well

How has reading the
company fact sheet
affected your overall
opinion of your water
provider?

41%

m % More favourable
% No change
H % Less favourable
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Yorkshire Water: Spotlight findings N

Views on company performance

The voice for water consumers
Llais defnyddwyr dwr

Thematic analysis of the overall feedback:

Drinking water quality and service performance:
Community members raise concerns around drinking
water quality, supply interruptions, water pressure and
wider areas where Yorkshire Water is performing poorly.

Bills, profits and executive pay: Rising bills are questioned
alongside dividends, profits and CEO pay, with
community members wanting clearer justification for
price increases and how money is being used.

“The latest C-MeX score and being
ranked 12th out of all water
companies. dividends paid. profits
when bills are rocketing.”

“I'm concerned as | thought | would
see much better results.”

“‘Didn't realise that they appear to
be making 28% profit. Not good that
they don't look as though they are
acting on what they have been told
nor is it thought things will
meaningfully change. They need to
sit down and think how to change
people's perceptions.”

y
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Yorkshire Water: Spotlight findings

Action plan progress tracker

The voice for water consumers

Llais defnyddwyr dwr

When asked how they felt about progress on their action plans, 32% of community members said they felt positive.
Thematic analysis of open-ended responses revealed that Yorkshire Water's early actions are seen as a useful start, but

limited delivery, low visibility and longstanding mistrust mean community members want much more tangible
progress on pollution, leakage and service performance.

How do you feel about
the progress being
mMmade?

43%

H % Positive % Neutral m% Negative

What do community members say about progress?

* Too little has yet been delivered: The small number of completed

actions compared with those still outstanding left many feeling
progress is slow and difficult to judge.

Early actions are regarded as relatively easy wins: Vulnerability training
and improved access to pollution information were welcomed but

were often viewed as straightforward measures rather than evidence
of major change.

Community members struggle to see the difference: Many had not
noticed improved communications or practical changes and wanted

more proactive local updates rather than having to search for
information themselves.

Pollution, leaks and trust remain central: River and coastal pollution,
local leaks, profits and years of mistrust continued to outweigh the
positive impact of the actions delivered so far.

& AN
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Yorkshire Water: Spotlight findings

Summary and next steps

7 / y

The voice for water consumers

Llais defnyddwyr dwr

Following analysis of the issues raised by community members in the Spotlight survey, five key areas of concern have
been identified. In September’s Spotlight survey, community members will be asked which of these areas they would
most like to see developed into a question to put directly to the company at the upcoming Accountability Session.

Top five areas of concern:

« Billsand financial transparency
 Drought preparedness and water storage
* Reduce pollution and protect waterways
« Reliability of water supply and pressure

* Transparent communication
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Yorkshire Water
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Yorkshire Water: Barometer Ve /),

The voice for water consumers

Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave

449 54% 58% 51% 65% 53% 55% 61% 59% 53% )
Overall satisfaction — % . e ————— ——0 —— 52.@
satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

. . . 0 71% 9 9

Overall satisfaction with 51% 6% e0% 55% 55% 2 57% 6% 60% 50%
sewerage services - % -~ ’ b
satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

. . 4% 54% 49% 29% 51% 47% 49% 51% 55% 28% 459%

\/aIug fqr money satisfaction — — 00— - —— —— e —__
% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

42% 48% 53% 53% 6%  55% 49% 47% 50% 40% 48%
Trust — % a great deal / some r———0 o~ - —— °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Yorkshire Water: Barometer Ve /),

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
. O — ) 0 4%

General outlook — % positive an S W e
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

o o 0 0,

Communication — % 38% 6% 9% T 45% 35% 38% 39% 24% G2 41%
communicates very / fairly - N ’ ¢ — — - o
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

1 _ 0
Brand conlnchon _ % ; o~ 00 250 — e 289% 41% 26% 40% —
someone I'd really like and 22% o . . —— e @ °
who I'd have a lot / some
thlﬂgS in common with Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
41%

32% 299% 33%

Brand momentum — % on its 24% 24% 25% 19% 25% 17% 2&2%
Wayupaﬂd hasa|ot/afe\/\/ .—./‘\'/.\.\./‘\\‘

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
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Yorkshire Water: Barometer Ve /),

The voice for water consumers

Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
[0)
31% A 32% 37% o 31% 30% 39% 1% 32% 27%
% Agree — improves our rivers — T, T — . —e e
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
9 9 41% 41% 43% 43%
) B 31% 36% S i ’ 31% 30% . . 32%
% Agree — creates a greener ® e —0— - — e — °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
o e HEom, 3% 3% g 3% gy 2% 27%
% Agree — spends customers' 2W —— e _—° °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
(0)
. 26% 2% 36% 39% 39% 37% 40% Y 43% 9% S)%
% Agree — contributes to our A —— —— o — e 0

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Teiial g 218
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Yorkshire Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this commmunity vs. total for this wave

35% 27%

% Agree — protects our 30% °
environment —

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26
% Agree — gives clear 31%
o o o [0)
information about their 36% 36% -
environmental action

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Total Aug 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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