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The voice for water consumers
Llais defnyddwyr dwr

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
numMbers can vary.

This month's Spotlight survey was used to inform the upcoming Autumn Accountability
Sessions. Therefore, this report contains one Spotlight slide only: slide 7, which shows the five
most discussed topics for the upcoming sessions across the entire community.

Barometer reporting remains unchanged, and regular Spotlight reporting will resume in the
next report.

A full overview of the research methodology, sasmpling 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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Sample

The voice for water consumers

Age
N 5%

Water Voice sample in detail at total level across all 16 communities. V\\/Ig.tfg
Note: Figures are taken from the Barometer survey The voce forwater
ais defnyddwyr dwr
Barometer completes: 798
Spotlight completes: 795
Age 75+
Inclusivity Household
Income Age 65 to 74
Gender
Ethnic Minority - 0% Prefer not I 6%
(6]
Background to say 48% 52% Age 55 to 64
ceok plus [N 31%
Rural Representation _ 33% Age 45 1o 54
£40k-£60k [N 25%
Age 35 to 44
Accessibility Needs _ 31%
£20k-£40k [ 26%
Male Female
Age 25 to 34
Financially Vulnerable - 25% Under £20k . 12%
Age 18 to 24

Note: Inclusivity indicators are derived from multiple profile questions and are presented independently; therefore results do not sum to 100%.
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The voice for water consumers
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Value for money is the largest concern: Community members question value for money when
& rising charges sit alongside ongoing leaks, supply issues and poor company communication.
Members are concerned there is not enough money being invested to improve infrastructure

and physical assets.

Hosepipe bans hold satisfaction back: Community members are more likely to express

@ frustration where restrictions on personal water use sit alongside concerns about network leaks,
poor drought planning and historic infrastructure underinvestment. Members show willingness
to help reduce water usage but need to feel water companies are taking a lead and doing their

part first.

& Sewage pollution and water wastage undermine trust: Community members raise concerns
about sewage entering rivers and seas, alongside water lost through leaks. They want companies
to demonstrate progress in tackling these problems, especially before imposing hosepipe bans
and asking customers to limit their water usage.
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The voice for water consumers

Llais defnyddwyr dwr

This month's Spotlight survey was designed to help us finalise the topics that would be discussed during the
upcoming Autumn Accountability Sessions. The topics for discussion are finalised with community members at a
briefing session which takes place prior to the main Accountability Session. 30% of the total community wanted to talk
about bills, value for money and executive pay, with 21% most interested in drought and 17% in pollution and sewage.

Top 5 topics for discussion

Bills, value for money and financial
accountability, including executive pay

Drought preparedness and future water
supplies

Pollution, sewage and protecting the
environment

Leakage and water conservation

Infrastructure investment and resilience

% Selected
across total
community

‘Increasing costs seem to be passed to the consumer
whilst CEOs make increasing amounts”
United Utilities

‘Given the more extreme weather and clear affects of
climate change, more needs to be done quickly to
ensure we are better prepared for droughts in future”
Affinity Water

‘I live by bathing waters that regularly receive storm
water overflows and occasional dry weather discharges
which impact upon my ability to swim in my local area.”

Southern Water

“The hosepipe ban has been something | support, but |
want it matched by Thames Water for how they are
stopping water wastage”

Thames Water
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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% 48% -3%
Overall value for money 40% 45% 5%
Trust (a great deal/some trust) 48% 44% -3%
Ceneral outlook (positive outlook) 46% 41% -5%
Communication (fair/good commmunication) 34% 39% +5%
Brand connection (someone I'd really like and who I'd have a lot / some things in common with) 25% 33% 8%
Brand momentum (salience) (on its way up/has a lot going for it) 20% 26% 6%
Improves our rivers 20% 26% 5%
Creates a greener future 25% 29% 5%
Spends community members' money wisely 18% 26% 7%
Contributes to our communities 27% 35% 7%

Protects our environment

25%

25%

0%

Gives clear information about their environmental action

28%

28%

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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Affinity Water Affinity

Community population Water

The voice for water consumers

Llais defnyddwyr dwr

Barometer completes: 49
Spotlight completes: 48

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 B

Background 4 say B3

29
23 23
20 Age 55 to 64 = 8
Rural __K EGOk plus & 20 —
Representation [ 7 A A0 0 S o 1
I 0
I £40K-£60k ™ Age35to4s MG

Accessibility Needs

_ 17
£90K-£40K _7 15 Male Female Age 25 to 34 = 5
Financially - 5 3
Age 18 to 24
Vulnerable [N 7 Under £20k -6 12 K

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) 59% -10% 52% 7%
Overall value for money (satisfied, scoring 7-10) 45% 5% 45% 0%
Trust (a great deal/some trust) 43% -4% 44% -2%
Ceneral outlook (positive outlook) 43% 1% 41% 2%
Communication (fair/good communication) 39% -1% 39% 0%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 39% 10% 33% 6%
Brand momentum (salience) (on its way up/has a lot going for it) 33% 13% 26% 7%
Improves our rivers 33% 10% 26% 7%
Creates a greener future 24% 0% 29% -5%
Spends community members' money wisely 37% 21% 26% MN%
Contributes to our communities 399% 19% 35% 49

Protects our environment 31% -1% 25% 6%

Gives clear information about their environmental action 209 -5% 28% 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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The voice for water consumers

Satisfaction — water service

59%

52% total community average

Positively...
« Satisfaction is driven by a reliable supply: Satisfied

community members value a clean, consistent water supply

with few disruptions, particularly over the summer drought
period.

But...

+ Dissatisfaction is driven by disruptions, leaks and poor
responsiveness:
Lower scores focus on an unreliable summer water supply,
severe roadwork disruptions, repeated leaks and concerns
that problems are not being resolved quickly enough.

Affordability concerns and unclear communication hold
satisfaction back: Frustration over having a summer
hosepipe ban and rising customer bills is contributing to
lower satisfaction. Some members are also unclear about
whether bill increases are being used to fund service
Improvements.

Value for money satisfaction

45% total community average

Llais defnyddwyr dwr

Trust

43%

44% total community average

45%

Why have you given this overall
satisfaction score?

“Even throughout the
extreme heat, I've had no
issues with my water service.”

“‘Despite the drought, no major issues
re supply.”

6/10 satisfaction score
9/10 satisfaction score

“l'am frustrated that the
bills are going up, that there
Is so much roadworks due to

the water company.”

‘because bills are rising, water
supply has been unreliable this
summer and we have hose pipe
bans.”

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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Trust levels at a company and total community level continue to drop, with trust in Affinity Water now at 43%;
its lowest level since reporting began. Overall satisfaction is at 59% this month. Value for money satisfaction is
at 45%, matching the total community average.

Total % satisfied - water

71% 9

69% ' 650 67%  u0p65% 0 068% )
57% 559 >
59960%
oo, BB 56% 5o 7T 59% oor oo,

—=@=T0tal

31% 509
34% 30% 2% 225 san 29%

=@=Affinity Water

22% 20% 29% 22%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money

[0)
62% 579

=@—Total =@ Affinity Water

31% .
Soq, 25% 37% 36% 26% 43% 39%
3% 20% 4%

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

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

% Neutral (Score 4-6)

Total % trust
57%
°53% 559, 54% 227 53% _ 53%

48Y% S0% o 49%
539% O 519 B e
47%27048% >0 470 9% 48%

43%
—@—Total =@=Affinity Water

29% 37%

0,
B 4% 37% 36% 30%

9 40%
200, % 37% ° 3

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

m % Trust % Neutral m % Distrust
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Question Percentages by wave for this community vs. total for this wave
. . 69% 71% 65% 67% 57% 64% 65% 70% 68% 55% 59% 52%
Overall 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 Sep 26 Total Sep 26
0,
son 5% 53%  4se  47%  49%  55% OB ST% oo ey 459%

Value for money satisfaction — —0— > ——————— T — .

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
[0)
47% S7% 53% 51% 47% 55% 53% 50% 53% 49% 43% o
Trust — % a great deal / some —r——r—— ————————_ °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Question Percentages by wave for this community vs. total for this wave
50% 51% 55% 49% 55% 51% 46 53% 55% 5
42% 6 43% 41%
General outlook — % positive —— - — - ————— " —__ o
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
48% 49% 51% 52% 47% 49%

40% 40% 40% 41%

Communication — % o ———____ . Mo 3%%

communicates very / fairly

well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection — % 509% 39% 509% 35% 38% 20% 39% 36% 43% 33% 39% _—
someone I'd really like and °
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 Sep 26 Total Sep 26

. 34% 9 29% 32% 32% 35% 32% 34% 37% 33%
Brand momentum — % on its 20% : 27% 0 __.O .L ——— ‘.O_ ——_ )" 26%
¢ °

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 Sep 26 Total Sep 26



17

Affinity Water: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
% 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 Sep 26 Total Sep 26

43% 259% 339 38% 36% 39% 299 38%

A 31%
24% 24Y 0
% Agree — creates a greener /\._/& > 40\./0\‘\.0 22@

future

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

43% 38% 9
° 31% 34% 28% 31% G ’ 29% 2 26%

27%
% Agree — spends customers' 16:V\¢— e T —* °

money wisely

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

O,
oo 37% 38% 39% 40% 43% £1% 39%

) 31% 28% 35%
% Agree — contributes to our ZV\ —————__ “ - — o

communities

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

32% 25%
% Agree — protects our © 31% 31% o
environment : —e ®
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
. 34%
% Agree — gives clear ° 219 28%

: . : 29%
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 Sep 26 Total Sep 26

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

Community population
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The voice for water consumers

Barometer completes: 48
Spotlight completes: 47

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

INnclusivity Household
iIncome
Ethnic Minority - 9 Prefer not
Background s tosay M3
I
Rural __N EOOKPINS o 15
Representation [N 17
N 0
£40k-£60k
. I _—
Accessibility Needs _ 9
Financially - 5 . >
Vulnerable [N 13 Under £20k o .

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

Gender

2z 24

Male

Llais defnyddwyr dwr

Age

N
A 75+
9T

I -
Adge 55 to 64
° I

2z 24

Female

Age 18 to 24 =23

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 . mMinimum 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. We are also working to boost those aged 18-24, from minority ethnic backgrounds

and those earnina £20k-F40k



21
Barometer dashboard summary = .. love‘%ve@dm?o W
poeeenee - anglianwater

% difference -10% O

below average The voice for water consumers
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Overall satisfaction — water (satisfied, scoring 7-10) 52% -4% 52% 0%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 52% 2% 48% 4%
Overall value for money 38% 4% 45% -7%
Trust (a great deal/some trust) 35% -19% 44% -9%
Ceneral outlook (positive outlook) 40% -15% 41% -1%
Communication (fair/good communication) 40% 15% 39% 1%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 33% 9% 33% 0%
Brand momentum (salience) (on its way up/has a lot going for it) 17% -1% 26% -9%
Improves our rivers 19% 5% 26% -7%
Creates a greener future 25% 3% 29% -4%
Spends community members' money wisely 15% -1% 26% -11%
Contributes to our communities 35% 5% 35% 1%

Protects our environment 17% 0% 25% -8%

Gives clear information about their environmental action 19% 4% 28% -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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Satisfaction — water service

52%

52% total community average

Positively...
+ Areliable supply underpins satisfaction:

Higher scores are mainly driven by a clean, dependable
water supply, with few service issues.

But...

« Bills, profits and executive pay hold satisfaction back:
Concerns about rising bills, shareholder profits and CEO pay
lower satisfaction. Many members feel this money should

be reinvested into supply, drought planning and
infrastructure instead.

+ Leaks, drought management and environmental concerns
drive dissatisfaction:
Leaks, hosepipe bans and reports of waterway pollution
create a sense of poor environmental performance.
Members want their environmental concerns to be
addressed faster.

Value for money satisfaction Trust

38%

45% total community average

35%

44% total community average

Why have you given this overall
satisfaction score?

“‘Never have any issues with
water quality but bills and water
rates are too high.”

“No issues, good reliable supply”
9/10 satisfaction score

7/10 satisfaction score
“I've lost a lot of trust over the
summer, no information given
except ‘do not use a hose pipe, do
not fill your pool up..."and we've
had no further emails on
information, no updates as the
weather progresses.”

“No new reservoirs. Too many leaks.
Too much profit.”

2/10 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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Trust is at 35%, a 19 percentage-point decrease from August and the company’s lowest recorded level since
reporting began. Overall satisfaction is at 52% this month, matching the total community average. Value for

money satisfaction is at 38% and has remained broadly consistent since July.

Total % satisfied - water
61% 61%

599, 60% 62%

B8% 57% S9RE ° 52%

49% 48% 48%

—=@=—Total =@=Anglian Water

[t

44% 35%

34% o0 49% T2 oo, 4% 389 36% 34%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money

50%
46% 450, 46% 48%  48% Ry
0

45% 45%

44%

39%38%  38%40%38%

35%

—@—Total =@=Anglian Water

56% czo, 519 52% 43% 46% 42% 46%

39% 40% ©O1%

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

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

% Neutral (Score 4-6)

Total % trust

61%

56% 58% 559, 57%

54% 539 53% 54%

48%  48% 22%

=@—Total =@=Anglian Water

44%

32% 35% 37% 35% 300, 30% 320, 32%

3% 30%

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

m % Trust % Neutral m % Distrust
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Anglian Water: Barometer Ve /7,
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Question Percentages by wave for this community vs. total for this wave

56% 61% 49% 48% 61% 54% 58% 57% 62% 48% 52% 509
H R W —— —— —— 4‘\—__. °
Overall satisfaction - % PY
satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
. . . 51% 50% 49% 50% 59% 61% 56% 60% 55% 62% 52%
Overall satisfaction with - . .- — ——— 48%
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 Sep 26 Total Sep 26
349~ 39%  39% 359 48%  39%  38%  47%  28%  40%  38% .
Value for money satisfaction — >—— = MEE——
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
54% 53% 53% 56% 61% 52% 58% 55% 57% 54%
C— PN O G — 4‘\.7 e @ g — 35% 44%
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 Sep 26 Total Sep 26



26

Anglian Water: Barometer Ve /7,
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Question Percentages by wave for this community vs. total for this wave
9 59% o) 0 (o) o)
B 55% 0 55% 48% 57% 529 56% 4E% 57% 44% 00 o

General outlook — % positive - ——— °
outlook

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

. . 9 40% 40% 40%

Communication — % 25% o9 24% S1% . 2% 6% 30% ———— "
communicates \/ery/fairly — W
well

Nov25  Dec25  Jan26 Feb26  Mar26  Apr26  May26  Jun26 Jul26  Aug26  Sep26 USEIISS2

| _ 0

Srand connection % o o7 3% 3% 32%  35%  ogy 6% 38%  40%  33% 33%
someone I'd really like and 24% ° L —— ——— ®
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 Sep 26 Total Sep 26

249% 26% 30% 26%

Brand momentum — % on its 18% 16% 16% 17% 14% 12% 17% 26%
way up and has a lot / a few — — N—/—/‘\‘\' °

things going for it

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Anglian Water: Barometer Ve /7,
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Question Percentages by wave for this community vs. total for this wave
o 8% 1e% sy 8% % 226 2% 2% qgy 19% e

% Agree — improves our rivers —_— L
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

29% 24% 30% 28% W%

O 2N 21% 2V — 29%
% Agree — creates a greener ——0= °

future

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

20% 18% 19% 26%

16% 18% 14% 129% 16% 16% 15% 26%
% 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 Sep 26 Total Sep 26

41% 250 4% 4B% 38%  38%  38%  35% 35%

| o - 34% 5
% Agree — contributes to our /‘\,———/‘\07 ¢ D —

communities

Nov25  Dec25  Jan26  Feb26  Mar26  Apr26  May26  Jun26  Jul26  Aug26  Sep26 Totell S 2
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The voice for water consumers
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Question Percentages by wave for this community vs. total for this wave

20%

o 25%
(0 Ag ree — protects our 17% 17% °
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
. 22%
% Agree — gives clear 15% ’ 19% 28%

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 Sep 26 Total Sep 26

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

Community population Welsh Water

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 43
Spotlight completes: 42 Age
Note: The figures below are based on Barometer survey completes.

B
There are 11 Welsh speakers within this community with 5 members Age 75+ B
speaking Welsh as their first language. 1 community member has
requested the survey in Welsh.
Inclusivity Household Gender
o ncome Age 55t0 64 N S
Ethnic Minority  [l| 3 23 o 23 P o
Background | Prefer not to
say ™ 2 Age 45 to 54 __6 9
Rural - —
Representation | 17 £60K plus gy 's Age 350 44 R o
- 11 N 0
Accessibility Needs £40Kk-£60k I -
Y I s BN © Male Female Age 251to 34 .
_  BE
Financially [ 5 O O e 12 Age 18 to 24 ___JE
Vulnerable [N 16 . G
. . o] . . I 2
Note: Financial vulnerability is derived from income under Under £20k I ©

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

. current sample . mMinimum sample

Sample note: We have met over 85% 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
sample overall, including those earning £20k-£40k, those aged 25-34 years and those from ethnic minority backgrounds.



Barometer dashboard summary

KEY:

% difference +10% above
average

% difference -10% below
average

Dwr Cymru
Welsh Water

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 58% 13% 52% 6%

Overall satisfaction — sewerage (satisfied, scoring 7-10) 49% 2% 48% 1%

Overall value for money 49% 10% 45% 4%

Trust (a great deal/some trust) 449% 3% 44% 0%

Ceneral outlook (positive outlook) 30% -16% 41% -10%
Communication (fair/good communication) 30% 2% 39% -8%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 28% 1% 33% -5%
Brand momentum (salience) (on its way up/has a lot going for it) 26% 5% 26% 0%
Improves our rivers 16% 2% 26% -9%
Creates a greener future 14% -11% 29% -15%
Spends community members' money wisely 19% -2% 26% -7%
Contributes to our communities 26% 5% 35% -9%

3]

Protects our environment

17%

-3%

25%

-8%

Gives clear information about their environmental action

21%

2%

28%

-7%

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 M DWwr Cymru a4 N
Overview of key findings Welsh Water - W @
Satisfaction — water service Value for money satisfaction Trust
58% 49% 44%

52% total community average

Positively...
@ » Clean, available water and good value drive satisfaction:
Many members report a reliable water supply, reasonable

value for money and positive customer service
experiences, including quick resolutions of issues.

But...

* Environmental performance is the main driver of
dissatisfaction: Dissatisfaction is driven by wider
environmental damage, including frustration over
sewage spills, river and sea pollution and repeated leaks.

Rising bills and unclear spending hold satisfaction back:
Concerns about bill increases, financial transparency and
uncertainty over where community members' money is
being spent lower satisfaction.

45% total community average

44% total community average

Why have you given this overall
satisfaction score?

“The current service is fine.. however |
am concerned at proposed water
charge increases to cover future
infrastructure needs, which are in part
due to previous under investment.”

“Welsh water are quick to
respond to problems.”

9/10 satisfaction score

8/10 satisfaction score
“‘Our sea/river waters are
disgusting and my bill is
astronomical and can’t see what
I get for my money.”

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

/10 satisfaction score

2/10 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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& Dwr Cymru: Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 58% this month, remaining broadly consistent since April. Value for money satisfaction
IS at 49%. Trust is at 44%, matching the total community average.

Total % satisfied - water Total % satisfied - value for money Total % trust
62% 60% >2% 57% 549
% 589 59% €07 599 9 49% 48% 49% 9 53% 654% , ., 53% 519
50% 0 9 0 9
0 40% 4T7% 2% 52% 52%50%
2o, 56% o 56%55% 57% © oo, g o 45% 46% 4500 4o, 46% 170 45% 4:;W e 4=4% 43:0/ 47% 46% 4:">’3%44%
0 0 (¢}
(o)
45% —=@=—T0tal ==@=DWr Cymru 39% o—Total o—DWr Cymru —=@—Total ==@=DWwr Cymru
I I I I 39% . 33% 5 I . 26% 2°% 28%
8% 29% , . 38% Lo o 32% 209 31% 36% 27% ., .
= o Sro . 4B% 379 33% 35% 30% 00 23% 40% 37% 419% 25% 29%
34%

37% 31% 6%
l----.lllll lll.l.l..ll Illllllllll

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Nov 25 Dec 25 Jan 26 Feb 26 Mar26 Apr26 May26 Jun26 Jul26 Aug 26 Sep 26 Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26
B % Satisfied (Score 7-10) % Neutral (Score 4-6) B % Satisfied (Score 7-10) % Neutral (Score 4-6)

- % Trust % Neutral H % Distrust
m % Not Satisfied (Score 0-3) B % Not satisfied (Score 0-3)
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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 Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

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

45% 52% 58% 62% 51% 55% 56% 55% 57% 52% 58% .
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 Sep 26 Total Sep 26

. . . 47% 52% 56% 60% 51% 47% 46% 49% 46% 52% £49%

Overall saUsfa;Uon with e —__ . —— 48%
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 Sep 26 Total Sep 26

29% 43% 48% 47% 45% 49% 46% 47% 52% 45% 49% 459
o o T O s — = T —) (0]
Value for money satisfaction — o—0— T - -

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
4% 52% 44% 57% 43% 47% 52% 51% 46% 43% 44% e
Trust — % a great deal / some ———  ——————— “ - — e~ - °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Dwr Cymru: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
(o)
N 46%  45%  46% P Lom z00s  42%  43%  43% 309 o0 41%
General outlook — % positive e ———— % 6 o
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Communication — % 28%  24%  25% 2% o3 209 27%  27% 04 23%  SO% "
communicates very / fairly “ - o e - N - —o- -—
well Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection — % 27%  26% 526827 31% 239 3% 30%  27%  28% .
. . 17% — ° ~— 33%
someone I'd really like and 0—0\/‘ T —— —- -o °
who I'd have a lot / some
things in common with Nov25  Dec25 Jan26  Feb26  Mar26  Apr26  May26  Jun26  Jul26  Aug26  Sep26 Toial Sep 25

(o)
Brand momentum - % on its 20%  q49 13% e 2 I T 2§%

things going for it

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Dwr Cymru: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
14% 15% 23% 17% 20% 13% 1% 20% 18% 16% 26%
. ; W ———g
% Agree — improves our rivers >
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
0, (o)
20 2% b 3B g 2% gy 2% 9 ) 0%
% Agree — creates a greener ’\.0/‘/\ L —o/\{o o
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
20% Ze 20% . 2%  20% 9 9
0 17% 1 0 17% 18% 0 19% 26%

(o)
% Agree — spends customers' 10% =% ' — ———g °
money wisely

% 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 Sep 26
(o) (o)
0% _— 27% 26% 539% S 29% 27% 26% 4% 26%
—— ———— A
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26

Total Sep 26

35%
([ ]

Total Sep 26



Dwr Cymru: Barometer ey /',

The voice for water consumers
Llais defnyddwyr dwr

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

20%

18% 25%
% Agree — protects our 0 17% A
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
21% 28%

% Agree — gives clear

. . . 19% 18%
information about their o——.o/. ¢

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

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

Community population

DYFRDWY

HAFREN

40

severn de e The voice for water consumers

Barometer completes: 39
Spotlight completes: 40

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

There are 8 Welsh speakers within this community with 2
members speaking Welsh as their first language. O have
requested and been sent the survey in Welsh.

Inclusivity

Ethnic Minority
Background

Rural
Representation

Accessibility Needs

Financially
Vulnerable

Household
Income
H: Prefer not
I tosay M3
I
Bl . £60k plus 10
] BN 10
I A Ok OOk e 10
. E
£20K-£40K I S
B a4
4
. Under £20k .2_ 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 80% 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 commmunity 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 overall sample, including our

male sample, ethnic minority sample, those aged 18-24 years, 65-74 years and those aged 75+.

Llais defnyddwyr dwr

Age

Age 75+ = .

Age 65to 74 =56

__E
I 7

N -
B 6

N -
I T

N -
I 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



él Barometer dashboard summary

KEY:

average

average

% difference +10% above

% difference -10% below

DYFRDWY
severn dee

HAFREN

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 69% 8% 52% 17%
Overall value for money 62% 13% 45% 17%
Trust (a great deal/some trust) 67% -2% 44% 22%
Ceneral outlook (positive outlook) 62% 1% 41% 21%
Communication (fair/good communication) 49% 16% 39% 10%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 51% 27% 33% 18%
Brand momentum (salience) (on its way up/has a lot going for it) 46% 19% 26% 21%
Improves our rivers 31% 11% 26% 5%
Creates a greener future 38% 24% 29% 9%
Spends community members' money wisely 31% 9% 26% 5%
Contributes to our communities 41% 14% 35% 6%

41

Protects our environment

23%

4%

25%

-2%

Gives clear information about their environmental action

21%

-2%

28%

-7%

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

42

HAFREN
DYFRDWY o

o4

severn dee The voice for water consumers
Llais defnyddwyr dwr
Satisfaction — water service Value for money satisfaction Trust
69% 62% 67%

52% total community average

Positively...

* Reliable service is the main driver of satisfaction:
A dependable water supply, few personal service issues,
no disruption during the drought and positive customer
service experiences drive satisfaction.

But...

« Satisfaction is held back by poor communication and
environmental concerns: Uncertainty over company
spending, limited communication about investment
projects and concerns that not enough is being done to
improve environmental performance lower satisfaction.

* Private ownership and rising bill concerns drive
dissatisfaction:
Wider concerns about company profits, especially with
rising bills and a lack of visible investment, create doubts
about the future direction of the water industry. Some
members called for public ownership.

45% total community average

44% total community average

Why have you given this overall
satisfaction score?

‘Fairly neutral, don't see any
communication regarding
any ongoing projects such as
repairing leaks.”

“‘During the summer drought, we
had a steady supply of fresh
water.”

8/10 satisfaction score
6/10 satisfaction score

“‘“No communication about where or
how they spend money, improve

o ‘I don't feel like they are
communities.

making changes to improve

_ _ the environment.”
5/10 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.




& Hafren Dyfrdwy: Barometer findings

43

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction is at 69%. Value for money satisfaction is at 62% and has remained steady since May. Trust is
now at 67%, continuing its slow downward trend since June. All figures remain well above the total community

average.

Total % satisfied - water
[©)
7105 73% T4% T4% 73% 75% 79% 77%
61%

M
589%58% 569 57% 5505 0 0 000 9% 30

67% 69%

52%
—=@=—"Total =0 Hafren Dyfrdwy
» 17% 29% 289

24% 24% 69, 20%) 23% 13% 18%
5% 5% 2% (o ©F m o0 B% sw 5% =0

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

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

m % Not Satisfied (Score 0-3)

Total % satisfied - value for money
9 o, 63% 64% 64% oo
61% 57% 57% o 61% 62%

49% 49%

46% 45% 46% 46% 4 45% 45%
40%
=@=—Total =@ Hafren Dyfrdwy
37% 34% 279%

% 31% 29%
5 ) 32% 229 30% 31% 31%

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

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

% Not satisfied (Score 0-3)

68% 59y, 63%

Total % trust
67% 71% 40, 75% 76% 73% 69% 679

53%

48% 3% 469552%°7°49% 53%50% 51%46%52%

=—@—Total =0 Hafren Dyfrdwy

22%
[¢)
| 2% Zio 7% T o ey 18% 24% 26%

i -,._.i,.lll-l--

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

m % Trust % Neutral H % Distrust
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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 Vey /7,

The voice for water consumers
Llais defnyddwyr dwr

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

61% 71% 73% T4%  T4% 73% 75% 79% 77% 67% 69% -
Overall satisfaction — % " N N - D 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 Sep 26 Total Sep 26

61% 57% 57% 56% 61% 63% 64% 64% 62%

. . 49% 49% 9
Value for money satisfaction — — g O e O o o N " k%
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
68% 599% 63% 67% 71% 64% 75% 76% 73% 69% 67%
- (0)
Trust — % a great deal / some —— N . - 4 4:%
trust

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

The voice for water consumers
Llais defnyddwyr dwr

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

64% 64% 60% 66% 66% =70 67% 62%

51% 51% 56%
= o—-— — o s 41%
General outlook — % positive . e s e — o
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

50% 49%
43%  2eo 42% o4 ’ 39%

Communication =% 33% 549 29% 27% 27% —
communicates \/ery/fa|r|y W —_—— ()

well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection — % 50% 5% 61% 50% 5%
: 41% 9 0 42% o 0 41% G Q 33%
someone I'd really like and 24% 29% ’ 8% 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 Sep 26 Total Sep 26
Brand momentum - % on its - 300 34%  36% ‘u 50% ju 45% 45% o
way up and has a lot / a few . e e 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 Sep 26 Total Sep 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% 3% 33% 32% 34% 36% 31%
20%  20% - S S 24% ’ 26%
% 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 Sep 26 Total Sep 26
229 34% 43% 40% 23% 41% 34% 279% 38% 38%
(0)
% Agree — creates a greener 15% 22%’
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

(o)
27% 29% 26% 33% 30% 26%
% Agree — spends customers' 2W e w °

money wisely

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
e 3% 3 40% TR 4% 9% 39% 45%  50%  41% =i
% Agree — contributes to our ° N — e~ " °
communities
Total Sep 26

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



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

[0)
19% 24% 23% 55

% Agree — protects our ——0 A

environment

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

23% 17% 21% 28%

% Agree — gives clear —_ 7
°

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 Sep 26 Total Sep 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
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Water Voice
Barometer and Spotlight Repo

Northumbrian Water and Essex & Suffolk Water
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Northumbrian Water and Essex & AR et

Suffolk Water \SEma

Community population water

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 51 (Northumbrian Water: 27; Essex & Suffolk Water: 24)
Spotlight completes: 51 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ __K

. 2
INnclusivity Household =
Income
Gender Age 65 t0 74 = ©
Ethnic Minority - 9 Prefer not to 28 S
Background - 10 say ) 23 23 23 B
RO oo 0 O — 10
7
Rure| __K S Ki—

N -

Representation _ 20 Age 45 to 54 = K

csok-reox N 10

I T — E
Accessibility Needs Age 35 to 44
_ 18 [ I S Male Female W
h o
6
Financially [l S > O 2o T0 3 —
vulnerable [N > SEEEZS ¢
Note: Financial vulnerability is derived from income under Age 18 to 24 K
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
those earning £20k-£40k, £40k-£60k, aged 18-24 years and 65-74 years and those 75+.
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ESSEX&SUFFOLK
(v WATER (ixring wader

Barometer dashboard summary o ommumenan
% difference -10% below WA“R{J'AHAQ waler

average

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 61% -3% 52% 9%
Overall value for money 47% 1% 45% 2%
Trust (a great deal/some trust) 53% -7% 44% 8%
Ceneral outlook (positive outlook) 47% -8% 41% 6%
Communication (fair/good commmunication) 41% 7% 39% 3%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 37% 9% 33% 4%
Brand momentum (salience) (on its way up/has a lot going for it) 27% 1% 26% 2%
Improves our rivers 25% -5% 26% 0%
Creates a greener future 35% 3% 29% 6%
Spends community members' money wisely 27% 7% 26% 2%
Contributes to our communities 37% 1% 35% 2%

-3%

Protects our environment 22% -5% 25%

Gives clear information about their environmental action 24% -5% 28% -4%

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
ATER (v

living waier

The voice for water consumers

Llais defnyddwyr dwr

52

Protects our environment

22%

-7%

25%

Overall satisfaction — water (satisfied, scoring 7-10) 63% 2% 52% 1%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 48% -13% 48% 0%
Overall value for money 44% -2% 45% -1%
Trust (a great deal/some trust) 52% -9% 44% 7%
General outlook (positive outlook) 48% -6% 41% 7%
Communication (fair/good communication) 41% 12% 39% 2%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 33% 8% 33% 0%
Brand momentum (salience) (on its way up/has a lot going for it) 26% -3% 26% 0%
IMmproves our rivers 26% -6% 26% 0%
Creates a greener future 30% -3% 29% 0%
Spends community members' money wisely 22% 4% 26% -3%
Contributes to our communities 33% -10% 35% -2%

-3%

Gives clear information about their environmental action

31%

2%

28%

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 o oL,

% difference -10% below
average

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 58% -10% 52% 6%
Overall value for money 50% 5% 45% 5%
Trust (a great deal/some trust) 54% -5% 44% 10%
General outlook (positive outlook) 46% -9% 41% 5%
Communication (fair/good communication) 42% 1% 39% 3%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 42% 10% 33% 8%
Brand momentum (salience) (on its way up/has a lot going for it) 29% 6% 26% 4%
Improves our rivers 25% -2% 26% -1%
Creates a greener future 42% 10% 29% 12%
Spends community members' money wisely 33% 11% 26% 8%
Contributes to our communities 42% 14% 35% 7%

Protects our environment 22% 2% 25% -3%

Gives clear information about their environmental action 17% -1N% 28% -1N%

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 —vl T
Satisfaction — water service Value for money satisfaction Trust
61% 47% 53%

52% total community average

Positively...

« Satisfaction is driven by a dependable supply:
Many members report a reliable and problem-free supply
and good customer service.

But...

* Limited information and uncertainty around spending drive
neutrality: Unclear billing, limited updates on local works
and droughts and uncertainty over company spending are
lowering satisfaction.

* Environmental performance is the main pressure point:
Lower scores focus on sewage discharges, repeated leaks,
and concerns that rising bills are not matched by visible
environmental or infrastructure improvements.

45% total community average

44% total community average

Why have you given this overall
satisfaction score?

“The service is good and reliable, water
is always clean, but they should do
more to inform customers about how
money is being spend wisely.”

“‘No explanation from my
water company as to what
extra they're doing to justify

past price hike.”

8/10 satisfaction score
Essex & Suffolk Water

6/10 satisfaction score
Northumbrian Water

“I'am very worried about the leaks...
and the apparent lack of future
resilience, plus too much milking of
the funds by senior staff and
investors.”

“They charge a fortune and
continue to dump raw sewage
into our waterways.”

0/10 satisfaction score

3/10 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.




Northumbrian Water and Essex & Suffolk Water:
Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction has increased to 61% among community members in September. Value for money

satisfaction is at 47%. Trust is at 53%.

Total % satisfied - water
76%

63% g0% 61% 61%

57%

0

59%

58% 58% 5o, 57% 55% 59% 52% 59

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

38% 36% 230, 34% 299% 38% 27%

52%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money
0 60% 9
57% 57%

56% 57%

53%

45% 7%

46% 46%
36%

45%

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

55%
479 i 45%  41%

48%
38% 34% 270, 2% 35%

37%

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

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

% Neutral (Score 4-6)

60% 03%

Total % trust
67% /0%

58%

549
48%°3% 489% 520 77

=@=Total

@)
50% 51% 5% 539%

=@=Northumlbrian Water and Essex & Suffolk Water

26% 38%
29%

27%

I 30%

20% I

Sy 4% 35% 500, 2%

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

m 9% Trust

% Neutral

H % Distrust
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail

Northumbrian Water and
Essex & Suffolk Water
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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
64% 71% 65% 76% 61% 579% 63% 60% 61% 559% 61% -
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 Sep 26 Total Sep 26
. a . (0)
Overall satisfaction with 61% 78% 68% 66% 559 59% 70% 57% 58% 59% e -
sewerage services — % ——e e e - e P °
satisfied (score 7-10)
Northumbrian Water only
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
46% 57% 45% 56% 57% 60% 53% 57% 45% 47%
: . 36% 45%
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 Sep 26 Total Sep 26
60% 63% 51% 67% 70% 5% 58% £9% 51% 55% 539 e
Trust — % a great deal / some —_——————— —0 °

trust
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 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% G 55% 51% 459 479 1o,

8 L. o= m— ® m—

Ceneral outlook — % positive B By °
outlook

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

49% 0 44% 0 44% 43% 0 41% 41%
) ) 349 38% 39% 39% 0

Communication — % ’ —— —.\%i%/f o o 39‘%
communicates very / fairly
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection - % S - 229% 259 26% . 259% 40% 43% 45% 37% —
someone I'd really like and ° e o— 25% — — °

I P ——— V
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 Sep 26 Total Sep 26
Bra nd momentum = % on its 26% 27% 20% 33% 29% 1% 29% 32% 35% 36% 27% 26%
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 Sep 26 Total Sep 26
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Northumbrian Water and Essex & Suffolk Water:
Barometer & AN

The voice for water consumers
Llais defnyddwyr dwr

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

Question

30% 33% 35% 33% 29% 29% 32% 27% 30% 9
(o (o (o 0 (o 239% 0 (o o) 0 259% 26%
% 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 Sep 26 Total Sep 26
250, 25% 23% - 38% 36% 38% 42% 33% 34% 35% S
% Agree — creates a greener = —g —o=——0 °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
oo . 31% 29%  30%  30%  37%  30% 579, 2% o7y o
% 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 Sep 26 Total Sep 26
36% 45% 36% 38% 43% 34% 38% 43% 37% 41% 37% 359%
% Agree — contributes to our e e A N — e
communities
Nov25  Dec25  Jan26  Feb26  Mar26  Apr26  May26  Jun26  Jul26  Aug26  Sep26 Total Sep 26



Northumbrian Water and Essex & Suffolk Water:
Barometer d AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
27% 29% 25%

% Agree — protects our ° . 22% .
environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
9 — g | 29% 32% 9
% Agree — gives clear 24% 28%
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 Sep 26 Total Sep 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 populatlom —

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.

o Age 75+ H 5
Inclusivity Household
iIncome L
o Gender Age 6510 74 ©
Ethnic Minority | K
Background Prefer not to . 26 s 24
say I Age 55 to 64 = .
Rural -
Representation £60k plus B s Bl -
e O O — 14
R — A
Accessibility Needs ___ Age 35 to 44 B - ,
Male Female _
RN —
. . B 0
Financially Age 2510 34 -
Vulnerable B 2 B 4
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 B
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 commmunity 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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) ~ -
% difference -10% below —_—

average

él Barometer dashboard summary o P°fis';,1,g';}?/}

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 92% 15% 52% 40%
Overall value for money 86% 9% 45% 41%
Trust (a great deal/some trust) 86% 16% 44% 42%
General outlook (positive outlook) 86% 19% 41% 45%
Communication (fair/good commmunication) 82% 30% 39% 43%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 82% 29% 33% 49%
Brand momentum (salience) (on its way up/has a lot going for it) 70% 25% 26% 44%
Improves our rivers 76% 33% 26% 50%
Creates a greener future 72% 23% 29% 43%
Spends community members' money wisely 76% 33% 26% 50%
Contributes to our communities 80% 29% 35% 45%

Protects our environment 73% 13% 25% 48%

Gives clear information about their environmental action 73% 3% 28% 45%

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 — d AN

. : . Water ~——
Overview of key findings — - -
Liais defnyddwyr dir
Satisfaction — water service Value for money satisfaction Trust

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.

« Consistent supply through summer is a clear strength:
Members valued the uninterrupted summer water
supply and appreciated there being no hosepipe ban.

* Good value for money and responsiveness support high
satisfaction:
A sense of fair pricing, good customer service, quick
handling of burst pipes and confidence that the
company is doing the basics well drive satisfaction.

But....

« Some concerns over leaks and rising prices:
A few comments raised concerns about leaks and recent
price increases.

86% 86%

45% total community average

44% total community average

Why have you given this overall
satisfaction score?

“‘Reliable supply, but prices keep
going up.”

“They do most things really
well and did sort out burst
pipes near us very quick near

my offices..” 7/10 satisfaction score

9/10 satisfaction score

“Too many issues with leaks and

‘“Happy with the quality of my waste”

water, no hosepipe ban for us,
bonus!” , ,
3/10 satisfaction score

6/10 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 stayed at 92% this month (+40% above the total community average). Value for money
satisfaction and trust are both at 86% (+41% and +42% above the total community average).

Total % satisfied - water Total % satisfied - value for money Total % trust
88% 90% a0 98% 92% 92% 92% 83% 84% 829% 83% Q10 90% 839 84% 92% g 0 ) 92% 81% 88% 85% . 88% 86%
779, 1% ° 829% 87% 84% 77% 0 032% 357 81% 0 70% 78% 76% 75% 78%
53% 529% 54% 400, 53% 0o 0
£o04 58% 58% 56% 57% 559, 59% 60% 599, 506 529 40% 46% 45% 46% 46% 44%48%49%50% 45% 45% 48% 0 48% 0 49% 50% 51% 48% 44%
—@=Total =@ Portsmouth Water =@—Total =@ Portsmouth Water =Total ®=Portsmouth Water
0 % 20% 18%
7% 190 vm . . 2% 1506 149 16% 15% 17% ol 15% 13% 2% | 17% 109, 10% 0% 12
o 0% % 1% 16% 5% % B —
O% 0% B 2% % 9% 9% S S 2% o 2% 2%
Nov 25 Dec 25 Jan% Febz@ Mar 26 Apr26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Nov 25Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26Jun 26 Jul 26 Aug 26Sep 26 Nov 25 Dec 25 Jan 26 Feb 26 Mar26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26
B % Satisfied (Score 7-10) % Neutral (Score 4-6) ® % Satisfied (Score 7-10) % Neutral (Score 4-6) ® % Trust 9% Neutral ® % Distrust

® % Not Satisfied (Score 0-3) m % Not satisfied (Score 0-3)
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The voice for water consumers
Llais defnyddwyr dwr
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Portsmouth Water: Barometer

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
7% 81% 88% 82% 90% 87% 98% 92% 84% 92% 92% =59
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 Sep 26 Total Sep 26
90% 92%

84% 86%

83% 84% 82% 83% 81% 2
i i 17% M 42%
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 Sep 26 Total Sep 26
70% 78% 76% 75% 92% 81% 88% 85% 78% 88% 86%
f e = ’._. 0,
Trust — % a great deal / some -~ : - 41.%

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 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% 30% 80% 86%

i e S —o——C ° ® —0 41%

Ceneral outlook — % positive >——0 - °
outlook

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

9 0 82%
- 9 69% 69% 75% 81% 76% 73% 73% 78%

Communication - % 52% o7% o S e——— B — 29%
communicates very / fairly e
well

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection — % cz0,  67%  65%  €9% 7%  77%  82% 8%  80%  76%  82% -
someone I'd really like and —" = ————o— —————————————g——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 Sep 26 Total Sep 26

. 9 62% 64% 65% 73% 67% 67% 70%

Brand momentum - % on its 45% 43% e 2% ’ . - . — ~ ~ — 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 Sep 26 Total Sep 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% 76%
43% N . B . e ————e 26%
% 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 Sep 26 Total Sep 26
490, 67% 71% 73% 69% 68% 67% 75% 69% 80% 72% o0
% Agree — creates a greener ° S o - —— ——— e e g ‘O
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
67% 71% 59% 65% 77% 69% 71% 71% 78% 76%
43% —- - o—s" - 26%
% 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 Sep 26 Total Sep 26
' 19 61% 67% 67% 75% 68% 69% 73% 73% 76% 482% 259
% Agree — contributes to our —-ot—0 >~ = — - —e o o -
communities
Total Sep 26

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



Portsmouth Water: Barometer

4 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
60% 71% 73% 25%
% Ag ree — protects our e ° ®
environment -
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
a (o)
% Agree — gives clear o0 0% 3% Zfi/o
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 Sep 26 Total Sep 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: 50
Spotlight completes: 50 Age
Note: The figures below are based on Barometer survey completes.

H:
o Age 75+
Inclusivity Household 0
income Gender -
Ethnic Minority | I ° Age 651074 =B
Background _ 12 Prefer not to 27
say | A 23 23 23
Age 55 to 64 __E
Rural | M - B ©
_ £60k plus
Representation [N 12 N 24
Age 45 to 54 -_6 o
I £40K-£60K =1?2
Accessibility Needs
B Age 35 to 44 N -
I - Male Female . JE
£20k-£40k
. . B 10
Financially - 5 B -
Vulnerable [ 7 Under £901k I 2 Age 25 to 34 .
Note: Financial vulnerability is derived from income under O
20k, receipt of any benefit and/or in receipt of a discounted - 3
water bill. Age 18 to 24

I

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 £20k-£40k sample, female sample, those aged 18-24 and 65+.

. 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) 70% 11% 52% 18%
Overall value for money (satisfied, scoring 7-10) 66% 18% 45% 21%
Trust (a great deal/some trust) 58% 4% 44% 14%
GCeneral outlook (positive outlook) 64% 10% 41% 23%
Communication (fair/good communication) 34% -2% 39% -5%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 42% 9% 33% 9%
Brand momentum (salience) (on its way up/has a lot going for it) 40% 9% 26% 14%
Improves our rivers 50% 26% 26% 24%
Creates a greener future 48% 11% 29% 19%
Spends community members' money wisely 50% 28% 26% 24%
Contributes to our communities 449 1% 359% 9%,

Protects our environment

48%

+10%

25%

+23%

Gives clear information about their environmental action

51%

+10%

28%

+23%

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

Q;ses e/,

WATER

The voice for water consumers
Llais defnyddwyr dwr

Satisfaction — water service

70%

52% total community average

Positively...

+ Reliable supply through summer is the main driver of
satisfaction: SES Water maintaining a steady household
supply during the hot summer weather and avoiding a
hosepipe ban raises satisfaction.

But...

+ Limited communication lowers satisfaction:
Some members want clearer information on spending,
environmental protection, drought planning and whether
bill increases are delivering visible improvements.

» Dissatisfaction is driven by outages and pressure issues:
Frustration over the Gatwick outages, water pressure
problems and concerns that higher bills are not linked to
sufficient environmental investment.

Value for money satisfaction

©66%

45% total community average

Trust

58%

44% total community average

Why have you given this overall
satisfaction score?

“SES provide a good service, clean
water and is reliable. | do get
intermittent water pressure issues -
quite low/ dropped during the hot
weather!”

“‘Kept water supply through a dry
summer.”

10/10 satisfaction score

“I have not had issues when 7/10 satisfaction score
reaching out but | would
appreciate more information as
to how our rivers are being
protected and how the money

Is being spent.”

“In the last month SES has
managed to cut off water supplies
to Gatwick airport and surrounding
areas, not once but twice. Bad!”

6/10 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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& SES Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction has increased to 70% this month. Value for money satisfaction has increased to 66%. Trust
has stayed at 58%. All figures remain well above total community levels.

Total % satisfied - water Total % satisfied - value for money Total % trust
74% 9
74% 66% 67% 68% 66% 72%
72% 71%
51% 0 0
59% 48% 0 S50% 54% 53%
l/l ® o e 49% 50% ———e 0 0 9 0 0
—e—Total —0—SES Water e—Total ®—SES Water —e—Total =0—SES Water
44% 38% 0 0 0 0
34% 36% 329 44% ) 33% 36% . % o 2% 279 24%
377 289% 25% 4, 18% 26% 25% 18% 21% 25% gy, 26% 24% 19% S 26% i B i | B

18% 23%
cm BB xcnBE . mElElcssles BEelcBE- B0 00
Nov 25Dec 25Jan 26 Feb 26Mar 26 Apr 26May 26Jun 26 Jul 26 Aug 26Sep 26

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26
% Satisfied (Score 7-10) % Neutral (Score 4-6)

. m9 [ HO i
m % Satisfied (Score 7-10) % Neutral (Score 4-6) 6 Trust % Neutral o Distrust
m % Not Satisfied (Score 0-3)

m % Not satisfied (Score 0-3)
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The voice for water consumers
Llais defnyddwyr dwr
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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% 70%

Overall satisfaction — % — o B B 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 Sep 26 Total Sep 26
48% 57% 51% 55% 58% 50% 66% 67% 63% 60% 66%
Value for money satisfaction — — " SRS 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 Sep 26 Total Sep 26

54% 529 60% 64% 74% 60% 72% 63% 60% 58% 58%

Trust — % a great deal / some . e e ——e . .

trust

44%
(]

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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SES Water: Barometer ey /),

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% 64% 1o,
L. e D —g
Ceneral outlook — % positive e o . .O
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
54% 52% 51% 51% 51% 9
o 9 43% % 47% 44% 20%
Communication — % 6% T iéi_o’_.— ——— - — 34% o
. : o— o ———o
communicates very / fairly
We” Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection —% - 47% A% a0 44%  44% 53% 51% 47%  48% 4o _
someone I'd really like and .O/.— ——e —e -———— o °
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 Sep 26 Total Sep 26
O, (o) (o)
Brand momentum - % on its 3% o9y 36%  36%  36% zu_ _SS% A% 40%  40% .
\h_ﬁ (0}
way up and has a lot / a few r——® ¢ “ °

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

The voice for water consumers
Llais defnyddwyr dwr

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

seos  43%  zgy  40% 4% 57%  53%  49%  46%  50%

26%
e U B s 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 Sep 26 Total Sep 26
279 50% 43% 53% 52% 48% 60% 51% 60% 48% 48% 299
(]
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
47% 42% 38% 40% 42% S1% 47% 49% 48% 50% o,
. [0} ) — (0]
% Agree — spends customers 22f’/“ —————————— -~ : ' ' o °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26
Total Sep 26
e 53% 459% 55% 52% o 55% 49% 51% 50% o =
% Agree — contributes to our ./'— — ’ e —,— N e e

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



SES Water: Barometer

4 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
9 48% 48% 259%

% Agree — protects our 35?’/._. ® :
environment

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

; 51%

% Agree — gives clear 41% 42% 28%
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 Sep 26 Total Sep 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
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Severn Trent

Community population

SEVERN

TRENT

82

The voice for water consumers

Barometer completes: 45
Spotlight completes: 46

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

Inclusivity

Ethnic Minority - 9
Background o

Rural - 7
Representation [N ©

Accessibility Needs

Financially - 5

Vulnerable N 20

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
__ K 9
£60k plus 10
_ B 10
£40k-£60Kk 10

I -
£20k-£40k s Male Female

I
Under £20k N ©

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.

. current sample

Age 75+

Age 65 to 74

Age 55 to 64

Age 45 to 54

Age 35 to 44

Age 25 to 34

Age 18 to 24

Llais defnyddwyr dwr

Age

Il 3
3

N -
RN 8

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
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SEVERN

The voice for water consumers
Llais defnyddwyr dwr

83

Overall satisfaction — water (satisfied, scoring 7-10) 51% 4% 52% -1%

Overall satisfaction — sewerage (satisfied, scoring 7-10) 62% 19% 48% 15%
Overall value for money 36% 0% 45% -9%
Trust (a great deal/some trust) 38% -11% 44% -7%
General outlook (positive outlook) 449% -4% 41% 4%

Communication (fair/good commmunication) 40% 0% 39% 1%

Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 20% 0% 33% -13%
Brand momentum (salience) (on its way up/has a lot going for it) 16% 2% 26% -10%
Improves our rivers 20% 8% 26% -6%
Creates a greener future 29% -1% 29% 0%

Spends community members' money wisely 13% 0% 26% -12%
Contributes to our communities 31% 17% 35% -4%

Protects our environment

23%

-3%

25%

-2%

Gives clear information about their environmental action

21%

-3%

28%

-7%

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
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7 Ny

The voice for water consumers

SEVERN

SRR ENIT

Satisfaction — water service

51%

52% total community average

Positively...

« Areliable household supply is the main driver of
satisfaction: A consistent uninterrupted drinking supply,
with no personal service issues and Nno Mmajor disruption
during the current drought conditions drives satisfaction.

But...

« Doubts over company spending and poor communication
limit satisfaction: Rising charges, limited communications
about future plans and doubts over if enough money is
being invested in leaks, pollution and service
improvements drive neutrality.

« Dissatisfaction is driven by environmental performance
concerns: Lower scores focus on standing charges, rising
bills, leaks, sewage releases and frustration that costs are
increasing without visible service improvement.

Value for money satisfaction

36%

45% total community average

Llais defnyddwyr dwr

Trust

38%

44% total community average

Why have you given this overall
satisfaction score?

“Short of information about what
Is happening and what the plans

”

‘I have safe clean water to drink.
No issues with supply and no
issues with waste water either.” are.

10/10 satisfaction score 7/10 satisfaction score

“Bills are going to increase and |
haven't seen any improvement in
service.”

“l'am frustrated by the ever
increasing charges for a good
service that hasn’t changed.”

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.




@ Severn Trent: Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction remains at 51%, in line with the total community average (52%). Value for money
satisfaction is at 36%, an Tl-percentage-point decrease since August. Trust has decreased to 38%.

Total % satisfied - water

64%
y 58% 58% 569 57% c5o, 59% g 59%

52% 52%

51% 51%
47% 0
39% 39% 5

=@-=Severn Trent Water

T

57% 549 520, 57%

=@=Total

49% 43% 41% 40% 40%

33%
34%

mos B% UB wo WA mw BR .o, 0K A B

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money
48% 49% S0%

46% 45% 46% 46% 44,9 47% 45%

40%

o ss ) 34% 6% 6%

=@=Total

40%
35% 359%

=@ Severn Trent Water

52%

47% 40% 50% 54% 53% 51%

%
52% 57%
43%  45%
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26Jun 26 Jul 26 Aug 26Sep 26

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

% Neutral (Score 4-6)

Total % trust

53% , ao, 52% 4% 40, 53% 509 51%
49% 48% 2470 49% g 0% 210 48y o
48% 435% 0 o, 459
43% 45% 43% °
41% 259 40% 38%
=@=T0tal =@0-Severn Trent Water

37% 40% 42%
299% 46% 43% 59% 43% 43% 40%
36%

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

m % Trust % Neutral % Distrust
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Severn Trent: Barometer

4 ! y

The voice for water consumers

Question

Llais defnyddwyr dwr

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

Overall satisfaction - %
satisfied (score 7-10)

Overall satisfaction with
sewerage services — %
satisfied (score 7-10)

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

Trust — % a great deal / some
trust

64% 599%
47% 51% 52% 20% 200, 43% _— 0 51% 51% 559
o= — o— B ® — J PS

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

sz 55%  5T%  52% 40, 5T% 4y 04% O7% 0 ssy  62% e

o ‘ (0]

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

Total Sep 26

0, (o)
3% 40% 5% goe 3z 9% zan 3% or TP 36y
A

=0 — —

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
49%  53%  43%  43% 4% 359, 40%  45%  43%  45% gy Ltk
(o O == L=
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Severn Trent: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
O, O,
o 8%z BN zs A% o0 20 38% 37% 36% 4% 4%

General outlook — % positive ————— T - —— °
outlook

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Communication-% 40% 34% 35% 35% N S — 30% 33% 38% 42% 3%%
conumcates very / fairly — -® o . ——— ——"
we

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
Brand connection - % 50% 21% 2%  20%  20%  19% 21% 2 7% 20% -
someone |'d really like and .———o\ﬂ.%/0~ —e o o= o
who I'd have a lot / some
things in common with Nov25  Dec25  Jan26  Feb26  Mar26  Apr26  May26  Jun26  Jul26  Aug26  Sep26 Toial S 25
Brand momentum — % on its 18% 17% 22% 22% 21% 17% 20% 16% 26%

13% 13% 15%
way up and has a lot / a few ’ ’ o ———— 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 Sep 26 Total Sep 26
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Severn Trent: Barometer ey /7,

The voice for water consumers
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Question Percentages by wave for this community vs. total for this wave
9 30% 30%
% 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 Sep 26 Total Sep 26
(o) [0) (o) 0, (o) (o)
) 29% 30% 17% 33% 249% 22% 17% 26% 22% 30% 29% 5%
% Agree — creates a greener °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

21% 24% 21% 20% 23% 6%

14% 15% 139 -
% Agree — spends customers' M ® 1% . 6 s

money wisely

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
[0) 0, (0) [0) o)
' ) 38% 37% 26% 35% 6% 6% 34% 37% 32% 31% 35‘%
% Agree — contributes to our 14% "

communities
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 Aug 26 Sep 26 Total Sep 26
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The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
26% 0 % 9
% Agree — protects our 19 o 25.%)
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

. 9 28%
% Agree — gives clear 24% 21% 28%

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 Sep 26 Total Sep 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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South East Water W
Community population south east W@

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 55
Spotlight completes: 58 Age
Note: The figures below are based on Barometer survey completes.

Age 75+ .-23
Inclusivit
Y Household g’
income Gender Age 651074 I 6
Ethnic Minority - 9 33 . 7
Background [l 4 Prefer not to B -
say - 4 23 23 29 Age 55 to 64 - 7
Rural - 7 o
Representation [N 26 £60k plus é@ B -
AOCASTONY  — 1
N 0
S 1 £40k-£60k
Accessibility Needs I I 15 B -
D 22 ) i e
____BE e e
£20k-£40k
. . BN 10
Financialy |5 Age 2510 34 B -
Vul |
inerable | 13 Dnter o0 R 12 — F
B 8
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
water bill. M2

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 years and age 75+ samples.

. minimum sample
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% difference +10%

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) 33% -1% 52% -19%
Overall value for money (satisfied, scoring 7-10) 40% 10% 45% -5%
Trust (a great deal/some trust) 15% -25% 44% -30%
General outlook (positive outlook) 18% -21% 41% -23%
Communication (fair/good communication) 31% -3% 39% -8%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 9% -12% 33% -24%
Brand momentum (salience) (on its way up/has a lot going for it) 4% -12% 26% -22%
Improves our rivers 15% -7% 26% -11%
Creates a greener future 1% M% 29% -18%
Spends community members' money wisely 13% -10% 26% -13%
Contributes to our communities 15% -10% 35% -20%

Protects our environment

18%

2%

25%

-7%

Gives clear information about their environmental action

30%

1%

28%

2%

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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south east Wa@ . ad

The voice for water consumers

Satisfaction — water service

33%

52% total community average

Positively...
« Reliable day-to-day service drives satisfaction: Some

members report a reliable service, good bill support and
having no personal problems.

But...

« Company reputation and news coverage drive neutrality:
Whilst many members have not been personally affected,
some are concerned by hosepipe bans, outages elsewhere,

poor news coverage and doubts about whether the
company is improving.

* Interruptions, leaks and infrastructure concernsremain a
significant source of frustration: Lower scores focus on
water shortages, supply interruptions, long-running leaks
and a view that infrastructure investment and visible
improvement are not keeping pace with service problems.

45% total community average

Llais defnyddwyr dwr

Value for money satisfaction Trust

40% 15%

44% total community average

Why have you given this overall
satisfaction score?

“More than pleased with service
levels over a challenging summer.”

‘I haven't had personal problems
with them but seen other
customers do and in the news.”

9/10 satisfaction score
5/10 satisfaction score

‘Seems to be the least reliable
supplier in the country. Constantly
in the news due to supply
interruption.”

“Still letting customers down due to
water outages. Not enough
improvement to infrastructure. Poor
record on fixing leaks quickly.”

3/10 satisfaction score 2/10 satisfaction score

Accountability call-out: South East Water continues to meet the threshold for an ad-hoc Accountability

Session due to low trust levels. However, as a regular Accountability Session is already scheduled for

Tuesday 27t October, no additional ad-hoc session will be arranged this month.



él South East Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Trust has dropped to 15%, South East Water's lowest level since February and 29 points below the total
community average. Overall satisfaction is at 33% among community members, a 10 point decrease since
August. Value for money satisfaction is at 40%.

Total % satisfied - water
58% 58% 56% 57% 559, 59% 60% 59%

52% 52% 52%

33%
31% 6% °

=@=Total =@-South East Water

T

34%
48% 32% 47%

52% 44% 39% oo, 34% £1%

42% 35% 31%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money
48% 49% 0%

46% 45% 46% 46% 44% 45% 45%

40%

0% 35% 39% 289% 40%

30% 31%
=@=Total =@-South East Water
48% =

| 40% 3% 419 42% 379, 42%

I |

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

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

% Neutral (Score 4-6)

Total % trust
48% 3% 48% 52% 54 499 53% 50% 51% 48% , 4o,

o)
9% 0 35% 37%
100 229%25% 19% 21% 12,

14%
=@=Total

4%  47% 34%
. 45% 39%
1% 31%

i II I II

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

=@ South East Water

329% 40%

m % Trust % Neutral % Distrust
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The voice for water consumers
Llais defnyddwyr dwr

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

47% 9 49% 45% 53% 9
° A% ASH % 5 52%

4% 31% 26% -———o—
Overall satisfaction — % M *./.\'\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 Sep 26 Total Sep 26

39% 40% 38% 39% 49% 38% 43% 26% 40%

. . 30% 3% 459

Value for money satisfaction — ———— Oy ————— —— . ———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 Sep 26 Total Sep 26
39% 35% 37%
30% 0
22% 25% 9 21% YVAY,
Trust — % a great deal / some &% 14% 19% 15% -

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

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
. 39% 9 27% 9 9 31% 41%
General outlook — % positive 25% 21% 12% ’ 23% 2% 17% 14% 18% o
W
outlook o
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
. . 47% 49% o
Communication — % 34% 30% 28% 29% 36% 37% ii%/.\l*l/o\zﬁ% 39%
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 Sep 26 Total Sep 26
Brand connection - % 21% 0% & 23% 29% 23%
| i S 3% 14% 15% 16% 33%
someone I'd really like and N 6 9%, °
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 Sep 26 Total Sep 26
Brand momentum — % on its 16% 18% 22% 16% 26%

[0) (o) (o)
way up and has a lot / a few 0\9./0\7.%; 5% 9% 7% 9% e °
things going for it S

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

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
27% 27% 29%
. . 2bo  ZEe 2 17% 18% - 18% 159 26%
% Agree — improves our rivers . . — °
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
(0) O,
21% 25% 25% 21% 22% 7% 21% o 18% 29%
% Agree — creates a greener — 13% 1% °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
27% 25% 25% 27%
| 23% 20% ey 18% ; ° 5 255
% Agree — spends customers — 9% 1% 13% °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
33%

25% 28% 3% 25% 25% 35%

. 23% .
% Agree — contributes to our =l ‘.\wﬁ______—r —— 15% 18% 15% °

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Tzl Sep 28
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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
16% 25 18% 25%

% Agree — protects our ®
environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
% Agree — gives clear 29% 30% 20% 28%
information about their ——t— >
environmental action

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

Notes:

These two questions were first introduced in the July report; therefore,

no prior data is available.
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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: 28; Cambridge Water: 21)
Spotlight completes: 47 Age
Note: The figures below are based on Barometer survey completes.

o M 3
Inclusivity . Age 7ot
Household income
. . . B -
Ethnic Minority - 9 Gender Age 65to 74 - 8
Background - 9 20
Prefer not
T
osay [ S 23 Age 55 to 64 =5 i
Rural - 7 .
Representation £60k plus
I e PV e 1> -
A e — o
- | cs0k-coox M 10
Accessibility Needs B 6
s - Age 35 to 44 B ©
Female L W
I -
£20k-£40k
Financially M - I 0 B -
Age 25to 34
Vulnerable - 9 K
I
. . , Under £20k
Note: Inclusivity indicators are derived fromm multiple - o - 3
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 sample, those earning £20k-£40k, aged 18-34 and 75+.
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The voice for water consumers
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Overall satisfaction — water (satisfied, scoring 7-10) 63% -1% 52% 1%
Overall value for money (satisfied, scoring 7-10) 49% 4% 45% 4%
Trust (a great deal/some trust) 65% 14% 44% 21%
General outlook (positive outlook) 41% -7% 41% 0%
Communication (fair/good communication) 43% 25% 39% 4%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 39% 17% 33% 6%
Brand momentum (salience) (on its way up/has a lot going for it) 24% 16% 26% -1%
Improves our rivers 27% 14% 26% 1%
Creates a greener future 31% 1% 29% 1%
Spends community members' money wisely 229% 14% 26% -3%
Contributes to our communities 33% 15% 35% 2%

Protects our environment

18%

-11%

25%

-7%

Gives clear information about their environmental action

27%

3%

28%

-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.

KEY:
% difference +10% above average
% difference -10% below average
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South Staffs Water
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The voice for water consumers
Llais defnyddwyr dwr

él Barometer dashboard summary

Overall satisfaction — water (satisfied, scoring 7-10) 68% 4% 52% 16%
Overall value for money 50% 5% 45% 5%
Trust (a great deal/some trust) 064% 10% 44% 20%
General outlook (positive outlook) 46% -13% 41% 6%
Communication (fair/good communication) 43% 30% 39% 4%
Brand connection (someone I'd really like and who I'd have a lot / some thingsin

common with) 50% 20% 33% 17%
Brand momentum (salience) (on its way up/has a lot going for it) 29% 19% 26% 3%
Improves our rivers 306% 21% 26% 10%
Creates a greener future 43% 19% 29% 14%
Spends community members' money wisely 39% 33% 26% 14%
Contributes to our communities 43% 25% 35% 8%

Protects our environment 32% -5% 25% 7%
Gives clear information about their environmental action 36% 13% 28% 8%
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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él Barometer dashboard summary )

Cambridge Water

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 57% -8% 52% 5%
Overall value for money 48% 4% 45% 3%
Trust (a great deal/some trust) 67% 19% 44% 22%
General outlook (positive outlook) 33% 0% 41% -7%
Communication (fair/good commmunication) 43% 18% 39% 4%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 24% 15% 33% -9%
Brand momentum (salience) (on its way up/has a lot going for it) 19% 10% 26% -7%
Improves our rivers 14% 6% 26% -1M%
Creates a greener future 14% 1% 29% -15%
Spends community members' money wisely 0% -13% 26% -26%
Contributes to our communities 19% 2% 35% -16%

Protects our environment 0% -18% 25% -25%

Gives clear information about their environmental action 15% -9% 28% -13%

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.



106

Barometer: executive summary ) ) g AN

Ove rVIeW Of key fl md I ngs SOUth Staffs Water Cambridge Water The voice for water consumers
Llais defnyddwyr dwr
Satisfaction — water service Value for money satisfaction Trust
63% 49% 65%
52% total community average 45% total community average 44% total community average
Positively... Why have you given this overall
. . . i i 2
* Reliable supply boosts satisfaction: Some members report satisfaction score?
a consistent household supply, few personal issues and o . .
some positive views of company responsiveness and “Cenerally satisfied with the service “Water quality appears good
customer service. and reliability, though but water pressure is low and
BUt.. commgmcot/on c"ou/o’ pbe inconsistent.”
Improved.
@ « Poorcommunication drives neutrality: 7/10 satisfaction score
Some want clearer updates on bills, how money is being 8/10 satisfaction score Cambridge Water
spent, environmental action, hosepipe bans and local South Staffs Water

pressure or supply issues.
‘I think they are spending too

+ Dissatisfaction is driven by billing problems, infrastructure “Massive new diversions again _
concerns and disruption: with ridiculous unhelpful road much money on things and
Lower scores focus on issues with out-of-date meters, closed signs.” not enough on essentials.”

frequent road diversions, low water pressure and concerns
that investment is not going far enough into infrastructure . .
3/10 satisfaction score

Mmaintenance. :
Cambridge Water

3/10 satisfaction score
South Staffs 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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South Staffs Water and Cambridge Water:
Barometer findings

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 63% this month, T1-percentage-points above the total community average. Value for
money satisfaction is at 49%, South Staffs Water and Cambridge Water's highest level since reporting began.
Trust has continued to rise, now at 65%.

Total % satisfied - water
69% 69%

64% 64% 64% 63%
62% o) NG g 60%59%
0%
58%58% - 5/% - 59%  59%

o 55% 52% 52%
(]

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

35%

29% 34% 24% 510, 35% 32% 34% 38% 33% 1%

WB 49 BB OH o, 49 4% 504 o0 BU &%

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

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

m % Not Satisfied (Score 0-3)

Total % satisfied - value for money
48% 49% 0% 49%

4595 T 4T% 46% 46% 46% 45%
46%45% 45% 44% 44% S 45%

40% 39% 40%

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

0
4% 429 39% 50% 46% 44% 46% 46% 41%  Ly0

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

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

m % Not satisfied (Score 0-3)

Total % trust

73%

©65% 65%

62% 61% 599 62% 60%

55%

52% 51%

48% 53% 48% 52% 54% 499, 53% 509% S0% 48%440/
(6]

—=@—Total
=0 South Staffs Water and Cambridge Water

38%
37%
o, 29% 36% 2% 29%

-m-----e%----

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

45% 30% 27% 33%

m % Trust % Neutral H % Distrust
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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 o AN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
64% 62% 69% 56% 69% 62% 64% 64% 60% 59% 63% o
Overall satisfaction — % — - - 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 Sep 26 Total Sep 26
. . 45% 47% 47% 299 40% 46% 44% 44% 42% 45% 49% 45%
Value for money satisfaction — ——¢ — . —————¢ o— ° ——S
% satisfied (score 7-10)
Total Sep 26

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

oo 62%  61%  59%  73%  65%  62%  60% oo 55%  65%
[ ]

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 Sep 26 Total Sep 26
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South Staffs Water and Cambridge Water:
Barometer d SN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
O, O, (0)
N 48% 55% 55% 48% 52% 56% 40% 50% 449 43% 41% .
General outlook — % positive o—" ' — — . — " °
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
50% 43%
Communication — % - 26% 24% 26% 33% 31% 26% 32% e 39‘%
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 Sep 26 Total Sep 26
Brand connection — % ) 32% 31% 300 8% 42% 2oy 220 37% 35% 39% -
someone I'd really like and 21.4’/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 Sep 26 Total Sep 26
o 229%, 24% 19% 27% 24% 229 19% 29% 24% 6%

Brand momentum — % on its
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 Sep 26 Total Sep 26
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South Staffs Water and Cambridge Water:
Barometer d SN

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
25% 24% 19% 29% 25% 26% 30% 29% 31% 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 Sep 26 Total Sep 26
o 2 5% 28% WA) o0
% Agree — creates a greener .y\-f — ‘O
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
26% 27% 27% 26% 9 31% o
, 18% 17% 18% =5 2% 26%
% Agree — spends customers 9% °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
41%
30%  29%  30% @ 9% ooy ol ST ; 33% 35%

% Agree — contributes to our 1%’/0/0 = o "\.\23%/‘ — °

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 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)
29% 27% 55

% Agree — protects our 050.\18.% °

environment

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
) 33% 0
% Agree — gives clear 24% 2 28%
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 Sep 26 Total Sep 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
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Water Voice
Barometer and Spotlight Repo

South West Water including Bristol
Water and Bournemouth Water

September 2026

Delivered by Taylor McKenzie
Research
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South West Water including Bristol
Water and Bournemouth Water = —= - — b

SouthWest Bournemouth Isles of Scilly

I i Water Water SRt
Community population Water

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 64 (South West Water: 29; Bristol Water and Bournemouth Water: 35)
Spotlight completes: 64 Age
Note: The figures below are based on Barometer survey completes.

Inclusivity Household income Age 75+ ..23
Ethnic Minority - 9 Gender Age 65to 74 . ©
Background _ 17 Prefer not to N s
say
S
Age 55 to 64
B 12
Rural - 7 £60k plus

Representation

B -
Age 45 to 54

° . 2
£40k-£60k

Accessibility Needs Age 35 to 44 __I8

R 22
£20k-£40k
-
: . Age 25 to 34
Financially . 5 9 L
Vulnerable _ 15 Under £20k
Note: Financial vulnerability is derived from income under Age 18 to 24 _E
£20k, 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 those aged 18-24 and 75+.



Barometer dashboard summan =

Water

e

Bournemouth
Water

Qﬁ

Isles of Scilly
Water

BRISTOL
WATER

The voice for water consumers
Llais defnyddwyr dwr

15

Overall satisfaction — water (satisfied, scoring 7-10) 38% -12% 52% -15%
Overall satisfaction — sewerage (satisfied, scoring 7-10)

South West Water only 14% -22% 48% -34%
Overall value for money 31% -2% 45% -14%
Trust (a great deal/some trust) 33% -8% 44% -12%
General outlook (positive outlook) 30% -5% 41% -11%
Communication (fair/good commmunication) 28% -1% 39% -10%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 20% -3% 33% -13%
Brand momentum (salience) (on its way up/has a lot going for it) 13% -3% 26% -13%
Improves our rivers 1% -3% 26% -15%
Creates a greener future 17% -2% 29% -12%
Spends community members' money wisely 13% -5% 26% -13%
Contributes to our communities 22% -8% 35% -13%

Protects our environment

13%

0%

25%

-12%

Gives clear information about their environmental action

16%

-2%

28%

-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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South West
Water

§A

Isles of Scilly
Water

The voice for water consumers
Llais defnyddwyr dwr

N6

Overall satisfaction — water (satisfied, scoring 7-10) 14% -26% 52% -38%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 14% -22% 48% -34%
Overall value for money 17% -3% 45% -28%
Trust (a great deal/some trust) 10% -3% 44% -34%
General outlook (positive outlook) 7% -13% 41% -34%
Communication (fair/good commmunication) 14% -6% 39% -25%
Brand connection (someone I'd really like and who I'd have a lot / some things in

common with) 10% -10% 33% -23%
Brand momentum (salience) (on its way up/has a lot going for it) 3% -3% 26% -22%
Improves our rivers 3% -3% 26% -22%
Creates a greener future 10% -10% 29% -19%
Spends community members' money wisely 3% 3% 26% -22%
Contributes to our communities 10% -16% 35% -24%

Protects our environment

7%

3%

25%

-18%

Gives clear information about their environmental action

14%

1%

28%

4%

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
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BRISTOL Water
WATER

él Barometer dashboard summary D in

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 57% 4% 52% 5%
Overall value for money 43% 4% 45% -2%
Trust (a great deal/some trust) 51% -1% 44% 7%
General outlook (positive outlook) 49% 8% 41% 8%
Communication (fair/good commmunication) 40% 8% 39% 1%
Brand connection (someone I'd really like and who I'd have a lot / some thingsin

common with) 29% 4% 33% -5%
Brand momentum (salience) (on its way up/has a lot going for it) 20% 1% 26% -6%
Improves our rivers 17% 0% 26% -9%
Creates a greener future 23% 3% 29% -6%
Spends community members' money wisely 20% -5% 26% -6%
Contributes to our communities 31% 1% 35% -3%

Protects our environment 17% -2% 25% -8%
Cives clear information about their environmental action 17% -4% 28% -11%
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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° 1 Cee—— A
Barometer: executive summary = = Ve /7,
Overview of key findings Water  Water :

Linis detnydawyr i
Satisfaction — water service Value for money satisfaction Trust
14% 17% 10%

52% total community average

Positively...

+ Reliable supply and positive customer service experiences
drive satisfaction: Some members report no direct supply
issues, whilst others mention instances where personal
issues have been quickly resolved or reimbursed.

But...

« Affordability and poor company performance lower
satisfaction: Concerns about high bills, low water pressure
and a lack of company communication lower satisfaction.

« Sewage pollution and low trust drive dissatisfaction:
Members express anger over sewage discharges into
rivers and seas, implementations of hosepipe bans and
doubts that South West Water is investing enough to fix
long-term problems.

45% total community average

44% total community average

Why have you given this overall satisfaction score?

“Sorted out issues | have had
and reimbursed me.”

‘My water is clean and safe to use.
But | dont think they clean rivers or
beaches.

7/10 satisfaction score

6/10 satisfaction score

‘SWW is the most dreadful company
I have ever dealt with and if | had any
choice | would leave them
immediately. Sewage spills left, right
and centre, no investment in
infrastructure, customer bills rising.”

“‘Recent sewage discharges into
the seas in Cornwall after rainfall.
Increase in bills. Hosepipe ban. No

trust in making longer term
iImprovements and investment.”

3/10 satisfaction score 0/10 satisfaction score

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

an ad-hoc process already underway and an upcoming Accountability Session on Tuesday 3 November,

no additional ad-hoc session will be arranged this month.
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Barometer: executive summary b = d AN

Bournemouth

Overview of key findings ueme Water - -
Liais defnyddwyr dir
Satisfaction — water service Value for money satisfaction Trust
57% 43% 51%
52% total community average 45% total community average 44% total community average

Positively...

+ Reliable supply is the main satisfaction driver: Some

members report an uninterrupted supply, No personal
service issues and positive customer service experiences.

But...

« Affordability, communication and drought concerns lower
satisfaction: Members raise concerns about steep prices,
slow company communications and are mixed about the
company's drought handling-

* Unresolved leaks and investment doubts drive
dissatisfaction: Members express anger over unresolved
leaks, high shareholder returns and concerns that customer
money is not being used enough to improve infrastructure
assets and protect waterways.

Why have you given this overall satisfaction score?

“We had an issue with the “‘Our supply was constant over the
water pressure in our area and heat waves.”
it was sorted within a day.”
8/10 satisfaction score
9/10 satisfaction score Bristol Water
Bournemouth Water

‘Raising bills, loaded with debt,
money wasted on shareholders,
and restrictions on water use
because of historic failure to
invest infrastructure”

“Prices have increased.
Communication is a bit slow. But
overall customer service is good.”

6/10

Bristol Water 2/10 satisfaction score

Bristo!l 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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South West Water including Bristol Water and
Bournemouth Water: Barometer findings

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction remains at 38% this month, whilst value for money satisfaction is at 31%. Trust is at 33%, an
11-percentage-point decrease since August. All metrics remain below the total community average.

Total % satisfied - water

58% 59%60% o, ccg, 59% 60% 599
(0]

52% 52% 52%

49%48%

—Toin 38% 38%

=@ South West Water, including Bristol Water and
Bournemouth Water

T

35% 34%

24% 31% 359, 30% 379%

35% 38% o 20%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money

o 51% % 50%
46% 9%~ 46% 440, 8 4IP7" Lcos ssos

40%

45% 46%

40
33% 35% 36% 33% 33% 36%

30% 31%
=@=Total

=0 South West Water, including Bristol Water and
Bournemouth Water

30%
37% 35% 28% 35% ,<4 32% 7 36%

24% o0 37%

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

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

% Neutral (Score 4-6)

Total % trust

58%
54% 53% Ao, 210

41%
=@=T0tal

=@ South West Water, including Bristol Water and
Bournemouth Water

III II IIzz%

10%
| 26% 16% opq, 23%

13%
i A]S%IIIIIII

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

m % Trust % Neutral m % Distrust
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The voice for water consumers
Llais defnyddwyr dwr

Barometer: findings in detail
South West Water (including

Bristol Water and
Bournemouth Water)
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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

59% 60%
49% 48% 0 J 48% 40% 48% 47% 45% 38% 38% 52%
Overall satisfaction — % v ———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 Sep 26 Total Sep 26
. . . O O
Overall satisfaction with Sk B a9 3% ) 35% e
: . 21% 23% 21% . 48%
sewerage services — % 13% 14% °
satisfied (score 7-10)
South West Water on/y Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
49% 51%
_ . 33%  35% ’ S 3%  33%  33%  36%  40% oo gy 45%
\/aIug fqr money satisfaction — ° O O _ .
% satisfied (score 7-10)
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 AUg26  Sep26 Total Sep 26
41% S0%  47%  SB% 38%  44%  43%  40% @ 48N 44% o4 44%
Trust — % a great deal / some o-"‘*"/.\._ - —— O —_ °

trust
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 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
(o) 0, 0,
Ceneral outlook — % positive — e e e ° o -~
outlook -
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
o . 219 33% 38% o 9 33% o
Communication — % 29% ° 28% 25% 28% 26% 23% 28% 39%
. . —— ® M — ‘./.\.
communicates very / fairly o e
well
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
40%

Brand connection — % 29% 33% .

. : 20 T e B  mx o 27%  24%  20% 33%
someone I'd really like and 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 Sep 26 Total Sep 26
24% 22% 19% 25% 9 22%
. 9 9 0 18% 26%
Brand momentum — % on its 167 17z 12% 15% 13% o
way up and has a lot / a few

things going for it
959 9 Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 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% 26%
18% 9 0 0
. . 14% 14% 9 15% 15%
% Agree — improves our rivers .O/"\.\7:A>/.L (2% 8% 10% 1% L
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
% Agree — creates a greener '\12.@/F o °
future ’ v
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
) 24%
) | 18% 2170 20%  18% V4o 7% =0 18% 17% o 26%
% 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 Sep 26 Total Sep 26
9 31%
| 29% E 25%  27%  28% 20% 1% 18% 19%  22% e
0 .———.\‘7 0 o
% Agree — contributes to our —— 1% —— —

communities
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 Aug 26 Sep 26 Total Sep 26



South West Water including Bristol Water and
Bournemouth Water: Barometer

Question

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

125

7 Ny

The voice for water consumers
Llais defnyddwyr dwr

% Agree — protects our
environment

Nov 25 Dec 25 Jan 26

% Agree — gives clear
information about their

environmental action
Nov 25 Dec 25 Jan 26

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

Feb 26

Feb 26

Mar 26

Mar 26

Apr 26

Apr 26

15% 1 13%

—

May 26 Jun 26 Jul 26 Aug 26 Sep 26

18% 19%
(0]

0/°\Wf/o

May 26 Jun 26 Jul 26 Aug 26 Sep 26

25%
( ]

Total Sep 26

28%
([ ]

Total Sep 26
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Southern Water
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Southern Water Southern —_

Community population Water. =

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 54
Spotlight completes: 53 Age
Note: The figures below are based on Barometer survey completes.

H:
.. ) Age 75+
Inclusivity Household income 7 M2
Cender B -
: : : Age 65to 74
Ethnic Minority - 2 Prefer not to 27 27 ¢ © B 6
Background - ) say B - 23 23
__Ki L — i—
Rural K O IS o 16
Representation - 12 B
A ——— A S E
I R 12
Accessibility Needs _ - B -
I
e —% Male Female A S O — 13
Financially B I B -
Vulnerable [ s Under £20k m> Age 251034 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 K
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. . current sample
We are also working to boost participation amongst community members aged 18-24, 45-54 and 75+.

. minimum sample




&Barometer dashboard summary

average

average

KEY:
% difference +10% above

Southern
% difference -10% below Water® e

T

The voice for water consumers
Llais defnyddwyr dwr
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Overall satisfaction — water (satisfied, scoring 7-10) 20% -7% 52% -32%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 35% -5% 48% -12%
Overall value for money 24% 6% 45% -21%
Trust (a great deal/some trust) 17% -3% 44% -28%
Ceneral outlook (positive outlook) 13% -7% 41% -28%
Communication (fair/good commmunication) 24% -6% 39% -15%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 13% -1% 33% -20%
Brand momentum (salience) (on its way up/has a lot going for it) N% -3% 26% -14%
Improves our rivers 9% -1% 26% -16%
Creates a greener future 13% -1% 29% -16%
Spends community members' money wisely 1% 3% 26% -14%
Contributes to our communities 19% -1% 35% -16%

Protects our environment

17%

7%

25%

-8%

Gives clear information about their environmental action

17%

2%

28%

-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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Barometer: executive summa ry Southern & SN
Overview of key findings Water. == e
Satisfaction — water service Value for money satisfaction Trust
20% 24% 17%

52% total community average

Positively...
* Reliable supply still supports satisfaction:
Some members report a consistent household water

supply, a maintained service during hot weather and
positive experiences of complaints handling.

But

* Sewage discharges, rising bills and poor trust:
Reports of sewage discharges and repeated pollution
incidents, leaks, rising costs and concerns that service
improvements are not keeping pace with bills or
environmental damage drive dissatisfaction.

Limited communication and a lack of visible action drive
neutrality: Members want clearer updates, a stronger
company presence in the local community and better
evidence that pollution, leaks and infrastructure problems
are being addressed.

45% total community average

44% total community average

Why have you given this overall
satisfaction score?

“‘Regular consistent supply
unaffected by recent weather
spells at a manageable price

but room for improvement
overall especially with storage

and waste water/pollution.”

‘I have been impressed that supply
was maintained during a heatwave
summer”

8/10 satisfaction score

7/10 satisfaction score
“The recent drought told everyone

to use water sparingly yet | saw at
least 5 mains leaks in the space of a
few days.”

“Bills are increasing, but | don't feel
improvements in infrastructure,
leakage reduction and sewage

discharge performance are
happening quickly enough.”

4/10 satisfaction score

3/10 satisfaction score

Accountability call-out: Southern Water continues to meet the threshold for an ad-hoc Accountability Session due to low

satisfaction levels. However, as an ad-hoc session already took place last month and a regular Accountability Session is

scheduled for Tuesday 20t October, no ad-hoc session will be arranged this month.
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The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction is at 20% this month. Value for money satisfaction has increased to 24%. Trust has
decreased to 17%, Southern Water's lowest level since reporting began. All metrics remain considerably below

the overall community average.

Total % satisfied - water
60%

32%
27% 9% 27% 4, 28% °29% 3% o,

18% 20%

=@®=T0tal =@= Southern Water

(o)
3% Lo, 30% 45% 33% 48% 25% 39%

38% 2% 37% I
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26

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

% Neutral (Score 4-6)

Total % satisfied - value for money
48% 49% S0%

46% 45% 46% 46% 449, 45% 45%
4WN

(0)
09% 21% 23% 22% 21% 0o, 22% 23% 0% 24%

18% 2

=@=—"Total =0 Southern Water

35% 29% 27%
39% T 4o 37% 4% 45% 449 |

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

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

% Neutral (Score 4-6)

Total % trust

53% 489 52% 54% 49% 53% 5oy, 5

48% % 48%
44%

30% 28%

ot 25% 2404 25% 25%
20% 21% 229% 23% 0 24% 0 017%

=@=T0tal =@= Southern Water

l I 8% 22%

I o 3% 15% 2% 4° 18% 16% 7% I

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

14%

m % Trust % Neutral m % Distrust
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Southern Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
27.?1' 30% 27% 239% 28% - 32% 29% 31% 25% 0% -

Overall 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 Sep 26 Total Sep 26
. . . 40% 250, 45%  40% 259 39% 200, 4%  40%  38% 25%
Overall satisfaction with — e e ° 48%
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 Sep 26 Total Sep 26
- - 9 9 9 9 9 23% 24% 45%
Value for money satisfaction — 18% 20% 21% 23% 22% 21% 20% 22% o 19% °
% satisfied (score 7-10) Loy . .
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 Aug26  Sep26 Total Sep 26
0% 30% 1% 28% 55 3% 25% 24% 25% 25% - Lo
Trust — % a great deal / some — N - N '\. °
trust
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Southern Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
. 20%  25% gy 9% 2%% 8% gy 20%  21% o _— £19%

General outlook — % positive 0"'\.———0—"‘\._,/———‘\._0__. °
outlook

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

. . 9 9 35% 9 37%

communicates very / fairly
well

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

i _ 0 (o)

Brand connection — % 18% 19% 16% 16% 21% -

! : 9 9 15% 0
someone I'd really like and e L ° 13% 13% 33.6

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 Sep 26 Total Sep 26

Brand momentum — % on its 14% 1% 4% 13% 13% L 1% 15% 17 13% 1% 26%
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 Sep 26 Total Sep 26
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Southern Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
18% 149% 15% 9
10% 1% % 15% 9% 0%  10% 9% 26%
% Agree — improves our rivers — = — >
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
14% 14% 14% 15% 18% 14% 13% 15% 13%
o 1% 9% 29%
% Agree — creates a greener s >~ g °
future
Nov 25 Dec25  Jan26 Feb26  Mar26  Apr26 May26  Jun26 Jul 26 Aug26  Sep26 Total Sep 26
14% 13% 13% 14% 13% 1% 13% 10% 1%
! e 9 ——— 6 26%
% Agree — spends customers 0 5% °
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
| 20% 2% g oy 0% 2% gy g% 2% g7 19% e
% Agree — contributes to our > ®
communities
Total Sep 26

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

17% 25%

% Agree — protects our 10% 10% ’ °
environment —_—"

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
% Agree — gives clear 15% 19% 17% 28%
information about their —0—e ¢
environmental action

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

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

Community population

The voice for water consumers
Llais defnyddwyr dwr

Barometer completes: 48
Spotlight completes: 49

Note: The figures below are based on Barometer survey completes. Age
Inclusivity Household Age 75+ -23
iIncome
Ethnic Mihority - 9 Age 65 to 74 _ o6
Background [N 15 Prefer not to I—— 2
say 11
Age 5510 64 _—5 10
Rural __K £60k plus T 7
Representation [ I 13 E
Age 45 to 54
E 0 s o
£40k-£60Kk
. | I 14
Accessibility Needs A I -
I 08 S O A — 10
c0k-csox N 15
I
Financially |l 5 — Age 25 to 34 __67
Vulnerable N 17 Under £20k —

Age 18 to 24 H 3

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 . current sample

. minimum sample
working to boost our £20k-£40k sample and those aged 18-24 and 75+.




@Barometer dashboard summary

KEY:

% difference +10% above

average

% difference -10% below

average

The voice for water consumers
Llais defnyddwyr dwr
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Overall satisfaction — water (satisfied, scoring 7-10) 27% -13% 52% -25%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 40% -10% 48% -8%
Overall value for money 27% -8% 45% -18%
Trust (a great deal/some trust) 25% -21% 44% -19%
General outlook (positive outlook) 19% -12% 41% -22%
Communication (fair/good commmunication) 21% -12% 39% -18%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 21% 0% 33% -12%
Brand momentum (salience) (on its way up/has a lot going for it) 15% 8% 26% -11%
Improves our rivers 19% -6% 26% -7%
Creates a greener future 21% 2% 29% -8%
Spends community members' money wisely 17% -4% 26% -9%
Contributes to our communities 17% -4% 35% -18%

Protects our environment

10%

-1%

25%

-15%

Gives clear information about their environmental action

13%

0%

28%

-15%

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 & AN
Overview of key findings - -
Liais defnyddwyr dir
Satisfaction — water service Value for money satisfaction Trust
27% 27% 25%
52% total community average 45% total community average 44% total community average
Positively... Why have you given this overall
. . . . i i 2
+ Dependable service drives satisfaction: Some members satisfaction score?
report a reliable water supply, experienced no direct service ) . "Wt it . i
issues during the summer heat and recognise recent No problems with water aterquality andg pressure are fine.
investment and improvement efforts from Thames Water. supply during the hottest Infrastructure needs updating.
summer on record despite the ' .
But.. severe drought conditions.” 5/10 satisfaction score
* Low trust in company management lowers satisfaction: _ ,
Concerns remain over leaks and pipe conditions, low 7/10 satisfaction score
drought resilience, continuous roadworks and growing
company debts. “'m giving a low score because of “They are responsible for significant
. g Ut dqfi Al ristrust dri the ongoing high bills, weak environmental damage and pollution of
ewage poliu _'On andlinancial mistrust arive . reliability and continued pollution waterways, they have taken loans and grants
dissatisfaction: Dissatisfaction stems from high bills, sewage : : - :
: . d . problems. As a customer | still to enrich execs and not invested in company
pollution and a lack of trust in Thames Water's wider i . .
: . don't feel Thames Water is improvements, they are unaccountable,
investment and governance. Members question whether deliveri dval cel incompetent, inefficient, untrustworthy and
enough customer money is being used to improve elivering good vaiue or g service e very ver areedv”
infrastructure, resilience and environmental performance. can trust. yVvery vely greedy.
3/10 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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The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction has decreased again this month to 27%. Value for money satisfaction is also at 27%. Trust is
at 25%. All three metrics are at their lowest company levels since reporting began. All metrics are also
considerably below the total community average.

Total % satisfied - water
58% 58% 569 57% coy 99% °07° 59%

52% ° 52% 52%

1% 49%

50% 469
4o 44% 046% o0

—=@=Total =@=Thames Water 27%

it

0,
33% 35% 48%

[0)
% 30% 40% 40% 240, 3000 510, 38%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money
48% 49% S0%

46% 45% 46% 46% 4, 40, 45% 45%

40%

40% 42%

35% 38% 37% 385, 38%

29% 27%

=@—Total =@=Thames Water
I 41% 489
35% 27% 27% 38% 45% 40% [ B

38%

33%

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

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

% Neutral (Score 4-6)

Total % trust
54% 4 50, 53% 509 51% .

53%

48% >0 489 027

44%
46%

409
407389 <30 35% 36% 35% ' 37% 307
25%

=@="Total =@=Thames Water

III IIIII 23%

16%

| 19% 24% 27% 29% 26% 31% g0, 27% I I
| I I I

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

m % Trust % Neutral H % Distrust
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Thames Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

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

Agpn  A4Sh 50% 46% 4% 51% 49% 54% 46% = 52%
Overall satisfaction — % ——— 0 27% 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 Sep 26 Total Sep 26

: : . 50% 52% 50% 52% 51% 9 52% 54%
Overall satisfaction with ® : S — _.70 —M — 35% 40% 48%
sewerage services — % ———9 °

satisfied (score 7-10)

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

259% 38% 40% 42% 37% 45% 35% 38% 48% 45%

o o (o)
Value for money satisfaction — ——— e e e 29% Z0%

% satisfied (score 7-10)

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
48% 40% 38% 33% 35% 36% 35% 42% 37% 239% e "
Trust — % a great deal / some ———— © A
trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Thames Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

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

21% 29% 34% 33% 38% 32% 31% 29% 27%

oo (0) o)

General outlook — % positive . e — o : 24% 199 41/(’
outlook

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

S . 33% . 579

Communication — % 19% 26% 23% 0 23% 24% 23% 23% 20% 21% 39%
communicates very / fairly ——e > ° b
well

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

Brand connection - % 21% 19% 24% 23% 7% 20% 21%

. 0 0 17% 33%
someone I'd really like and 5% 5% 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 Sep 26 Total Sep 26
Brand momentum - % on its o 10% 8% 10% 12% 15% 19% 13% 12% 10% 15% 26%
) — [ ]

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 Sep 26 Total Sep 26



144

Thames Water: Barometer ey /7,

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
0, [0)
% gy BB gy S 20% P 2% 2T gy, 26%
o ) . @ — ﬂ_/.\./.w.\. °
% Agree —improves our rivers
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
27% 9 27% 9
19% ° 20% 2% S 23% 2% gy, 2P gy 21% 29%
% Agree — creates a greener /‘\,/0-—"\0_.\./0\.’. 5
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
28%
21% 23% 21% 9 26%
% Agree — spends customers' . 16% 13% 0 16% 15% Uz 18% Uz °
. e e e e —
money wisely
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
o 34% 9
s1% S 25% 28% 23%  27% 0% o 5"

[0) [0)
% Agree — contributes to our 21,"/0——-‘\.\21,/_‘)’4\@/., ———
communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Thames Water: Barometer

4 Ny

The voice for water consumers
Llais defnyddwyr dwr

Question Percentages by wave for this community vs. total for this wave
21% 22% 9
% Agree — protects our °——_‘\1Cl% 250%)
environment
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
% -gi % 14% . 28%
% Agree — gives clear 13% 13% °

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 Sep 26 Total Sep 26

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

United

The voice for water consumers

Utilities
Communlty popu|at|om Water for the North West
Barometer completes: 52
Spotlight completes: 50
Note: The figures below are based on Barometer survey completes.
. Age 75+
Inclusivity Household
Income Cend
Ethnic Minority - 9 enaer Age 65to 74
Background - T Prefer not to 26 5
Age 55 to 64
Rural - 7 —r
Representation _ 14 £60k plus .
Age 45 to 54
1 ) I ©
Accessibility Needs I EAOK-LO0K e 1 o !
_ 17 e Age 35 to 44
Male Female Other
R
Financially - 5 I 12
Vulnerable [N 7 Age 2510 34
Under £20k R
Note: Fingncial vulnerabi.lity is derived frqm income under _ 13
aglf[,erregﬁll.pt of any benefit and/or in receipt of a discounted Age 18to 24

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 18-24 years sample.

. current sample

Llais defnyddwyr dwr

Age

K
B 3

N ©
I s

I
I T

N -
I 10

N -
I 10

N -
I 8

K
|

. minimum sample
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CLJZEin%"Fer(—:‘nce +10% above ' Ur."..t.ed
Barometer dashboard summary -~ "\ utilities
average Water for the North West

The voice for water consumers
Llais defnyddwyr dwr

Overall satisfaction — water (satisfied, scoring 7-10) 58% 4% 52% 6%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 60% 8% 48% 12%
Overall value for money 42% 13% 45% -3%
Trust (a great deal/some trust) 63% 21% 44% 19%
General outlook (positive outlook) 48% -7% 41% 7%
Communication (fair/good commmunication) 48% 10% 39% 9%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 44% 26% 33% 1%
Brand momentum (salience) (on its way up/has a lot going for it) 31% 9% 26% 5%
Improves our rivers 21% 3% 26% -5%
Creates a greener future 35% 16% 29% 5%
Spends community members' money wisely 21% 8% 26% -4%
Contributes to our communities 38% 1% 35% 4%

Protects our environment 27% 2% 25% 2%

Gives clear information about their environmental action 31% 2% 28% 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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. ' United
Barometer: executive summa ry Utilities & Ny

Overview of key findings NpERrnT W .
Liais defnyddwyr dir
Satisfaction — water service Value for money satisfaction Trust
58% 42% 63%
52% total community average 45% total community average 44% total community average
Positively.. Why have you given this overall
Q , , , , , , satisfaction score?
* Reliable supply is the main satisfaction driver:
Members appreciate a consistent household water supply ) _ .
with few personal service issues, and multiple instances of \/\/otgr seems clean and ‘Reliable water service at home but
positive customer service. tastes fine. Comes out of the standing charges on bills seem very
tap when | need it to!” hiagh.”
But... g
. Affordability concerns and low visibility limit satisfaction: 9/10 satisfaction score 6/10 satisfaction score
Questions over rising bills, high standing charges and if
there is sufficient affordability support lower customer trust.
Mfembers want Ejreater company engagement, vvcijthhmore “Just dont trust them, my water “.Senc/s me letters about
information on how company money is spent, and the usage has gone down now for 2 using /gss water when more
available financial support. months in a row yet my bills water is lost through leaks
+ Low trust and wider environmental concerns drive have increased.” than could be soved.througf’)
dissatisfaction: Low water pressure, leaks, concerns over river a nationwide hosepipe ban
pollution and a lack of trust that United Utilities is doing 5/10 satisfaction score _ ,
enough beyond reliable household supply drive /10 satisfaction score

dissatisfaction.

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 has decreased to 58% this month. Value for money satisfaction is at 42%. Trust is up at 63%,
19 points above the total community average.

Total % satisfied - water
9 64% 65%

60%

59%

58%58% 560 559 55%

=@=Total =@=United Utilities

HHTHHN

41% 26% 32% 33% 38% 35% 500 S0, 27% 26% 35%

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

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

% Neutral (Score 4-6)

Total % satisfied - value for money

54% 53% cno
0o 46% 45% 46% 46% 449 48% 50%
(0]

45%

=0 United Utilities

=@=T0tal

52% 40%
51% 6 429
43% T° 44% 2% 8% sy 27% 30% 42%

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

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

% Neutral (Score 4-6)

48%52% 54% 49% 53% 50% 51%

=@=Total =@=United Utilities

37%

O

6% 36% 28% 33% 23% 26%

l 32% 20% 23%
festEnl. . aln

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

m% Trust % Neutral H % Distrust
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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

549 61% 58% 59% 559% 58% 66% 66% 64% 65% 539
5 . 0,
Overall satisfaction - % r—e r-— 9 *r——e o 52%

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 Sep 26 Total Sep 26
. . . 529% 57% 60% 67% 64% 60% 66% 70% 67% 65% 60%
Overall saUsfa;Uon with , — —— > — ———— > 48%
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 Sep 26 Total Sep 26
O, 0,
P 200 3% zay 4% 38%  40% 4TS I 50% 4oy, 45%
Value for money satisfaction — .O/o\.__—o— o 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 Sep 26 Total Sep 26
[0}
e 59% 53% 54% 55% 52% 57% 62% o7% 56% 65% 44%
Trust — % a great deal / some — P e e G Y
trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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United Utilities: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

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

55%  57% 40 52%  55%  56% 5196 54%  ©9%  54% g 1o
0n 0 (0}
Ceneral outlook — % positive — e ——————— ——— e ®
outlook
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
: : 0 0 0 57% 48% 9
Communication — % 38%  39% . og% 2P 3% 38%  40%  40% 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 Sep 26 Total Sep 26
Brand connection - % 9 9 36% 40% 38% 43% 44%
: 30% 0 28% 32% 33% (o s .
someone I'd really like and 1% 6% . e——————————— 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 Sep 26 Total Sep 26

38% 249 42% 33% 31%

Brand momentum — % on its 22% 26% 51% 24% 30% 29% 26%

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 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
36% 36% 36% 219%
- 28% 19% 22% 23% _25.%/r _— —— ; 21% 26%
% Agree — improves our rivers — T - \ e
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
39% ) 21% 24% 23% 38% 38% o 35% 35% -
% Agree — creates a greener 19% 21% — o~ o —e——— ® °
future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
35%
' 22 239 26% 26% 0 9 26%
% Agree — spends customers 13% ’ 15% 15% ’ 12 T 2% °
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
37% 41% 249 23% 36% 40% 45% 38% 44% 46% 38% 35%
% Agree — contributes to our —0 0 >~ o : T ¢

communities
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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United Utilities: Barometer Ve /7,

The voice for water consumers
Llais defnyddwyr dwr

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

31% 0 25%
% Agree — protects our 25% 27% °
environment - e
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
. 9 39% o
% Agree — gives clear s 31% 28%
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 Sep 26 Total Sep 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
Barometer and Spotlight Repo

Wessex Water
September 2026

Delivered by Taylor McKenzie Research

ccw.org.uk



Wessex Water

Community population

Wessex Water !“_
YTL GROUP ==

The voice for water consumers

Barometer completes: 53
Spotlight completes: 51

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

INnclusivity Household
iIncome
Ethnic Minority - 9
Background L Prefer not to
say M3
Rural __K coue N 7
Representation |GG 22 E6Okplus L BB

N 0
B 10

I
I 18

I
Bl

o | 1 £40k-£60Kk
Accessibility Needs

£20k-£40k
Financially - 5
Vulnerable
_ 12 Under £20k

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

Llais defnyddwyr dwr

Age

R
A 75+
9"

N -
A o5to 74
IEONOTT — 10

23

Age 55 to 64 = g
I Age 45 to 54 = 9
Age 35 to 44 __IC

I 2

Age 25 to 34 = g

Age 18 to 24 =34

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

prioritising boosting our male and ethnic minority sample.

. current sample . mMinimum sample
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Overall satisfaction — water (satisfied, scoring 7-10) 38% -8% 52% -14%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 47% -7% 48% 0%
Overall value for money 43% 4% 45% -2%
Trust (a great deal/some trust) 36% -8% 44% -9%
Ceneral outlook (positive outlook) 30% -14% 41% -11%
Communication (fair/good communication) 38% -1% 39% -1%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 26% 1% 33% -7%
Brand momentum (salience) (on its way up/has a lot going for it) 15% 7% 26% -10%
Improves our rivers 13% -3% 26% -12%
Creates a greener future 26% 8% 29% -3%
Spends community members' money wisely 19% 6% 26% -7%
Contributes to our communities 45% 22% 35% 10%

Protects our environment

1%

-15%

25%

4%

Cives clear information about their environmental action

27%

1%

28%

-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
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Wessex Water £~ "'z

YTL GROUP

Satisfaction — water service

38%

52% total community average

Positively...

« Reliable supply drives satisfaction:
Satisfaction comes from a steady supply with good water
pressure, responsive local communication and few direct
issues with household service.

But...

«  Poorcommunication and a lack of visible action limit
satisfaction: Members want clearer cormmunication, faster
action on pollution control, stronger drought planning and
more confidence that rising bills are delivering
improvements.

« Environmental pollution and distrust in investment priorities
drive dissatisfaction: Members are angry about CEO pay rises
whilst there are reports of waterway sewage discharges,
leaks and wasted water. Members also complain of slow
company responses to customer issues during periods of
extreme heat and doubts that enough money is being used
to improve environmental performance.

Value for money satisfaction

43%

45% total community average

Trust

36%

44% total community average

Why have you given this overall
satisfaction score?

“Whilst the water supply works all the
bad press about sewage discharges,
executive remunerations paint a
poor picture.”

“Personally no issues, good
local communication and
seem responsive to issues.”

8/10 satisfaction score
7/10 satisfaction score

“I'don't think they are doing
enough and what they are
doing is not being done
quickly enough.  am very
concerned with the large
salaries and bonuses being
paid to the executives.”

“CEOQO pay rise despite poor
performance and an increase in
sewage release, especially on days
where there is no rain, and so illegal.”

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.

159



él Wessex Water: Barometer findings

160

The voice for water consumers

Llais defnyddwyr dwr

Overall satisfaction is at 38% this month, Wessex Water's lowest level since reporting began. Value for money

satisfaction is at 43%. Trust is at 36%.

Total % satisfied - water

61% 61% 61% ., 60% 62% 61% 599

52% 52% 52%

58% 58% 5go, 56% 55%
46% ©
38%

=@=T0tal =@=\Nessex Water

42% 6%
31% 31% 35%

40%
31% 9y
° 32% 35%

48%

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

% Satisfied (Score 7-10)

% Neutral (Score 4-6)
H % Not Satisfied (Score 0-3)

Total % satisfied - value for money
55%

O,
54% 5% 0%

46% 45% 45% 45%
40%

48% 49%

46% 44% 44% 43%

40% 40%

=@\ essex Water

49%

37%

=@=Total

46% 38% 369

37%

44%
32%

43% 38% 40%

35%

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

% Satisfied (Score 7-10)

% Neutral (Score 4-6)
m % Not satisfied (Score 0-3)

27%

Total % trust
0%

=@=Total

37%
27%

33%

m 9% Trust

44%

’ 34% 36%

=@ \/Nessex Water

18%

29%

26%

% Neutral

27%

O,
| ] 28% 26%

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

H % Distrust
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Wessex Water: Barometer ey /7,
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Question Percentages by wave for this community vs. total for this wave

. . 61% 61% 61% 9 60% 62% 61% 9
Overall satisfaction — % 46% ° ro 0 56% c 0 © 52% 42% 289% 52%
o - =" ® == PY
satisfied (score 7-10) - ——
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

54% 60% 61% 54% 53% 47% 53% 59% 48% 50% 47%

. . . 0
Overall saUsfa;Uon with —o — 48%
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 Sep 26 Total Sep 26

40% 279 45% 54% 44% 40% 55% 51% 40% 44% 43% o
Value for money satisfaction — — -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 Sep 26 Total Sep 26
o) [0)
4a% 038 o S2%  53% sye O9% 9% 4oy, 0% 36% 44%
Trust — % a great deal / some —  —————o °

trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Question Percentages by wave for this community vs. total for this wave
) N 44% 53% 2504 57% 47% 40% 47% 23% 23% . e 41%
Ceneral outlook — % positive —_— —— - °
outlook o
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
. . ) 47% 0 43% 0 0 0 40% 0 0
CornrmlAicaion — %% 39% 37% ¢ 36% 38% 38% 37% 329 6 38% 3%@
communicates very / fairly
We” Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

i )
Brand connection - % 5% 33% 28% 29% 29% 32% 31% 550 550 26%

. 22%
someone I'd really like and o/.\.o———‘ * — o—° 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 Sep 26 Total Sep 26
Brand momentum — % on its 27%
way up and has a lot / a few 8%

things going for it

20%  20% - 6w 2% 24% gy 20% oy 20%

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Question Percentages by wave for this community vs. total for this wave
0 9 0 32% 24% 0
7% o 10, 20% 20% 20% _— 20% — 26%
% Agree — improves our rivers -—— - —
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26

9%  24% g% 20% 1o 24%  26%  20% @ 22% 2%  26%

A ﬂ — o—9 29‘%

% Agree — creates a greener

future
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
24% 26% 24% 26%
% Agree — spends customers' 13% 14% 16% - 16% 18% 12% 19% °
money wisely >~
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 Aug26  Sep26 Total Sep 26
O,
- 35% 33% 35% 33% 36% 43% 229 38% . 45% 35%
% Agree — contributes to our .O/o— e e e e °
communities
Total Sep 26

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

26% 20 25%

% 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 Sep 26 Total Sep 26

. 32%

% Agree — gives clear 26% . 27% 28%
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 Sep 26 Total Sep 26

Notes:
These two questions were first introduced in the July report; therefore,
no prior data is available.
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Community population
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YorkshireWater
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Barometer completes: 48
Spotlight completes: 47
Note: The figures below are based on Barometer survey completes.

Age

Age 75+ __E

INnclusivity Household I 4
income GCender
B -
Ethnic Minority - 9 Age 65to 74 _ 6
Background B s Prefer not to 26
.y - 23 55 23
Age 55 to 64 . -
Rural £60K plus I I 7
Representation B 16
B 10 Age 45 to 54 __ IS
C40K-£60Kk I 10
L I B 10
Accessibility Needs . -
£20Kk-£40k _ 15 Male Female Age 3510 44 _ 9
B 12
Financially - 5
S
vulnerable | 2 Age 25t0 3+ N
K nder 20k o s ’ —__E

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 looking
to recruit more males and those in the £20k-£40k category.

N :
Age 18 to 24
° .

. current sample . mMinimum sample
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% difference -10% below
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Overall satisfaction — water (satisfied, scoring 7-10) 56% 12% 52% 4%
Overall satisfaction — sewerage (satisfied, scoring 7-10) 58% 7% 48% 11%
Overall value for money 44% 2% 45% -1%
Trust (a great deal/some trust) 46% 4% 44% 1%
Ceneral outlook (positive outlook) 48% -1% 41% 7%
Communication (fair/good communication) 35% -3% 39% -3%
Brand connection (someone I'd really like and who I'd have a lot / some

things in common with) 35% 13% 33% 2%
Brand momentum (salience) (on its way up/has a lot going for it) 33% 9% 26% 8%
Improves our rivers 33% 2% 26% 8%
Creates a greener future 33% 2% 29% 4%
Spends community members' money wisely 31% 1% 26% 6%
Contributes to our communities 42% 6% 35% 7%

Protects our environment

40%

5%

25%

15%

Cives clear information about their environmental action

30%

-6%

28%

2%

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 — d AN
Overview of key findings YorkshireWater = ==~
Satisfaction — water service Value for money satisfaction Trust
56% 44% 46%

52% total community average

Positively...

+ Reliable supply and good service drive satisfaction:
Community members value the uninterrupted supply,
adequate water pressure and limited direct issues,
alongside positive customer service experiences.

But...

« Limited financial transparency and low visibility lower
satisfaction: Members want clearer bill breakdowns, more
transparency on how money is spent and stronger evidence
that investment is improving local services, leaks and
environmental performance.

+ Sewage pollution and low trust in spending drive
dissatisfaction: Waterway sewage pollution, slow leak fixes
and concern that senior pay and bonuses are unjustified
with unresolved environmental problems. Some feel
Yorkshire Water reacted too slowly to the recent heatwave
and drought.

45% total community average

44% total community average

Why have you given this overall
satisfaction score?

“No major problems with my water
supply.. the recent communication and
updates have been useful. There is still
room for improvement around things
like leaks, clearer information about
investment and keeping customers
updated on progress.”

“‘Dont have any water related
problems. Tastes and smells
good.”

10/10 satisfaction score

9/10 satisfaction score

“They ensure reliable supply, good
water quality but held back by unclear
bill breakdowns & pricing, drought
communication they can improve
with full financial transparency &
clearer forward planning.”

“My water is fine and my sewage goes
down the pipes. To be honest
everything else is rubbish. No

Investement. Big debt. Water leaks,
sewage in rivers. Massive bonuses and
dividends.”

2/10 satisfaction score

7/10 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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Overall satisfaction is at 56% this month. Value for money satisfaction is at 44%. Trust is at 46%. All metrics are
in line with the total community average.

Total % satisfied - water
oo 61%
59% © 59%
56%
53% .

58% 58% ceop

%

52%

57%

54% 53% 55%

51%

44%
=@=—Total =0="Yorkshire Water

36%
38% 30% 2% 590 39% 34% 279 25% 0% 27%

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

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

m % Not Satisfied (Score 0-3)

Total % satisfied - value for money
54% 55%
51%
49% 469 g 47%49%2%

45% 45%

38%

=@=Total =0="Yorkshire Water

36%

0
40% 26% 30% % 239, 39% 34% 339 20% 40%

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

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

m % Not satisfied (Score 0-3)

Total % trust

48% 53% 53% 53%
(0]

%549
48% o, 2207 49%A9% 50 7 4%
42% 40%

=@=—"Total =@="Yorkshire Water

20%
6 2o, 26% 24% 20% 30% 23%

30% 2g9 22%

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

m % Trust % Neutral m % Distrust
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Yorkshire Water: Barometer ey /7,
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Question Percentages by wave for this community vs. total for this wave
44% 54% 58% 51% 95% 53% 55% 61% 59% 53% 56%
o o o [0)
Overall satisfaction — % ———— o ——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 Sep 26 Total Sep 26
. . . 9 71% 9 0
Overall satisfaction with 51% 6% 0% 55% 55% 6% S7% 64% EC:% 58% 48%
sewerage services — % N ¢ 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 Sep 26 Total Sep 26
. . 4% S4% 49% 209% 51% 47% 49% 51% 55% s 449% 4E9%
Value for money satisfaction — —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 Sep 26 Total Sep 26
4%~ 48%  53% 53% 65% >S%  49%  47%  50% 409 46% 44%
Trust — % a great deal / some >~—————0 — T — °
trust

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Question Percentages by wave for this community vs. total for this wave
- 49%  56%  53% 51% 55%  57% 450 ST%  45%  gq,,  48% -

General outlook — % positive an . - i
outlook

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

o g o) 0,

Communication — % 38% 46% 49% SU% 45% 25% 38% 39% 24% G2 25% 399%
communicates very / fairly —"° ’ O ———————o — — T o
well

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

| _ 0

ElFEne| SORMSEHon — % 2% 300 3%  33%  33%  38% 4%  36%  40%  35% o
someone I'd really like and 2% . ———— g >~ 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 Sep 26 Total Sep 26

(0)
32% Ao 299% 33% 33%

Brand momentum — % on its 24% 24% 25% 19% 25% 17% 26%

things going for it
Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May 26 Jun 26 Jul 26 Aug 26 Sep 26 Total Sep 26
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Question Percentages by wave for this community vs. total for this wave
9 47%
6 P 3w 37% 3w zo% 3% A% 3 33% 0%
% 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 Sep 26 Total Sep 26

30% ~ 29%
% Agree — creates a greener -————O- -— W — -

future

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

38% 34% 1% 33% 31% 27% 32% 31%

| oo 27% 26% 26%
% Agree — spends customers /\7 — - ——— °

money wisely

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 Aug26  Sep26 Total Sep 26
(0)
, 36% =2% 26% 39% 39% 37% 40% 47% 43% 49% 42% e
% Agree — contributes to our A — —— o — e g gy

communities

Nov 25 Dec 25 Jan 26 Feb 26 Mar 26 Apr 26 May26  Jun26 Jul 26 AUg26  Sep 26 el s
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Question Percentages by wave for this community vs. total for this wave
35%  z0% 0% 25%

% Agree — protects our ®
environment

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

. 36% 36%

% Agree — gives clear o . 30% 28%
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 Sep 26 Total Sep 26

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