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1.

EXECUTIVE SUMMARY

1.1

Overarching aim of the project and methodology (full detail in sections 2
to 6):
The Consumer Council for Water (CCWater) commissioned Marketing Sciences
Unlimited to test customer perceptions of its website, looking at how useful and
accessible it is currently, what areas can be improved and how it can continue to be
relevant, particularly following market reform1 which will create new information
needs amongst non-household customers.
To address this, Marketing Sciences Unlimited conducted 30 qualitative
accompanied surfs. There were 20, one-to-one, eye-tracked depth interviews lasting
approximately one hour with household consumers and 10 with non-household
customers. During the hour respondents were asked to review and feedback on the
usability of CCWater¶V
website and those of two other consumer body websites.

Two focus groups each lasting 90 minutes were conducted with non-household
customers; one with SME business customers, the other with larger businesses.
These groups explored KRZ &&:DWHU¶V ZHEVLWH VKRXOG GHY
anticipated information needs for the liberalisation of the water market.

1.2

Note on terminology

Throughout the report, participants from households are referred to as consumers
rather than customers because the household sample was a mix of bill-payers (18)
and non bill-payers (2). The non-household sample comprised bill-payers only, and
so non-household respondents are referred to as customers. :KHUH µFRQVXPHUV¶
used on its own in the report, this refers to both household and non-household
participants.
Key findings from the research are as follows:

1.3

Overall summary of findings

The CCWater website is on the whole performing adequately given that it is generally
not seen as the first avenue for information by consumers. However, there is more
the site could do to explain its (and CCWater¶V  SXUSRVH DGYHUWLVH W
information is available, help them find the information that is relevant to them, and
provide that information in language that they can understand and relate to.
Four key themes were identified in this research:
The first major theme to emerge from this research is the need for clear labelling,
navigation and separation between the household and non-household sections of the
website. This could be achieved by having two choices on entry to the site
(household customer v business customer), or clear navigation buttons on the main
1

From April 2017, customers at non-household premises in England can choose who
provides their customer service, meter readings and bills; in Wales, non-household customers
using more than 50,000m3 of water a year can do this, and this will continue after 2017.
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menu at all times. This would immediately let both audiences know this site is for
them and filter them through to information on the topics of most relevance.
The second major theme is the way information is provided. The general tone
currently is one of internal or governmental communications, rather than something
that is trying to speak to the general public. A relatively simple way for CCWater to
communicate its messages to customers better would be to use less text, broken up
into sections, with clear headings matching the questions visitors are asking
themselves, and in written plain English. A further potential development would be to
use video. The current expectation from websites is that key information is provided
in short, succinct videos; potentially linked to a branded YouTube or Vivo channel.
The third main theme is around content. There is a need for a full content review of
the site to ensure that everything is relevant, up to date and unique i.e. not
needlessly duplicated or fragmented across different areas. There were instances of
out-of-date and contradictory information and, although this may not have been
discovered without the extensive probing of this research, this could still lead to
visitors being misinformed.
The final theme is about consistency of design and the look of the website. The use
of a bolt-on for the FAQs section is not necessarily a problem, but it has a different
look and feel to the rest of the website which provides a disjointed experience for the
consumer. The style used for the FAQs also makes it hard to digest the information.

1.4

Key findings: Engagement with water supply / provider (full detail in
section 3):
 Consumers have low engagement when it comes to their water supply. For them
it feels very low maintenance with little input needed from them to make it happen
 Few have ever experienced a problem with their supplier and most feel that, if
there was a problem, they would be able to resolve it on their own with their
provider
 Consumers have a lot of trust in their water provider and have often had a long
relationship with them; this means their provider is the first place they tend to go
for information
 Awareness of CCWater is very low with none of the participants being aware of it
or having visited the site prior to the research
 Lack of awareness of the CCWater site can be a barrier to consumers using it as a
source of information, particularly for business customers who are looking for a
familiar or µ
official¶
source such as a site ending in gov.uk.

1.5

Key findings: The layout look and feel of the website (full detail in
sections 4 and 13.2):
 Consumers like the layout, look and feel of the main site; it has a clean and
uncluttered feel due to the separation of information through the use of boxes,
clear headings and large text
 Information pages are laid out well where clear headings and bullet points are
used. However, some pages can feel too long, with too much detail which can
make the information difficult to digest. This is particularly relevant for those with
accessibility issues who would like information to be communicated more visually
or in a video
5

 It is clear from their style that the FAQ pages are not part of the main site; while
having this as DµEROWRQ¶LVQRWDSUREOHPLQLWVH
the information difficult to follow and understand. This is because:
o The text is too small for some
o The contrast between the black text on a white background is stark
o The FAQs appear as long blocks of text which do not feel interesting or
engaging to the reader
 The site works well on a mobile device and is optimised well

1.6

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

 For business customers, finding information specific to them can be difficult and so
is finding information on competition in the water industry; it feels quite buried in
the site
 For household consumers, navigation is good ZKHQ ORRNLQJ IRU WKH
VHFWLRQ µ)$4V¶ WKH µ:DWHU 0HWHU &DOFXODWR
the clear boxes and heading on the homepage
 However, navigating other areas on the site can be difficult with some of the
headings on the main page not feeling logical to consumers, VXFK DVWKH µ:D
,VVXHV¶
, and
VHFWLRQ
subheadings which contain very different information from
what is expected
 :KLOH ILQGLQJ WKH µ:DWHU
, the0HWHU
name can confuse
&DOFXODWRU¶
consumers with some expecting this to estimate how much they should be paying
rather than how much they might pay if they switched to a meter
 7KH µ$GYLFH DQG &RPSODLQWV¶
cause confusionKHDGLQJ
with consumers FDQ DOV
expecting this section to have general advice rather than advice on the complaints
process.
 It can also be difficult to find a telephone number for CCWater which for many is
their preferred method of contact
 Navigational issues are also seen with the FAQ section. It is felt that there are too
many answers leaving consumers overwhelmed and likely to leave the site

1.7

Key findings: Information on the CCWater site (full detail in sections 5 to
10)

 For consumers, the language used in much of the information feels too official or
lacks relevance for them, ZLWK VRPH RI LW EHLQJ FRPSOHWHO
PH¶7KLVLVSDUWLFXODUO\WUXHIRUµ:DWHU,
Consumer 5HVHDUFK¶DQGµ+
P\ ZDWHU FRPSDQ\
which appear
GRLQJ"¶
to be aimed at people in the water
industry
 0XFK RI WKH LQIRUPDWLRQDURXQG
. However,
µ6DYLQJ:DWH
it
can be difficult to absorb due to the length and amount of text. There is also some
repetition of information in the different sub-sections and on the FAQS
 In terms of the FAQs, some information is useful but it FDQODFNFOHDUµQH[
Answers can often feel too long and repetitive with there being more than one
relevant question / answer
 While the heading can cause confusion WKH IXQFWLRQDOLW\ RI W
&DOFXODWRU¶LVOLNHGDQGZRUNVZHOO
; the fields for completion feel relevant and the
result is clear
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 There are some information gaps around who CCWater LVWKHµ$ERXW8V¶
is not thought to adequately explain this and is thought to lack information about
who runs CCWater, what its role is, and if it is an official body

1.8

Key findings: Competition in the water industry (full detail in section 11)
 Awareness amongst business customers of upcoming changes to the water
industry in 2017 is low
 Information on these changes can also feel official and it is written very much from
a policy perspective. Some of the information can also cause confusion or be out
of date
 It is thought to lack details on what the changes mean in real terms for a business
consumer, such as who they can switch to and when businesses need to do
something
 There is also confusion about what a megalitre is in real terms, so that business
customers can work out whether they might be eligible
 For businesses in Wales, whilst it is clear what the rules are for Wales in terms of
competition, some can feel perplexed as to why the rules are different for Wales,
and this can lead to a feeling of being discriminated against. The adding of an
explanation as to why this is would help this.

1.9

Key recommendations: Conclusions and recommendations (full detail in
section 13)
There are some clear easy wins that could be taken in the short term to improve the
navigation, content and presentation of the site:
 Review the headings to better describe what each section covers
 Re-format key information pages to reduce block text, use more bullets, increase
the size of charts
 Make it clearer and easier to contact CCWater directly from the site
 Remove any repetition and contradictory information
 Review the information on competition in the water industry to make it clear and
up-to-date
However, there are some more substantial changes that CCWater could make in the
longer term that would fundamentally improve the navigation, usability and
accessibility of the site:
 Create two distinct household and business sections of the site
 Review the style and language used across the site to make it more succinct and
consumer-focussed
 Change the style of the FAQ area so it is line with the much preferred style of the
main site, or actually incorporate the bolt-on into the main site
 Improve the search function of the FAQ section
 Consider introducing videos to replace some large text sections (particularly for
those with accessibility issues and English as a second language)
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2.

RESEARCH OBJECTIVES AND METHODOLOGY
CCWater works to protect the interests of water consumers in England and Wales.
As a voice for the consumer, CCWater needs to understand how it can best serve
consumer needs through its website, looking at how useful and accessible it is
currently, what areas can be improved and how it can continue to be relevant to
consumers, particularly following market reform which will present new information
needs amongst non-household customers. It also wishes to compare the website
with other consumer body sites.

2.1

Specific research objectives
Understand
 Expectations of what should be on the site and what would be useful
 How CCWater¶VZHE
site compares against those of other consumer bodies
Evaluate
 Ease of navigation
 Usability
 Accessibility, particularly how it complies with legislation
 Current content
 Presentation
Identify
 Additional information and/or tools currently missing
 What comparative information about water companies consumers would like to
see
 Anticipated changes to the site for business customers in the lead up to, and after
market reform

2.2

Overview of the methodology
Marketing Sciences Unlimited conducted 30 face-to-face qualitative accompanied
web surfs, which involved a one on one eye-tracked depth interview lasting
approximately one hour looking at CCWater¶V
website in a central location with an
experienced qualitative moderator. Twenty interviews were conducted with
household consumers and 10 among business customers.
Two focus groups were held with business customers, each lasting 1.5 hours. One
group covered bill-payers/decision makers from Small to Medium Enterprises (7
respondents) and the other with large businesses (8 respondents). The sample is
broken down on the next page.
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2.3

Sample overview
Breakdown of the 20 household interviews:

Description
Bill- Payer/Non
Bill-Payer
Non-Bill-Payer
Metered/Not metered
Metered
Unmetered
Gender
Male
Female
Age
18-24
25-39
40-54
55-74
75+
Frequency of Internet Usage
Every day
Every other day
Several times a week
Accessibility
Dyslexia
MS
Device Tested on
PC
Tablet
st
1 Language
English
Turkish
Russian
Social Grade
ABC1
C2DE

Num
ber
18
2
13
7
8
12
1
5
9
4
1
15
4
1
2
1
19
1
18
1
1
13
7

Recruitment challenges:
 Two replacement household respondents had to be recruited to count against two
lost due to CCWater¶VZHE
site going down one morning.
 Two people with accessibility issues that use software or hardware adaptations
(both with dyslexia) took part, but neither reviewed CCWater¶VZHE
site whilst using
their software. One person had Multiple Sclerosis and mobility issues but this did
not impede their ability to access the internet.
 One person over 75 took part, instead of a minimum of two as per the recruitment
target.
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Breakdown of the 10 non-household interviews:

Description

Number

Company size
Under 10 employees (2, 3, 7 & 9)
4
10-49 employees
5
50-250 employees
1
Metered/Not metered
Metered
5
Unmetered
5
Gender
Male
8
Female
2
Business sectors
Taxi Firm
1
Insurance
1
Building/construction
1
Lettings
1
Retail
1
Print
1
Pet food and garden supplies
1
News agency
1
Estate Agency
1
Charity
1
No. of Sites
One site
7
2 sites
1
3 sites
1
28 sites
1
Location of Sites
Wales only
2
England & Wales
1
England
7
Agreement with statement: ‘Company
depends on water supply’
Strongly agree
6
Agree
3
Neither agree nor disagree
1

 10 Non-household customers overall
 All billed directly for their water
 $OOUHVSRQVLEOHIRUHLWKHUSD\LQJRUPDQDJL
water bill, or making
GHFLVLRQVDERXWZKRSURYLGHVWKHLUFRPSDQ\¶
 All companies have their own business premises
 All were able to speak on behalf of one or all of these sites
Recruitment challenges (company size):
The target was for a maximum of two small businesses (less than 10 employees) to
be interviewed so as not to over represent them. However, larger businesses proved
more difficult to find and due to timing constraints it was necessary to continue the
interviews with more small businesses (four) than planned.

10

The two non-household focus groups comprised:
Group 1: 7 respondents from SME businesses (one cancelled shortly before the
group)
Group 2: 8 respondents from larger businesses

Description
<10 employees
10-49 employees
50-250 employees
270-350 employees
500-750 employees
5k + employees
Metered
Unmetered
Male
Female
Financial services
Hotel
Restaurant
Music and entertainment
Retail eye-ware company
Driving school
Shipping company
Horticulture and visitor attraction
Communications
Auction house
Travel agency
Building property logistics
Recruitment
Education
1 Site
2 Sites
4 Sites
20 Sites

Group 1 SME Businesses

Group 2 Larger Businesses

Number
Company size by number of employees
2
4
1

Number

3
4
1
Metered/not metered
3
4
Gender
4
3
Business Sectors
1
1
1
1
1
1
1

2.4

6
2

1

1
1
1
1
1
1
1
Number of sites
5
2

Sites in Wales
7
Agreement that company depends on water supply
Strongly agreed
4
Agreed
2
Neither agreed nor disagreed
1
None

3
5

3
2
2
1
8
4
4

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

Eye-tracking technology through software called Tobii was used. This captures
where respondents look as well as how they navigate around the screen. Imagecapture software recorded ERWKWKHVFUHHQVHVVLRQDVZHOOD
via web-cam to create picture-in-picture video.
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Tracking participant eye movement in addition to traditional qualitative discussion
enables researchers to listen to consumer feedback whilst observing their actual
behaviour as they navigate around the site and performed tasks. This gives good
insight into how consumers actually use the site and where their eyes are drawn to.
Eye tracking also enables two additional levels of output to be created - heat maps
and gaze plots.
Heat maps of the web page have been used to combine data from multiple
respondents to show key areas of attention, as well as those blind spots where things
are being missed. Areas of a heat map that are red show where on the page
consumers are most drawn to and spend most time looking at. Where the colour
fades from red, through to orange and then green it indicates that consumers are
paying less attention for one reason or another.
Gaze plots look at the data from each individual interview and map the fixations
(moments the eye focuses on something on screen) and the saccades (the jumps
from one focal point to another). This shows the order in which an individual takes in
and absorbs the information on screen, how quickly they find what they are looking
for, and how long they look at each spot.
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2.5

The flow of the accompanied surf interviews
The flow of the discussion during these sessions was as follows (see appendix 14.4
and appendix 14.5 for full copies of the household and business discussion guides):

Context: water provider,
any problems
experienced?

Finding information:
Where would consumers /
businesses look? What
would they expect to find?

Task 1: Search for
information via Google

Task: Compare specific
competitors (if not already
identified and look at any
tools available

Task: Review CCWater
site specifying a range of
tasks to complete to test
usability

Task 2: Review sites
chosen at task 1 inc.
CCWater if this is chosen

It should be noted here that where respondents had an issue in mind or something
they would like to know about their water supply / provider they were asked to try and
find an answer to this rather than a preselected scenario (task 1),to try and make the
search as relevant and organic as possible. This mainly occurred amongst those
who were unmetered and curious about whether they would be better off with a
meter. However, in these cases the moderator still ensured that the FAQ pages
outlined via the scenarios in the discussion guide were reviewed; for example for
scenario 1 (for metered customers) the µ0\PHDVXUHGELOOLVKLJK¶
FAQ page.

2.6

Details about the focus groups
The two focus groups held with business customers each lasted 1.5 hours and were
moderated by an experienced qualitative researcher. Focus groups were used to
allow for creative discussion between business customers. The aim was for them to
identify what they would ideally want to be able to find out from CCWater¶V
website
and what it would look like, now, and in the context of market reform. Both groups
were video-recorded.
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2.7

The flow of the focus group discussion guide
The flow of the discussion during these groups was as follows. See appendix 14.6 for
a full copy of the guide:

2.8

Context: water provider,
any problems
experienced?

Finding information:
Where would businesses
look? What would they
expect to find on a site for
businesses around water
information?

Market Reform: What do
they want to know about
market reform? Internet
search for information

What is the ideal? What
can CCW do on their site
to support business
consumers?

CCWater look & feel:
Review CCW site more
generally for layout and
navigation

CCWater information:
Review CCWater site on
market reform information

Pilot outcome
Three pilot accompanied web surfs were conducted, and these all went well.
However, changes were made to the guide as the interviews were running over by
around 15-20 minutes.
In order to reduce the length the:
 Number of FAQ pages each respondent reviewed was reduced. During the pilot,
respondents were asked to review four FAQ pages and, if unmetered, test the
water meter tool
 Following the pilot, respondents were asked to review just two FAQ pages. The
four FAQ pages identified in the original guide were reviewed by splitting these
pages evenly over the sample
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2.9

Dates And locations of fieldwork
Location

Winchester
Sutton Coldfield
Leeds
Cardiff
Richmond
Kingston upon
Thames

Fieldwork
dates

Type
research

19th (pilot day)
Accompanied
20th, 26th & 28th
web surfs
Jan
Accompanied
21st Jan
web surfs
Accompanied
22nd Jan
web surfs
Accompanied
23rd Jan
web surfs
Accompanied
4th February
web surfs
22nd Jan

Focus groups

of

No.
Household
consumers

No.
Business
customers

9

0

4

3

2

3

4

2

1

2

0

15 (1 group
of 7, one of
8)

15

3.

ENGAGEMENT WITH WATER SUPPLY, WATER PROVIDERS AND
INFORMATION ON WATER
This section outlines the engagement of consumers with their water supply and
provider, and details how they go about finding information on a problem specified
from the discussion guide or an issue they might currently be experiencing.

3.1

Key findings
 Consumers have low engagement when it comes to their water supply. For them
it feels very low maintenance with little input needed from them to make it happen
 Few have ever experienced a problem with their supplier and most feel that, if
there was a problem, they would be able to resolve it on their own with their
provider
 Consumers have a lot of trust in their own water provider as they have often had a
long relationship with them, this means their provider is the first place consumers
go for information
 Awareness of CCWater is very low; none of the household or business customers
had heard of CCWater or visited &&:DWHU¶VZHE
site prior to the research
 Lack of awareness of CCWater¶VZHE
site can be a barrier to use as a source of
information, particularly amongst business customers who are looking for a
familiar or official source

3.2

Experience of, and relationship with water provider
Household and non-household consumers have low engagement with their water
provider; this is because:
 The vast majority of consumers are not able to choose their own water provider
 Consumers rarely experience a problem with their water and sewerage services
Few say they have questions about their water supply or need information. However,
some unmetered household consumers are curious about what they would pay if
they had a water meter - although none had ever tried to find an answer to this
question.
While engagement is low, water consumers do have a lot of trust in their water
provider meaning that they are often the first point of contact if consumers have a
problem or want information or advice.

Given the low engagement and lack of issues experienced with water services and
the service provider, none of the respondents are aware of CCWater as an
organisation which might help them in some way RU RI &&:DWHU¶V
. The
ZHE
impact of this is that few would ever choose CCWater¶VZHE
site if it came up as an
option from a search engine when searching the internet for information or advice.
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3.3

Finding information and advice ±household consumers
When asked to find information and advice on different scenarios, household
consumers often go straight to their own provider via google or type a question and
look for a trusted site. Below is a summary of the scenarios used:

Scenario
1

2
3

3.4

No.
respondents:
My metered bill is considerably higher than the last bill I 10
UHFHLYHG,GRQ¶WWKLQN,¶YHXVHGDQ\PRUH
so what could have caused it
Would I be better off with a meter? (selected due to pre- 6
existing interest in the information)
How to save water in my home?
4

Finding information ±scenario 1

0\PHWHUHGELOOLVFRQVLGHUDEO\KLJKHUWKDQ
,¶YHXVHGDQ\PRUHZDWHUWKDQQRUPDOVRZKDW
For questions around billing or water usage consumers tend to go straight to their
water provider with a preference for calling rather than looking online. When asked
to look online consumers search for:
Water bill higher than
normal
High bill

Why has my bill gone
up?

My water
provider

Consumers who search for their water provider go straight to their to try and find an
answer to their question. However, many stated they would prefer to call to talk
through the bill and what might have changed.
Those who typed in a question chose Money Saving Expert as:
 It is a trusted site ±Martin Lewis is seen giving information and tips on television
and is a trusted source of information
 It is familiar to household consumers who use this site for help and advice on
other financial matters
None actively searched for a governmental source of information about this.
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3.5

Finding information ±scenario 2
Would I be better off with a meter?
When looking for information about a water meter, household consumers are much
more likely to search on the question rather than their own water provider. Examples
can be seen below:
Water meter vs. none

Average water usage

Would I be better off with
a water meter?

Water meter

Two key sites emerge from the searches, Money Saving Expert and Which? Again
these sites are well know and trusted websites that consumers use for guidance and
advice on other financial matters.
Those choosing Which? are the only consumers to land on CCWater¶V site
ZHE
spontaneously during the free search. They do this via a link to &&:DWHU¶V
Water
Meter Calculator in an article on Which?¶V
site:

Fig. 1 Screenshot of Which? Website with link to Water Meter Calculator
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Three consumers found the Water Meter Calculator following this link and completed
the calculator without prompting. The link from Which? website reassures them that
the website and calculator they have been sent to is reliable and can be trusted.

3.6

Finding information ±scenario 3
How to save water in my home?
When looking for information on saving water, household consumers type questions
into google to find the answer:

How to save water

Tips about saving water

How to save water on a
water bill

Tips on how to keep
your water bill low

Money Saving Expert is prominent again here with all those searching for tips on
saving water going to this page to review the content.

3.7

Business customers and information on market reform of the water
industry
When business customers were made aware of the liberalisation of the water market
from 20172, many started to think about how to switch and who they can switch to,
and this influences how they search for information, as shown below. Business
customers are not looking for information on the background or the policy, but rather
what it means for them in very practical terms:

Changing business
water supplier 2017
Business water
suppliers

Changes in water
provider

Compare water
VXSSOLHUV¶SULFHV
Moving water
suppliers

The language used by business customers when trying to find information on
competition is centred around who and what the options are, specifically which water
suppliers are potential providers. However, the results returned by these searches

2

Customers in non-household premises in England will be able they will be able to choose
who reads their water meter, sends their bills and provides their customer service; nonhousehold customers in Wales will continue to need to use more that 50,000m3 of water a
year to have this choice.
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was rarely relevant, often providing links to sites in Scotland where business
customers already have this choice, or to businesses providing water coolers etc.
Those who include µ¶
in their search are able to find some relevant information
via Ofwat or a government website ending gov.uk, although neither website provides
the information that business customers seek on what the changes mean for them in
practical terms. In addition, business customers say there is a lot of information on
the subject, particularly gov.uk which provides the whole policy. While lots of
information can be good this needs to be relevant to business customers otherwise it
can just be overwhelming.
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5.

REACTIONS TO &&:$7(5¶6
HOMEPAGE
This chapter discusses consumerV¶LPPHGLDWHUHDFWLRQVWR
&&:DWHU¶VZHE
site and
their feedback on the homepage in terms of the layout and the look and feel of the
site.

4.1

Key findings

 Consumers like the layout, look and feel of the homepage which is thought to be
clean and uncluttered due to the separation of information through the use of
boxes, clear headings and large text
 However, the page is too long with nothing to indicate that the consumer should
keep scrolling
 Most stop scrolling once they see the µ/DWHVW QHZV¶ KHDGLQJ WK
anything included below this point
 Navigationally, this is problematic for business customers due to the link to the
Business Consumer Support section located at the bottom right of the homepage

4.2

Layout of the homepage
Consumers like the way in which information is presented on the homepage with
some aspects working particularly well:
 The style of the page is looks modern and professional
 The boxes on the main page are clear and create a clean and uncluttered feel
 The grey background colour and pattern help the boxes stand out and make the
page less severe
 The lower menu stands out well
 The colours, style and size of font are liked and make the text easy to read
Some aspects of the page could be further optimised, specifically:

 The top menu on the site can be missed
 Some question why there are two PHQXVRQWKHKRPHSDJHDQGZ
be combined into one main menu on the site
 There is nothing to indicate that consumerVVKRXOGNHHSVFUROOLQJ
QHZV¶KHDGLQJPHDQLQJHYHU\WKLQJIURPWKLV
business customers who expect to see a menu option at the top of the page
 Lack of scrolling is especially problematic for business customers due to links to
the Business Consumer Support section being located at the bottom right of the
page

4.3

Eye tracking results
Heat maps* from the eye tracking footage show how the attention of consumers trails
off as they reach the latest news section. There is more engagement of household
consumers compared to business customers with this information although it is still
limited.
* See section 2.4 for detailed explanation of eye tracking methodology and on how to interpret
heat maps
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Business customers are likely less engaged than household consumers as:
 They are much more time poor than household consumers who are more likely to
browse
 Business customers are used to finding links to information at the top of website
pages

For business customers, not
realising that they are expected to
scroll to the bottom of the page can
make navigation difficult as this is
where the main link for them can be
found.
As shown on the left, there is good
interaction with the menu at the top
indicating a link for business
customers in this area would be
noticed.
A separate section accessed at the
top of the homepage would
improve navigation for business
customers and prevent confusion
over who the information is
applicable to.

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

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

“What I'd like to see is you've got these
boxes here - what about a box that
says 'are you a business user?” (NonHousehold)
Fig. 2 Screenshot of CCWater website homepage
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4.4

What do business customers want to see
During the focus groups, business customers said that they wanted their own section
of the website; this is what they wanted it to look like:
1
A different tab
for business
vs. household

2
RESIDENTIAL

BUSINESS

2017
REFORMS

CURRENT
USAGE

3
Clear
diagrams
whether they
qualify to
switch and
England/
Wales
differences

2017
REFORMS

A clear box/
banner up
front saying
about 2017
changes

2017
REFORMS

YES

Info wanted
about market
reforms; their
options,
suppliers to
choose and
tariffs

4

OPTIONS

ENGLAND

SUPPLIERS

WALES

5,000 +

YES

50,000 +

YES

5,000 -

NO

50,000 -

NO

TARIFFS

5

6
BUSINESS

Q&A

BUSINESS

OFWAT DOCS

7
Info wanted
about
differences
between
CCWater and
Ofwat

BUSINESS

BUSINESS

CONTACT
DETAILS

BUSINESS

GLOSSARY

8
CCW DOCS

Glossary to
cut through
jargon

Fig. 3 Representation of flip-chart generated by respondents in the focus groups

1
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Eye
tracking
indicates
that
household consumers spend more
time browsing on the homepage
than business customers.
This
means
that
household
consumers are more likely to scroll
to the bottom half of the page than
business customers.

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

7+(µ$%28786¶6(&7,21

This chapter discusses WKHUHVSRQVHWRWKHµ$ERXW8V¶SD
views on the content and the success of explaining who CCWater is.

5.1

Key findings

 There is a lack of awareness of CCWater¶V
site amongst both household and
business customers which can be a barrier to use as a source of information,
particularly amongst business customers who are looking for a familiar or official
source that they feel they can trust
 7KLV PHDQV WKDW WKH µ$ERXW 8V¶
consumers
VHFWLRQ
who
LV
are new to the site
 Consumers tell us that for a site like this it is important that it explicitly outlines who
the organisation is and whether it is an official / governmental organisation. The
µ$ERXW8V¶VHFWLRQLVQRWWKRXJKWWRGRWKL

5.2

,QIRUPDWLRQJDSVLQWKHµ$ERXW8V¶VHFWLR
7KHµ$ERXW8V¶VHFWLRQLVHDV\WRILQGIRU
consumers and is thought to have a logical
position on the site. However, there is a lack of clarity around who CCWater is.

Consumers are particularly concerned with who the council is funded by, what the
role of the council is, and whether or not it is an official body i.e. governmental. After
UHDGLQJWKHµ$ERXW8V¶VHFWLRQPDQ\VD\WKDW
“I’m still not sure who they are.” (Household).
“Are they privately funded, publically funded? It’s not clear.” (Household)
Consumers, particularly business customers, are interested to know who the
organisation is run by in order to establish the reliability of the site.
Specifically, consumers want to explicitly be told in this area:





Who it is funded by / who runs it
What the exact role of the Consumer Council for Water is
Who they report to
If they have links to Ofwat or not
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6.

µ6$9(:$7(5$1'021(<¶6(&7,21

Fig. 5 Screen shot of homepage showing location of Save Water and Money tab

7KLV FKDSWHU UHYLHZV WKH LQIRUPDWLRQ DQG OD
section, found on the first tab of the lower menu bar on the homepage. The main
focus here is the layout, look and feel, ease of navigation and overall usability of the
pages included in this section.

6.1

Key findings on this chapter are detailed below:

 Whilst mXFKRIWKHLQIRUPDWLRQDURXQGµ6DYLQJ:
, it can
be difficult to absorb due to the length and amount of text.
 There is also some repetition of information in the different sub-sections and in the
FAQS.
 &RPELQLQJWKHLQIRUPDWLRQLQµ7RS7LSVWR&
7LSV¶ LQWR RQH RYHUDUFKLQJ FDWHJRU\ RQ µ6DY
repetition, aid clarity and encourage consumers to read on.

6.2

Information in the µ7RS7LSVWR&XW<RXU:DWHU%LOO
While some of the information here is useful, consumers do not always read on
because the large blocks of text appear time consuming. The heat map below shows
how consumers tend to stop reading after the first paragraph (see fig. 6 below)
See section 2.4 for detailed explanation of eye tracking methodology and explanation on how to
interpret heat maps
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 The heat map here shows that
consumers tend to read the
heading and the first paragraph but
trail off as they get further down the
page
 Consumers say that this is due to
the amount of text on the page ±
there is too much

Fig. 6 Heat map of ‘Top Tips to Cut Your Water Bill’ page showing 17 consumers, 30
seconds
6.2.1

Information that could be condensed LQWKHµ7RS7LSV
WR&XW<RXU:DWHU
section.
There text under each heading could be condensed to aid clarity. Examples
where this is most apparent are below:

 The WH[W XQGHU µ&RQVLGHU VZLWFKLQJ
does not add a lot WR
more D ZDWH
information and could be replaced by RQHEXOOHW VD\LQJ µ&RQVLG
water meter, try our Water Meter Calculator to see if you would be EHWWHURII¶
.
 TKH µ6DYH ZDWHU DQG VDYH
has information
PRQH\¶
which isSDUDJUDSK
also
detailed in the µ:DWHUVDYLQJWLSV¶
page, so one could be removed.
 The µ$UH\RXSD\LQJIRUDVHUYLFH\RXGRQ
¶VWZRPDLQSRL
WU
are: µ,I \RX
HSWLF
KDYH WDQN
D V
FKHFN \RX DUH QRW SD\L
and µ,I \RX KDYH D VRDN DZD\ FKHFN \RX DUH Q
UHPRYHG¶
. The rest could be removed to make it more easily readable.
 TKH µ+HOS IRU WKRVH
couldVWUXJJOLQJ
be reduced to say µµLI
WR
you are
SD\¶
struggling to pay your water provider may have a scheme to help you. Contact
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your water company to see what is available. Click here to find their contact
GHWDLOV¶

6.3

Information in WKHµ:DWHU6DYLQJ7LSV¶VHFWLRQ
Like the µ7RS
WLSV WR FXWsection
\RXU
the information
ZDWHU
here
ELOO¶
is longer than
necessary and discourages further reading.
Information that could be condensed LQWKHµ
:DWHU6DYLQJ7LSV¶
section:
 Some of the water saving tips appearing on this page are also briefly outlined in
WKHµ7RSWLSVWRFXW\RXUZDWHUELOO¶
; moving this information into that page will help
reduce repetition.
 Long paragraphs could be reduced to the first line of information, which would still
get the point across but make it easier for the consumers to digest, for example
bullet points 1 and 3 highlighted in figure 7 below, around replacing worn washers
on leaky taps and running the dishwasher.
 Some consumers talked about introducing information boxes, this could aid clarity
by having shorter statements, but then being able to click to read more if they are
interested.
“They should keep the first line and put the rest in an information bubble or
something.” (Household).

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

The Water Meter Calculator

Household consumerVORYHWKHµ:DWHU0HWHU&DOFXODWRU¶
for establishing whether you would be better off with a water meter. However, there
is some confusion around the purpose of the calculator, with some thinking it will tell
you how much you should be paying instead of what you would pay if you switched to
a meter.
The usability of the calculator is good in that:
 The fields consumers are asked to complete
feel relevant and make sense
 The text is large enough and well spaced out
 The auto fill of the sewerage company is liked
as many are unsure who this would be
 The result at the end is really clear
 The ability to recalculate is liked as consumers
do not need to re-enter all of the information

Some improvements could be made however:



Some are unsure how many times they flush
the toilet in a day and expect the information
bubble to provide an average
While the result at the end is clear, showing a
monthly charge as well would further optimise
things since consumers often pay monthly and
can be more familiar with this charge

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

Fig. 8 Screenshot of Water Meter Calculator from CCWater website
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7.

7+(µ$'9,&($1'&203/$,176¶6(&7,21

This chapter discusses consumer responses WRWKHµ$GYLFHDQG&RPSO
the site and particularly views on its content.

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

7.1

Key findings
 TKHWLWOHRIµ$GYLFHDQG&RPSODLQWV¶
is not clear. To consumers, it implies that this
section will have general information and advice rather than specific advice on
making a complaint
 7KH µ+RZ FDQCCWater
, FRQWDFW
office in My ArHD"¶
WKH
screen is confusing
respondents by the large number of links to contacts for different areas
 Finding out how to make a complaint could be clearer; the area which consumers
click on to contact CCWater is not being looked at
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7.2

/DFNRIFODULW\DURXQGWLWOHµ$GYLFHDQG

When asked to find information to help with one of the scenarios3 many
VSRQWDQHRXVO\FOLFNWKHµ$GYLFHDQG&RPSODLQW
is that this will
have information and advice in general rather than advice on a complaint. Changing
WKHWLWOHWRµ0DNLQJDFRPSODLQW¶
would make it clearer that this page is for those who
are thinking about a complaint and want to know how to do it.

Fig. 10 Gaze plot showing where one respondent looks in the first 10 seconds of
seeing the ‘Advice and Complaints’ page.
The gaze plot in fig 10 indicates the number of fixations on this page within the first
10 seconds of viewing this page. There are 359 fixations in this time; this is a high
number for this period, explained by the respondent telling us that he is looking for an
µ$GYLFH¶VHFWLRQ
here.

3

Respondents were given 1 of the below scenarios and allowed to access Google. They had
5-10 minutes to find and read the information to answer their problem.
Scenario for metered consumers - my metered bill is considerably higher than the last bill I
received. I GRQ¶WWKLQN,¶YHXVHGDQ\PRUHZDWHUWKDQQRU
1DYLJDWHWRµP\PHDVXUHGELOOLVKLJK¶)$4LIQRW
Scenario for non metered consumers ±my metered water bill is expensive but I already am
as frugal as I think I can be. Is there anything else I can do?
1DYLJDWHWRµ+RZFDQ
I VDYHZDWHULQP\KRPH"¶)$4LIQRWIRXQ
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7.3

7KHµ+RZFDQ,FRQWDFWWKH&
C:DWHURIILFHLQ0\$UHD"¶
page

Fig. 11 Screen shot of ‘How can I contact the Consumer Council for Water Office in
my area?
The current page with CCWater contact numbers (see fig. 11 above) can confuse;
the table is not immediately clear for consumers who see lots of links and are unsure
where to click.
“It’s takes a while to understand what it’s trying to tell you.”(Non-Household)
Attention can be drawn to the water company links with consumers clicking this by
mistake. Using a clear drop down menu which allows consumers to select their water
company would be easier, and it could then link to the correct CCWater information.
Tips could be taken from the Chamber of Commerce site here; see fig. 12 which
shows a drop down for different area contacts.

Fig. 12 Screen shot of Chamber of Commerce contact page
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7.4

How to make a complaint

Finding out how to make a complaint could be clearer. The text at the bottom of the
µ$GYLFH DQG &RPSODLQWV¶
onSDJH
how to contact
ZKLFK
CCWater
LQFOXGHV
is
being missed as shown in fig. 13 (highlighted by the pink box) where the heat map
shows very little coverage (no red and very little green) in this area, indicating it is not
being looked at.
Consumers, particularly those with accessibility issues, tell us they would like to be
able to call CCWater and so it should also state here that consumers can call if they
wish, and provide a link to find the number.

Fig. 13 Heat map of ‘Advice and Complaints’
Lack of clarity around the purpose of the µ2QOLQHIRUP¶

There was some confusion over the purpose of the µRQOLQH
, which
IRUP¶
is used by
consumers to register before they can make a complaint. Some text explaining this or
changing the link title to µUHJLVWUDWLRQ IRUP
may
WR
help PDNH
make its D FRPS
purpose more explicit.
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8.

THE WATER ISSUES SECTION
This chapter outlines feedback on the Water Issues section of the webpage in terms
of the layout, look and feel, ease of navigation and overall usability of the pages.

8.1

Key findings

 Consumers are unsure who this information is for, with most assuming it is not
meant for them as general consumers
 The headings and language drive this perception with consumers saying it feels
too official or lacks relevance for the end consumer
 In addition, some of the headings do not feel logical with consumers expecting
µ:DWHU,VVXHV¶DQGµ&X
UUHQWNH\ZDWHULVVXHV¶WRGHWDLO
operational work happening
across the UK
 The information can be difficult to absorb due to the lengthy amount of text on
each topic

8.2

Water issues section

Fig. 14 Screenshot of CCWater homepage banner with Water Issues drop-down
menu
7KHµ:DWHU,VVXHV¶VHFWLRQFDXVHV
some confusion amongst consumers. Most expect
it to show any works being done, or problems with the water supply around England
and Wales. Once reviewed it is clear that this is not the case, with some interpreting
the information as what is happening in the water industry but in the background, and
therefore not things that directly impact the consumer.
While there is an expectation that this section will detail information on works and
problems, most say they would get in touch with their own water provider to find this
information rather than look on CCWater¶VZHEVLWH
. This means it is not necessary
for CCWater to start providing this information, but rather the title of this section
needs to better represent what it is about.

After reviewing what is included here, consumers say that they would not look at this
information as it does not feel relevant to them. This is especially true for
µ&RQVXOWDWLRQ5HVSRQVHV¶
hought
DQGµ%ULHILQJ¶
to be internal documents
ZKLF
available on the site for transparency. The interpretation of this is only a problem if
its inclusion is for something other than transparency and it is intended for the
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general consumer. If that is the case the headings and language would need to be
reviewed to make it more consumer friendly.

8.3

Current key water issues
What do consumers expect?
/LNH WKH µ:DWHU
consumers
,VVXHV¶
expect this
KHDGLQJ
subsection to detail works
being done or problems with the water supply in the UK. When reviewed, the content
does not meet this expectation, and it seems to contain information not relevant to
the consumer.
Relevance to the consumer

After reviewing this information and the menu of topics,
consumers do not think that this section is for them. Some
of the topics feel completely alien to consumers (those
outlined in pink/dashed boxes to the left) which imply this
section is for those in the water industry who understand the
technical language used.
Some topics feel more familiar (those outlined in green/solid
boxes to the left) however, few know what to do with the
information or when they would ever need it.

It is necessary to explain to the consumer what this
information is for and what its use to the consumer is.
Without this, it might be dismissed. If the information is
relevant to the consumer, then using less technical language
in the headings will better communicate what the information
LVDERXWLHµ'HVDOLQDWLRQSODQWV
Water
treatment: UHPRYLQJVDOWIURPGULQNLQJZ

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

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

It is not clear to business customers ZK\µ
Business customers¶DQGµ0DUNHW5HI
are located in this area (highlighted in orange/ellipses above). Most suggest moving
these topics to a section dedicated to providing information for business customers to
make it easier to find and more logical.

8.4

µ
How is my company doing?¶
Finding this information
When asked to find this information consumers can have difficulty as links to it do not
feel logically placed, specifically:


Consumers do not expect it
WR EH ORFDWHG XQGHU
,VVXHV¶DVLWLVQRW
be a problem with the water
supply



Locating the information
here is then illogical for
consumers

”The word ‘issue’ means problem
to me, that isn’t a problem.”
(Non-Household)

Fig. 16 Screenshot of Water Issues page on the CCWater website
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As previously highlighted, consumers
are often not scrolling all the way to the
bottom of the page, or if they do it is
very brief.



The link at the bottom left of the page
can then be missed

Fig. 17 Heat map of participants finding information
Relevance of this information
When asked to review the information, household consumers say that some of it is
interesting, especially the number of complaints. However, in reality, they have little
use for it since they are unable to switch provider.
For business customers however, given the upcoming changes in 2017, many do say
that this information will have a lot of relevance. It is important to them that this
information is easily accessible in a Business Consumer section. It is also essential
that there is a clear differentiation between household and non-household
information.
Presentation of the information
While this information does not feel relevant to household consumers, it will be very
relevant for businesses post-2017. This means it is important that the information is
presented clearly and is easy to understand going forward.
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Currently consumers are able to easily interpret the data in the charts, but it needs
context to be clearer, become more meaningful and more trusted. Specifically:

 It is not clear in the summary who the research was with (business or household,
complainant or a sample of general consumers)
 ,WGRHVQ¶WVD\QH[WWRWKHJUDSKVRULQWKH
ze was
 It is difficult to see what the different columns of the graphs are referring to due to
the size of the graphs
 Graphs are clickable but do not lead anywhere
Addressing these points will help better communicate the performance of the different
water companies.

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

Not sure what those things all
mean. I think it's a year but I think
it's a bit small - could drag it out
and make the graphs bigger.
(Household)

Fig. 18 Website shot of graphs
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9

CONSUMER RESEARCH
This chapter will outline the feedback given on the Consumer Research section of the
webpage in terms of what consumers expect from this section and how appealing the
information is:

9.1

Key findings
 Before reviewing the information in this section, some expect the research to be
about CCWater¶V
service rather than research done by them about industry
services
 When reviewed, it is clear that this section details the research undertaken by
CCWater. However, few think this is aimed at the general consumer
 The perception is that the information here is included for transparency rather than
an expectation that consumers will genuinely read it

9.2

What will this information be?
When asked what consumers expect from this section it is thought to be one of two
things:
1. A section with reports on research similar to the current project
2. Comments and reviews on CCWater¶V
service
The title is thought to be driving this:
“Who is the consumer?” (Household)
“I’m not sure about ‘Consumer Research’. Does that mean it’s done by their
consumers or by them with consumer?” (Household)
“Maybe it should say consumer research or research with water consumers”
(Household)

9.3

Appeal of this information
When reviewing the information in this section the titles are very important for
communicating what the research is about. Currently these feel very official and not
aimed at the general consumer.
In addition, few say they would download a PDF and read the information. If this
information is relevant or useful to the consumer, then creating a plain English,
consumer friendly one page infographic of the key findings would be more appealing
and accessible.
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“I wouldn’t come here; I don’t think this is
for me.”
(Household)

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

Fig. 19 Screenshot of research reports
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The Browse Answers function:

While CCWater¶V
site does have a
µ%URZVH$QVZHUV¶VHFWLR
that allows
consumers to search via categories,
WKLV always
LVQ¶W
available to
consumers as the tab only appears
when µ)LQG$QVZHUV¶LVVHO
and
most miss it. Few understand why
there are two sections µ)
ind
AQVZHUV¶
and µ%
rowse $QVZHUV¶
±for
consumers, these represent the
same thing.

:KLOH µ%URZVH $QVZHUV
provide answers in categories, the
list can again feel overwhelming with
the questions having lots of text
beneath them which makes the list
feel long and overwhelming.
Fig. 22 Screen shot of search functions

*HWWLQJ ULG RI WKH µ)LQG $QVZHU¶ WDE DQG LPS
displaying the questions will make the FAQs easier to navigate.

Anglian Water is a good example of an FAQ page as:
 There are clear categories for
consumers to chose from to find their
answer

 7KHUH LVQ¶W D KXJH OLVW
rather questions and answers appear
when the category is clicked
 The language and category titles are
consumer friendly
 In addition the design
interesting and engaging

feels

Fig. 23 Image of Frequently Asked Questions
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Use of language and confusion around eligibility
It is not clear to business customers from looking at the site how they work out if they
are eligible to switch, either now or from 2017. Information needs to be clearer and
avoid jargon, particularly around quantities, as few are aware of how much water they
use or what this is in mega-litres. In reality consumers would look at their bill to find
out their usage.
“So where it says this is equivalent to two Olympic size swimming pools - I don’t think
about my water usage in terms of swimming pools. A better reference is cups of tea.
If you're on a meter you'll check your meter. I just don’t think that's relevant. And also
5000 cubic litres [sic] doesn’t seem that much to me - should be related to the size of
your business rather than some abstract measurement.” (Non-Household, Larger
Business, Focus Group)
Business customers think that a diagram could aid their understanding in terms of
working out whether they are eligible to switch or not (see fig. 27 for an example from
one of the focus groups), depending on whether in England or Wales, current water
usage and the rules pre and post 2017. Some mentioned that a tool which calculated
your current usage, by putting in your details could also be helpful.
“Could do it with some sort of diagram, much easier than reading through 10
sentences.” (Non-Household, Larger Business)
“If you put your postcode in so it could include your current usage that would be
good. Then you'll be able to work out if you're using a lot.” (Non-Household, Larger
Business, Focus Group)

Fig. 27 Diagram drawn in the large business focus group as an example of a diagram
to aid them understanding whether they can switch or not.
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12.3 Household: The Legal Ombudsman
First impressions of this site are that there is too much text on the homepage.
Household consumers, particularly those with accessibility issues, tell us that this can
be overwhelming.

Fig. 30 Screen shot of website for The Legal Ombudsman
There are some positives from this site however which CCWater could learn from:

 Having the telephone number clearly available on the homepage is liked
 &DOOLQJWKHFRPSODLQWVVHFWLRQµ0DNLQJDF
s logical and consumers
know exactly what this page will be about
 Having a video explaining the complaints process works well and is preferred
by those who have difficulties reading and writing
 The pages require less scrolling

12.4 Household: Passenger focus
Household consumers respond well to this site and say that overall, it is working
better than the CCWater site. Some key learning points for CCWater are:

 ,QFRPPRQZLWK&&:DWHU¶V
site, the look and feel of the Passenger Focus site
is liked; however, it is thought to be more colourful which makes it feel more
interesting and engaging
 Like the Legal Ombudsman site having the telephone number clearly available
on the homepage is liked
 :KLOH WKLV VLWH DOVR FDOOV WKH FRPSODLQWV
this
title is thought to better represent what is there due to clear links to FAQs in a
side menu
 Having short statistics on the homepage communicating interesting things learnt
from research is preferred over downloadable PDFs
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Fig. 31 Screenshot of the website for Passenger Focus

12.5 Non-Household: British Chamber of Commerce

Fig. 32 Screen shot of the website for the British Chamber of Commerce
This site had mixed reviews; however, it is thought to be working well in some areas
that CCWater could learn from:





Site is thought to look modern due to the visual nature i.e. the use of icons
It is easy to find a telephone number for your local branch
The pages require little scrolling so nothing is missed
It feel clean and professional

CCWater can also learn what not to do from this site as well:
 The highly visual nature can make it difficult to navigate
 The advertisements at the sides are thought to distract
 There are 3 menus, 2 at the top of the page and one detailing news etc. at the
bottom right ±this can be missed so there is a preference to have more of the
menu headings in one place
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12.6 Non-Household: Federation of Small Business (FSB)
The FSB site works well for business
customers as:

 There is order to the site which makes
it easy to navigate
 While it can feel a bit µ
boring¶the
images are thought to make it
engaging
 Like the CCWater site the page is
quite long however the consistent blue
heading help communicate that there
is more to see
 Having a telephone number available
on the page next to a happy person
implies that the company are available
and happy to help you
 Having the site map at the bottom is
useful if the consumer FDQ¶W ILQG
something

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