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1. Foreword

This research report, produced by Blue Marble and commissioned by the Consumer Council for
Water (CCWater), reflects the views of water consumers in England and Wales wipatowk
qualitative research. The research found out two things: firstly, what consumers think their water
watchdog should be doing for them; and secondly what needs and expectations they have of a
consumer body; something which can be applied acrossécéors.

To ensure we heard from all key consumer groups, our researchers spoke to a broaskctass of

household consumers; consumers in vulnerable circumstancesfimamcial); business customers

and younger consumers who were not yet paying aewdillci 2 Sy addz2NE 6S KSIFNR GKS
Odzai2YSNR ©@2A0So

The feedback from this research has provided very useful food for thought. We need to reflect on

this to make sure we deliver for consumers on the issues that they think should be our priarities,

addition to our statutory duties, and on the areas where our data tells us that consumers experience
problems. While there are no big surprises in terms of what consumers expect us to do, we do need

to think about whether we are focusing sufficient régdll0S 2y G KS 1 S@ | NBlF & (KSE
2 KFG oFa LISNKIFLEA adNLINRAaAAYy3IS IAGSYy (GKS NBOSyid YS
re-nationalisation, water company profits or Chief Executive salaries as key areas for consideration.

We also needo focus on the language we use, when reviewing our strategic priorities, as consumers
GSNBE dzy AYLINBZAaSR o0& 2dzNJ dzaS 2F g2NRa tA1S WOKIff
more authoritative words. The water industry has previously compthihat these words were too
A0NRyYy3A: a2 ¢S KI@S Iy AyiuSNBadiAy3da 2206 FKSIFR G2 Y

Another really useful outcome of this work is that it identified what people need from a consumer
organisation. We believe weliS dzLJ (2 O2y adzYySNARQ SELISOGIGAZ2Yya 2y
to appraise ourselves and make sure we continue to deliver what consumers need from us. These

WO2y adzySNI ySSRaQ yR ¢AaKSa Qelalkdady stdrtediNghaiedthis?2 i K S NJ 3
GAOUK 20KSNJ O2yadzySNI 2NHI yA&lI GA2yad | 2dzQff FAYR |
findings at 6.3 of the report.

a

L K2LJ)S &2dQff FAYR G(G(KS NBLRNI & AydSNBadiy3
2RASA A

insightA y 12 O2yadzYSNEQ (GK2dAKGa 2y O2yadzYSNJ o
which all stakeholders in the water sector should reflect on as they think about the future.

Philip Marshall
Deputy Chief Executive Consumer Council for Water
May 2019
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2. Executive Summary

2.1.Context

Consumer Council fowater (CCWate’h & (G KS AYRSLISYRSYy(d Wgl G§SNI g 0«

interests of water consumers in England and Wales. Established in 2005, CCWater is a Non
Depatmental Public Body (NDPB), andtatutory body. Itsaim is to secure the best outcomes for all
water consumers, present and futurk.provides consumers with advice and information on water
matters and investigatecomplaints where water customers have tried and failed to resolve sssue
directly with their water companies and retailers.

This research set out to investigate two distinct areas:

1 Objective 1to establish what issues people want to Se€Wateprioritise in itsBusiness
Plan

1 Objective 2to identify what people need andamt from a consumer body and specifically
a consumer body relating to water asdwerageservices

The first objective replicates research conducted in 2012 and before that in 2005@@\fatevas
launched When consideringhe second objectivagsearch participants drew aheir personal
experiences of dealing witlin issue with alrganisation in any sphere of their lives.

Importantly, ths recentresearchalsosought to understandwo issues that were topical for the
industry:whether eitheror both the operretail market fornon-household custometsand the
political debateor heightened awareness about company profits and CEO satartkeshanged
views on the priorities o€ECWater $ecifically in relation to the latter,jt sought to undertand

GKSGKSNI / /21 GSN) akK2dZAZ R GF{1S | LRaArAldAzy 2y AyRdzal

The sample comprisesixextended three hour) workshops with 2@ousehold consumers
representing bill payers, nebill payers and future customers. These events weppimented

with 15 indepth interviews with a cross sectionwdn-household organisations (micro, SME and
large); and 14 paired depth interviews conducted in the homes of people in a variety of vulnerable

circumstances (economic, physical and mental iealtt yR Ay F GAYS 2F ONR&AA

vulnerability).

OBJECTIVE LONSUMER COUNCIL FOR WATER PRIORITIES

220 2y adzyYSNI / 2dzy OA f ¢thechdstmericdtd® a LINRK 2 NA G A

As is well documented in other research, consumers generally know very little tigowater

sector. Widespread experience of reasonable hdlfsl atrouble-free service; and alack of choice

of provider- underpins the lack of engagement. Very few consumers ever consider how the water
market is regulated; and in a sample of c.14(pmewlents there were no spontaneous mentions of
company profits or the question of renationalisatiohthe sector

1In 2017, the norhousehold water market was opened up to competition allowing all eligible customers in
England to choose their water retailérttps://www.open-water.org.uk/
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Water industryreputation was explored through various research exercises designed to allow
perceptions to emerge spontaneously and therefastablish any areas where respondents lack
confidence in their water andewerageservices. We learned:
1 Water companies and what they do remains largely unfamiliar to their customers
. Alack of direct experience or beliefs abowater O 2 Y LJ- Y & Qan leBdS toldeindrici A
and uninformedassumptions likely to be driven by negative perceptions of large
corporations generally
1 There is very little that is controversial in the idea that water companies make profits
provided it is fair and proportionate tprices, and not at the expense of investment in the
infrastructure Profits were not spontaneously raised as an issue by anyone in this research.

Non-household customertend to bemore engaged with their bills and the cost of watkean
householdshowe\er their appreciation of the open market was limited. Over bélbrganisations
based in Englandere completely unaware that they were free to choose their water retajland
some of these were unhappy with their current service and therefore missihgrothe opportunity

to switch or renegotiate. Very few of those who were aware had taken any action: they had heard
on the grapevine rather than via an official source; or there had been no real t(igger
dissatisfaction, or unacceptably high bitls)nvestigate options.

2.3.ldentifyingthe priorities for Consumer Council for Water

Respondents were informed about the water industry via a short presentalioa following areas
emergedas prioritiesfor CCWatefrom the discussions that followed which also included prompt
cards headlining various activities

Bills and affordabilityvery important across all parts of the sample. Ron-household customers it
reflects their need to monitor costs and drive eiccy. They also raise the importance of bill
accuracy and cost analysis. Vulnerable consumers particularly want clearer bills and are frustrated
when they cannot understand what they are paying. All customers want to know bills are fair
(especially when tay were informedthat different regions pay different amounts for their water
something they were not previously aware .of)

Metering: often a polarising subject, consumers want to understand who stands to lose or gain from
metered water¢ and what are tle wider benefits. Those who are economically vulnerable are
particularly fearful that metered bills will cause (more) financial stress and need reassurance or
practical strategies to mitigate bill increasélmmetered customers want to understand all the
implications before opting for a meter.

Sustainabilityissues includingnproving water efficiencyenablingwater recyclingeducatng

people about better watebehaviour and reducing pollution in the environment are frequently

raised spontaneously by nsumers. Nofhousehold customers agree and are often pursuing more
sustainable behaviours within their own organisations and sectors both for environmental and cost
benefits.

Future planninglinked to sustainability, consumers prioritise meeting the dadhéor future

populations in the uncertain context of climate change. This might include promoting new
technological advances to meet future needs; or managing existing environmental problems such as
flooding. The younger customers and future customerghia sample are consistent in their views on

4
CCW, Customer Expectations
Blue Marble Research L¢dApril 2019



the importance of futureproofing¢ but this issue is also raised across the age and socio
demographic spectrum.

Reliability and infrastructure maintenander household consumers, this was expressed as reducing
leaks and mending pipes; for mangn-household customers, the need for security of supply
reflects the critical nature of water in operational processes.

Informing:non-household customers Englandvant to know about the open market and any
services tlt protect organisations from rogue retailers or other unexpected costs. Similarly,
vulnerable customers, all of whom were unaware of social tagiffad mostly unaware of Priority
Service Registeswant these assistance services to be better promoted.

Meeting the needs of vulnerable peopwhen prompted, consumersiusehold andon-
household) endorse this as a priority area especially as water is a basic human need.

Complaint handlindess top of mind, reflecting good service and very low incidehtisputes,
complaint handling increases in importance as a priority issue when prompted. This is an area
performed byCCWatewhich further increases its importance.

Water quality:often taken for granted (and therefore mentioned less frequently untilnppted)
water quality is seen as very important and therefore a priority are&fowater

Monitor company performancdamportant but not front of mind for mostreflecting widespread
acceptance of the water sector. However, when prompted, this is seemp@asrdy area for a
consumer body to ensure companies are operating efficiently and consumer issueB as the
availability of social tariffg are being upheld.

2.4.How have priorities changed since 20127

Many of the themes reported in 2022emain pertinent today. Consumer engagement in the water

sector remains low despitsomemedia scrutiny during and since the 2016 General Election

campaigrandthe opening of thenon-household retail markein Englandn 2017 Consumers

continue to prioriise areas that are most relevant to them or where they have a touchpoint: the bills

and affordability; maintaining infrastructure to reduservice problems ankkaks(although leaks do
FLIJSEFNI G2 0SS 0S02YAy3 f SaaadwalNb i@ imbréwater effigentO2 y a dzY S N
Also reflecting priorities raised in 2012, consumers argue strongly that to be effective in its role,
CCWaterequires a higher profilevith the general public

There are two areas where consumer views have shifted and tleflésted in their priorities for
CCWater

1 There is a greater emphasis prioritising the needs of vulnerable consumaryd ensuring
support is provided. Contextualised by a decade of squeezed living costs, the austerity
agenda and most tangibly, the rise in food banks; this is a theme seen acrdssigehold,
non-household and Vulnerable sample grou@snsidering the terests of individuals who
are disabled or chronically sick; of pensionable age; with low incomes and residing in rural
areas are particularly highlightedasy S 2 ¥ / / 2 | (i SeNdnditheiiadelagogch A 0 A £ A

2WoELISOGI GA2ya 2F (KS:SPRRMEThWENI@DI2 dzy OAt TF2NJ 2 | G SND
5
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footprint in this area, but respondents didQ i NBE O2 3y A aS GKSANI g2N] Ay
priorities are currently drafted.
9 Prioritising issues pertaining tustainability, future planning and the health of the
environmentare voiced more loudly in 2019. In comparing the data, it is clearthieae is
less scepticism about environmental threats today tlsamenyears ago and the fashoving
reductionof singlelza S LJ F aGAO0a Ay LIS2L) SQ&a RIFIAfe& fAQBS
2

a
Oy OKFy3aSe {2YS | yiAOALNl (nentabpraje@ NI gAff 06S02Y!

One final issue appears to be less urgent for consumers in 20:4@ige Leaks are still mentioned
frequently but with less certainty about whether water companies do have high leakage levels.
Perhaps the reduction of visible leaks acribesindustryq and improved response timesis

changing perceptions, certainly with younger age groups for whom leaks are not a strong industry
association.

25WSO2YYSYRIFGA2ya FT2NJ NBFNBAKAY3TI [/ 2y 3adzY!
priorities

Researchstimded ¢ & dzaSR (G2 aK2g NBaLRyRSyida //2FG§SNDa
found in its Forward Work Programi@vhich is written with stakeholders in mind rathiévan a
general public audience).

While/ / 2 | (fdiNeXr@ntstrategicpriorities® are generally supported, they do not serve to

inspire consumers thatCWateis representing their views. This is in part because there are

important gaps that should be reflected more overtly in a refreshed set of priorities: namely relating

to the themes & future sustainability and a stronger environmental remit. It is also apparent that

customer service and water qualigypriorities that feature in two of the four statementsare

f - NBESte& SELISOGSR yR O2dzZ R 6S GSN¥YSR wke3aaSySqQ 7
The process of shimg/ / 2 | (icGriedgriorities with participantsalsoreveakd the importance of

articulating a renewed set or indeed any prioritiesiniil KS O2y adzYSNEQ @2A0S® / dzN
language within the statements plays down the role and status@/aterConsumers want, for

SEFYLX ST AdG&a lFdzZiK2NARGE | yR SELISNIA&S (2 02YS (2

AYRAzZAGNEQ YR WaKlILAyYy3I GKS aSO02Nn &adza3asada |t C
There is an opportunity when refreshing the priorities to:

1 Create a sense oblw CCWaterepresentswater consumergustomers within the language
and framing, reflecting some of treght \Heed<teveloped in this research (see below)

1 Be more specific about what lies within each priority highlighting the consumer angle where
there is ambiguity between the roles of other regulatory bodies

f Develop a publifacing expression of the prioritigsin the mnsumes Q @ Sokh&t$hose
who do encountelCCWateare clearer about its role.

3 https://www.ccwater.org.uk/aboutus/publications/fwp/
40721 G§SNRa OdzNNB y (SedtivnmR:-AtddudctianGad plojdBobjécfivasi SR A Yy
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OBJECTIVEEZONSUMER NEEDS FOR REPRESENTATION
2.6.Experience of consumer representative bodies

Most people have experienced some kind of dispute or intractable problem with an organisation,
with frequent examples relating to telecoms, financial services and utilities sectors. The issues
typically relate © poor service (such as broadband problems); billing or contract disputes; and
feeling (or being) misold e.qg. a tariff that turns out to be morenot lessg expensive.

The experience of trying to get redress directly franorganisation is often fraug and
respondents describe:

9 Feeling unjustly treated and/or taken advantage of

Feeling confused by the jargon or the process imposed by the organisation

Feeling powerless in the face of the corporate machine

Feeling vulnerable or threatenegparticularly where any financial loss will be felt acutely
Feeling ignored or not believed

9 Feeling frustrated by impersonal, slow or convoluted response

=A =4 =4 =4

Some are prompted to sedhkird-party help to overcome the problem, but many do not. Sometimes
this is because they feel able to handle the problem themsej\@shat the problem does not
warrantthird-party support. However, for most who have not sought help this is because they are
unaware that help is available. It was noticeable that respondents in the vulnerable sample were less
likely to have sought or received help; and conversely that a greater piiopafnon-household
customers had done so.

Generally, the experience of thesvho have used an Ombudsman or otkid@rd-party is very
positive and their involvement had been pivotal in reaching a solution or settlement.

Those driven to seek help turn to organisations such as Citizens Advice, Trading Standards, the
Ombudsman of e.ghe financial services or energy sectors. Alternatively, individuals such as an
expert in the area in question, or a solicitpor even their MP are consulted. Some also turn to
social media in a bid to be taken seriously in the dispute. Finding thrgamisations is often
haphazard and specifically in relation to Ombudsmen organisations, users are generally unable to
recall the name or other detail about their function and remit. Nwusehold consumers belonging

to industry bodies usually turn to thedirst¢ often in relation to employee disputesas well as
seeking legal support and contacting Ombudsmen.

Overall, the research indicates that those benefiting from the support of 4héndy bodies are often
people with higher levels of knowledgejliskand confidence (often developed through their
working lives).

2.7.What do people want and need from a consumer representative body?

Eight needs emerge through discussions about experiences of being in a dispute and for some, of
using thirdparty represatative bodies. The needs can be summarised as:

CCW, Customer Expectations
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Impartiality:a body that is independent, that will provide an honest, unbiased opinion on where
fault lies (even when this is with the consumer)

Expertisea body that knows the relevant field/industry andrcassess the situation, determine the
legal position and give next steps

Representationa body that can even the playing field between the consumer (who can feel like the
minnow in the relationship) and organisation (often seen as the corporate giarijgfon the
O2yadzYSNBEQ O0SKIfFT 2NJ SYLRGSNAYI GKS 02y adzySNJ (2
consumers

Authority:l 62 R& @GAGK GKS LIgSNI G2 +OG yR SyF2NOST |
play fairly

Support:a body thatwill be norjudgemental and take consumers seriously; listen with empathy;
reliable in sticking with the consumer until a conclusion is reached

Advice:a body that can explain the situation and give options, guidance and tools to help consumers
Investigaton: a body that is focused on the evidence; acting swiftly to find out what has happened

Accessibilitya body that is freely available; easy to access via multiple chawhalh reflect how
people typically like to engage

The research tested these gaic needs against wateelated scenarios to ensul@CWatecan use
GKA& a | FNIYSg2N] G2 O0G Ay O2yadzyYSNBRQ o0Said Ay

1 The full set of needs can be applied to situations whe@Nateis acting to assist in
disputeresolution: indeed, the needs were developed through discussions which largely
focused on the complaints of individuals with large organisations.

1 Holding water companies to accoduintrelation topoor performance affecting many
Odzai2YSNA 6dzaAy3a & Iy SEIFYLES GKS YAESR SELJ
places emphasis on particular neetsestigatingwhy performance varied; having the
expertiseto understand the issue fullyepresentingall consumers to set industry standards;
to have theauthority to penalise companies who do not improve.

1 The issue of metering was used as an example of wihekestry policycould both
disadvantage and benefit consumers. In representing all consumepgréents highlight
needs includinginvestigatehow mandatory metering will affect customers; be thepert
on the policy implicationgepresenthe views of those potentially disadvantaged; give
adviceon mitigating the impact of a meter thughwater savring; remainimpartial and
independent from water companies; haaethority so that campaigning for consumers
creates change.

28/ 2y adzYSNI / 2dzy OAf F2NJ 2 0SNRa LINRTFALS

This report also touches on the issue of public awarene€¥@Vateas this was a consistent and
dominant theme throughout the research. None in the sample had hea@MWaterwhich is
promoted in places they perceive to be increasingly invisible in an online age (on the back of bills

8
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and the Yellow Pages). The namelitss hard to recall, as was observed in the reseangtin
respondents struggling to refer to it accurately (or at.dffjernet searches of commonly asked
water industryquestions lead to Citizens Adviaad notCCWater, and somenon-household
customes who visitedwww.ccwater.org.ukconcluded that its main role was a comparison .site

In conclusion, @ansumers believ€CWatewill achieve moren their behalfif it has the name and
clout of e.g. Trading Standards, and the profile of e.g. Citizens Advice so that it can be more
accessible to people when they need help.

3. Introductionand project objectives

The Consumer Council for Water (CCWater) representmtarests ofhousehold and non
householdconsumers in the water industry in England and Wales and came into operation on 1
October 20051t operatesthrough four committees in England and a committee for Wales.

/1 2 | GalnhsId fprovide astrong voiceor the consumerd represensin England and Walek
wants consumers to get (and be able to recognise that they are getting) high standards and good
value for money in water and sewerage services, comparing well with the best of other service
sectors now and in the future

/| 2 I (FériNddWork Programme fooeison the issues that matter to consumengthin water

and sewerage serviced/hen CCWater was first established, two consumer research projects were

carried out (in 2004 and 2005) to identifyelir priorities for water and sewerage services and what

they thought the then new consumer council should do on their behalf. This research was updated

AY HnamH (2 RSGSNXYAYS AF / /2 0SNRa LRtAOA%a | yR 3
FA&1 SR T2NJ 02y adzYSNERQ alLRyidlyS2dza ©OASsa +a (2 oKI
them as to what they were (at that time). It found that whilst the economic situation and concerns

about sustainability had changed since 2@0Z / / 2ekidiirf) NRrities were largely endorsed,

but there was a wish for a focus on informing consumers. There was no concerted demand for

additional focus on financial issues beyond what was already being done. While some wanted

sustainability issuestobepar 2 F / / 2 F GSNDR&a F20dza 2NJ S@Sy Ada YIA
whether it should seek to play a major role in this area.

Its four key strategigpriorities, at the time of the research wes follows

1 Advocate for affordable charges that all emt and future customers see as fair and value
for money

1 Challenge companies to provide their service right first time, protect household and business
consumers when things go wrong and provide an easy to access service for all

1 Press companies for safelinble water and waste water services that all consumers can
trust now, and in the long term

T { KIS GKS 6FGSN) aSOG2N) 68 AYTF2NNAY3I yR Sy3al:
are acted upon by decision makers and the industry.

Research was commiesed in January 2019 with @A S¢g G2 dzLJRIF GAyYy 3 [/ / 2 G§SND
based on up to date consumer evidentiavas designedo meet the following objectives:

1 Objective 1to establish what issues people want to $e€Wateprioritise in itsBusines
Plan

CCW, Customer Expectations
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1 Objective 2to identify what people need and want from a consumer bq@nd specifically
a consumer body relating to water asdwerageservices
9 Additional elementsFind out how the following affect views oxeeds priorities and any
other aspects of their needs for representation:
1 the opening of the retail water market faron-householdcustomersin England, and
for non-householdcustomersusing more than 50,000hof water a year in Wales
91 perceptions and views on wateompanyprofits, dividends and CEO salaries

4. Methodologyand respondent profile

Blue Marble Research adopted a qualitative appraade researchThiscomprisedsixextended
three-hourworkshop eventsvith 110householdrespondentsn total. These were supplemented by
14 paired depth interviewsvhere thelead respondenhad indicated that they wer@n vulnerable
circumstancesand an additionall5telephone interviews with a range obn-household customers.

Research was conductéd each of the 5 CCWater regions, witlesific locations chosen taclude

the following features:

9 An area that is water stressed

1 An area that has had a major weather evieafecting services
1 An area that has had a recent major service failure

1 An area with highest quartile water bills

9 Both wral and urban areas

Overview of fieldwork

tAag2d United Utilities
Publicity to warn of potential

b/ 19{¢9
a t hosepipe ban

Anglian/Cambridge
Water stressed

/' l'a. wL5D¢

Thames/ Southern border

Pilotworkshop

HH Workshop
3 x Vulnerable in
home depths

HH Workshop

S Compulsory metering 3 x Vulnerable in
Water stressed home depths
- - 15 skypeltel
2kt Sa DA Nigmru WelshWater HH Workshop depths nationally
(21 b{9 Coastal 2 x Vulnerable in spread
) ’ Higher thamaveragebills home depths
HH Worksho
. LwalLbbDl! SevernTrent Water 3x Vulnerablepm
Lito) home depths
South WestWater
Higher than average bills HH Workshop
9-9¢9w Rural 3 xVulnerable in
Coastal home depths

Recent severe weather
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Household ample

The workshops were designed to provide broad representatidmoabeholdcustomers, consumers
and future customers

A Fullrange ofages, gendes andsocicdemographigroups

A A mix of netered customersin line with current metering level i@ach region

A Inclusion otwo in every terrespondentsvho had made contact with their water
companyin the last 12 months

A Inclusion of 3duture customers andon-bill payers(i.e. consumers, not customers)
acrosghe sample

The following outlines the detailed sampling approach for the 5 workshop events. Each workshop
comprised 14 bill payers and 6 nbiil payers (future customers and consumef3jiotas were set

for sociedemographic grade to be broadly proportate to the profilefor England and WalesAt
recruitment,the researchopic (i.e. water and waste servicgsvas not revealeth orderto achieve
spontaneous viewkater onabout what matters to peoplé terms of how they are represented.
Therefore the recruitmentquestionnairehid the waterrelated quotas, such as ownership of a
meter, within more general questions about utilities and household arrangem&htsfull sample
screener can be found in the appendix.

Sample quotas were set for each wdrkg, as follows.

Customers Consumers
(all joint/solely responsible for paying water (none responsible for water bill payment)
bills) 6 per group
14 per group
4 x AB 2 x AB
7xCl1lC2 2xCl1C2
3 x DE 2 x DE
4 x < 35yrs
5 x 3655yrs 3 x < 30yrguture bill payer8 x >30yrs
5 x > 56yrs

20 participants per workshop
Minimum of 4 customers pawrorkshopto have had direct experience of /contact with their
water companywithin the last 12 months
Gender: even split per group
Metered: to reflect meter penetration at each location
2 per group to be digitally excluded/no internet at home
Minimum of 5 per group to have equity investmemdsallow potential for wide thinking around
industry and profits
1 Spread of environmentalvied o0 dzaAy 3 . fdzS al Nbf SQa WINSB{
effort to environmental issues)
1 Future bill payersunder 30 years, never been a customer of water company (water bill paid
parent or landlord)

=

E N

5 Socieeconomic grade is a classification system based on occupation. Classification AB signify higher
managerial and professional people, C1 and C2 relate to supervisory, junior managerial and skilled manual
workers, codes D and E relate to the seskilled, unskilled and unemployed/on state benefits. Please see
www.mrs.org.uk/resources/socigradefor more information
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Vulnerable Sample

The sample of peopla& ivulnerable circumstances was designed to reflect:

1 Economic and noeconomic vulnerability: people face different issues depending on
whether their circumstances are largely about financial hardship, or more about other
circumstances including physical and mental health, communication challenges and/or
household context (being isolated in some way).

1 Primary vulnerability or combination of factors: vulnerability is often the result of several
things colliding; but not always. In our recruitment approach, we incldgeople whose
vulnerabilitywas the resul of a single (primary) facta.g. asevere health issue; frailty, low
mobility or in crisis. We also include people with a combinatiorwvofor three factors.

A greater proportiorof the samplevas made up ofon-financial vulnerabilities for two reasonas:

high proportion of people witmon-financial vulnerabilitiesre alsoon lower incomes and/or reliant

on benefitsq so issues relating to financial vulnerabibitse also present in this sample. Additionall

0KS WYFAYaiNBlFYQ O2yadzyS Ndlavindohi réspandemd (soéo2 LI SPSy (i 3
economic group DE).

Thefollowing sets out thevulnerablesample structure:

Economic vulnerabilityg bill payers Norneconomic vulnerabilityq customers &
consumers

6 inrhome paired depths (with family 8 in-home paired depths (with family, frien

member or friend) 1 hour or carer) 1 hour

Primary factorg; in need of additional care:

1 Life limiting mental or physical health
condition; Limited/no mobility;
Frail/very elderly; Crisis (transient)

Combination factors which alone do not
necessarily make someone vulnerablé bu
which in combination can do

i Sight/hearing loss; Mental

illness/anxiety; Digital exclusion/no
internet at home;
Literacy/numeracy/learning difficulties
Addiction; Carer; Over 80; Live alone;
Live in rural/remote area (with poor
transport links)

3 x primary vulnerability factors

6 x combination of vulnerability factors
Mixed gender

2-3to be on PSR

1 2 under 40 gars

14 in-home interviews

1 Low income/unemployed (fusehold
income under £15k)

In receipt of means tested benefits
May include other (notfinancial)
vulnerability factors

= =

1 3 x<40yrs; 3 x >40yrs
1 Mixed gender
I 2-3 on social tariff

E R

To illuminatethe types of vulnerability that are included in this research, included here is a selection
of briefpen portraitsof respondents:
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The person Vulnerability Support

Not working, on benefits
Dad helps with bills etc.

Not onsocial tariff, on Rriority
ServicesRegister (PSR)

Cerebral Palsy, mobility scooter &
Female, in her 20s wheelchair user, cognitive issues,
livesalone

Female, single mum, 2 CrdnQ Biseaseconsequentlyhigh  Latterly unable to work
primary age children water user benefitg not onsocialtariff

Isolated; just avoided
homelessness; benefitsot on
social tariffs olPSR

Male, 50s, lives alone, Psoriasis; mental health; unable to
social housing work

Well supported by wife and spn

Male, married, 70s Parkinson's, low mobility Not on PSR

Transient: redundant in November;
Male, single, late 30s  death of brother in October; lost
both parents at 16

Chronimbstructivepulmonary
Female, 80s, lives alon diseasearthritis ¢ but an optimist Pension Credihot onsocial tariff
YLQY f dz01 e XxQ

PIP benefit; state pension,
daughter comes in daily. On RSF
not on social tariff

Osteoarthritis, lymphoedema,

Female, elderly, Widow . .ered disabled, PIP

Non-household ample

The following grid sets out theon-householdsample structureThe sample putmphasison
businesses who say their water supply is critical: either vital for their processes and/or because they
have staff and offices that could not function without water for any time at all.

The samplevasbroadly representative odifferent business types in terms of size and sector.
h¥sl GQa wadal GdS ravealedtatSroond M% ShdrchoustBdldusdimers he
engaged in the open market, either by switching, renegotiating, or considering switttting time
of thisresearch. Hencequotas for a minimum of 4 organisationgere included thafall into this
RSAONALIIAZ2Y 2F WYBistBsicAsauld takedlacs ghautdad andi pkidritles of
CCWatewith organisations whaevere aware of the open water nket.

6 Researchers observed thabme of the lowincome respondents in the Vulnerable sample was on (or aware
they were on) a social tariff.
7 https://www.ofwat.gov.uk/wp-content/uploads/2018/07/Stateof-the-marketreport-201 -18-FINAL.pdf

13

CCW, Customer Expectations
Blue Marble Research L¢dApril 2019



Micro SME Large
(1-9 employees) (9-250 employees) (Over 250 employees)

91 4 x water critical to
business 1 4 x water critical
1 omoate v ™| 1 Rangeofwater | o (e CTE
1 Range of water spend from £2000 £25 oooﬁ a
sper?d from £500 £25,000 pa ’ ’
£5,000 pa
7 4 3

To include: manufacturing; wholesale & retail; public sector; hospitality & leis
business services
15 x 45minute Skype interviews

Content design

The adjacent diagram is an overviewtlod approach
to engagement wittthe main customer/consumer
sample.The desigrallowedrespondentgo consider

both the idea oftconsumerrepresentation and how [ Broad and spontaneous views |

this is best done generallyand the consumer issues drawn from personal experience
that are most important to them concerning ve.

v

Views applied to develop
framework (via scenarios)

J \

Discussiongvolved initialexercises thatvere firmly
NE203SR Ay (KS ThinfladddvpBehbBkQ
exercise designed to generate lots of anecdotes that
relate to circumstances where some form of
representation was needed or experiencddhese
reallife examplesvere usedas areference point
throughout the group.

issues in water industry

é{ Unprompted views of consumer
p

Spontaneous areas for CCW
focus

7\

Water scenarios assessed using

Aset of preagreed scenariosere developedeflecting framework

different needs for representation e.gnexample of
missselling; a contested fine/penalty; a personal
difficulty etc This stimulusvas usel to provide a
benchmark across the different locations.

Creative exercise: designing
L public expression of principles )

CONSUMER REPRESENTATIVE PERSPECTIVE
The conversatiorihen narrowedtowards the water

AYRAZAGNE 6AGK Wdzgty&iteSeNdlsppsiah@usRigviodtdesndusts) y

<lllllllllllllllll

Reflecting the level and type of infoation used in the 2012 researatespondents were informed
Fo2dzi GKS AyRdzaGNE I yR a l4SOtwaikrddlateds@enatiosvere G SN & NI
used togenerate the values and behavioursedsfrom an organisation like CCWater.

An important consideratiomvasthe need to keep the research focused on spontaneous and
personal views rather than hothousing the political debates about the water sectohtthbeenin
play in the mediaThe design accommodated this in the following sray
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1 Respondentsvere not awarethat the researclwas aboutwater industry matters to ensure
a clear read on whether this issuasraised spontaneously

1 Initial conversations about the water sect@ere run as unmoderated group exercises using
aprojectiveexercise to unpack the different perceptions of the industgnd to seehow
much prominenceavas given tdhe issue of company ownership and profits

1 Water industry related scenariogere used to anchor the conversation on a broad set of
topics and as a nas tomove away from political avenueagthe conversatiorwere to
become heated

1 A probe about the role of CCWater in relation to monitoring company profits was only
included at the final stages of the groups to avoid framing respondent views.

Interpreting qualitative data

Qualitative research is used when research objectives call for an exploratory-daptin

investigation of the complexities of attitudes and behaviour. Qualitative research results in a great
deal of rich and detailed data about a ria&ly small number of individuals, which is in turn used to
generate insights around customer needs and the policies and actions that can be designed to meet
them.

Respondents in this study were selected to represent a cross section of customers antestsu
including future customers. However, due to the limited sample sizes used in qualitative research,
the study does not purport to represent the overall population in a statistically representative way.
The ultimate theory and recommendations arerbe out of rigorous and robust analysis and
interpretation of the qualitative evidence, making reference to the weight and strength of opinion
observed across the sample where relevant, but without quantifying these.

5. Main findings Objective X ConsumeCouncil for Water Priorities

4.1The consumer contexg directexperience

Lack of consumer engagement with the water sector was evident in the research. Most customers
were able to name their water compatwut could not recall having any contact witiem beyond
receiving and paying their bilThe vast majority had never experienced any issues with their
provider andwere content with the level of service received, and most of those who had cause to
contact them were satisfied with how the situation haddmeresolved. Bills wergenerallyseen as
reasonable, particularly compared with those from other utilitteslthough the issue of metering

did provoke a split in opinions (explored later). Bill shock was mentioned only in the context of
leaking pipes ometered properties.

Most householdconsumers were aware th@twas not possible to change provider, although
understandably this was new information for some future customers. This lack of power over choice
of company appeared to result in a sense ofgaation amongst customers, particularly when
combined with their experience of adequate service and reasonable bills. Those customers who
were not aware that it was not possible to switch had never contemplated looking into doing so
clear indicatiorof satisfaction (or neutrality).
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Householdcustomers in vulnerable circumstances were equally disengdgedimilar reasons.
Thos who relied on others (for example family, carers, housing association) to manage their life
admin were more disengagediventheir reduced (or total lack of) contact with their provider.

This lack of engagement was reflected in responses to a projective exercise to reveal conscious and
subconscious attitudes towards water companigsuseholdrespondents were asked to imagine

that their water or sewerage company had come to life and to describe what type of person they
would be. They were given written prompts to help them consider a range of aspects, but the task
was otherwise unmoderated to enable them to record their spontauseperceptions.

In the absence of angirect experience with their water companyhe pen portrais drawn by
consumers w&re largely shaped by generic assumpti@m dominated by two themedland but
fair and effective (symbolic of their current neutedperience), or exaggeratedly ruthless and
unpleasant (reflecting stereotypical perceptions of large corporations):

1 Most responses featured a stereotypical middiged businessman with a boring personality
carrying out boring hobbies with boring friendgh(o were other utilities). Despite the dull
exterior, this person was seen as having good values and generally treating people well
T 1 AGAIYATFAOLIY(l YAY2NRGOI Agaak?2 RS a hiidmbrieWWR dzZRY¥ (i S |
and whowasruthless in his puguit of it. He was seen as manipulative, arrogant and
duplicitous, treating customers poorly but adapting his behaviour to appeal to other
businesses

t SNE2YAFAOLGAZ2Y 2F Wi 41 (SN O2YLI yaQ

f

Appearance: Corporate & conservative Friends: ‘Boring’ utilities (or nobody)
Middle aged male, grey/blue suit (or wellies & hi-visin Some think he has no friends, but if he did they would
the field). Healthy & sporty, but also seems staid, be boring - other utilities?
conservative & anonymous

Values: A man of good values (or are values
sacrificed for money?)

For most, honest, hardworking family-man.
Conscientious, reliable & focused on consumers &
the environment. However, some believe he is
money-driven & for the company's interests & lacks
empathy

Personality: Boring or brash?
(or maybe quite nice)

For some, a boring, quiet ‘drip"; bland, unexciting &
corporate. For others, aloud, obnoxious jobsworth
who is arrogant, manipulative & inflexible. For a
minority he is friendly, cheerful & caring, as well as
knowledgeable & organised

Treatment of people: Friendly & empathetic or
arrogant & dismissive?
A split of opinion: friendly, fair & considerate? Or blunt
& ruthless, treats customers as a number & is aloof &
patronising (but not with other businesses)

Hobbies: ‘Boring’ sports & family time
Sports such as golf, fishing, birdwatching, walking &
darts. He also enjoys spending time at the pub & with
his family

Nonthousehold customers were also relatively disengaged with the water sectemfdarreasons,
although some relayed more intereisttheir bills and the cost of water than householdise to the
impact this could have on their livelihood®rhaps unsyrisingly, awareness of and engagement
with the open market was low amongst the nbousehold sample:
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9 Fivecustomers were unaware of the open market, but were satisfied with their current
service and had no reason to explore the possibility of switching. These tended to be smaller
organisations

GLOQOS YySOSNI KIR 'y A&dadzS ¢AatKk | 2NJ] aKANB 2

A6 A0OKAYIXLQYswfichg SR@RS I 2adHz2 O §SSy 6A0GK GKS

6S 2dzald R2yQl KI @S -ib-HayGkesioReét f 221 Ayidi2 AdZ
Non-household

1 Threecustomers were unhappy with their current water service tmgre unaware that they
werefree to choose their retailerand were therefore missing out on the opportunity to
switch or renegotiateFor example, onkrge multisite companyhad experienceanixed
serviceandinconsistent billingand would prefer to try a different provider. Anothéelt
powerless to protest againstaS ¢ WRA a LIS NeirHillQ OKIF NBS 2y

9 Fourcustomers were fully aware of the open market and a furttineee hadsome
6 NBySadaa odzi 6SNB @I 3dzS Fo62dzi GKS FdzZ t RSGI
Very fewof these companies had taken any action; one company was trying to switch but
was finding the lackfaconsistency in quotes problematic; another was with Water Plus, but
had no recollection of ever switching. One company had switched to Flow2, which they
0K2dzaAKG 61 a Fy20KSNJ 61 G§SNJ LINEPJGARSNE o0dzi 6 KAOI
an increase in bills (pleaseecase studyn section 4.4 The other companies did not feel
the need to investigate other options.

a b, Aot aware of the opemarket. | had heard it might be happening but
ddnd NBFfAasS AdG éFa Ay F2NOSé
Nonthousehold

4.2The consumer contexg understanding of and attitudes towards the sector

Beyondtheir direct experience with water companies, consumers had limited awarendssiothe
water sector works and how it is regulated. A minority had heard of Ofwat, but were unclear what it
did, and there was universkick ofawareness of CCWater and its role.

Respondents were asked to consider a number of fictional quotes relatitigtpolitical landscape
around water.

f LiQa dzyFIANI 6S OlFyQi OK2Z23aS 2dzNJ 6+ GSNJ k asSsS
This was by far the most relevant issue for consumers, with many questionintheshy
couldnot switchwater providerwhen itwas a possibility foother utilities. Having the
option to switch appeared to be a matter pfinciplerather than something that was
actuallydesiredand would be acted og some of those who talked about wanting the
option were those who were unaware that it was not possihd had never looked into
doing so.Some perceived that it resulted in uncompetitive pricing and less effective service,

17

CCW, Customer Expectations
Blue Marble Research L¢dApril 2019



but most acknowledged that their direct experience was of acceptable pricing and customer
service and were therefore untroubled gt being able to swith.

1 d&Since water companies were privatised, standards have impgoved
Reactions to this statement were muted. It was agreed that standards are good now, but
that privatisation was a long time ago, making comparison difficult. It ingethat in a
sample oft.140 consumes, renationalisation was mentioned ortlyree timesand did not
inspire any meaningful level of debate.

GL R2y Q0 (1y263 K2 ¢2dd R 6S 1y26 GKFIOGD ! §f
322R Y26 ®d¢
Household, Cambridge

1 dAwatercompanies make a profit from a natural resource that falls from thé sky
This statement was largely dismissed, with the vast majority of respondents
appreciating that water must go through a process to make it safe to drink
and to transport it to and froncustomers

LG R2SayQi 2dzad FrLtf FNRBY (GKS aje
Household, Exeter

f AWater conpaniesprovide a good reliablservicel. R2y Qi YAYR (KIG GKSe& Y
It was @nerally accepted that companies should make pr@fitd indeed, it was seen as a
good thingby many, creating a positive attitude for employees which would lead to good
service for customers. Nemousehold customers in particular appreciated that businesses
should expect to make money for providing a service. Many mentioned that profits must be
WFIFAND FYR AY LINRPLRNIAZ2Y (2 LINAOSaszx gAGK | O
other initiativesg although none could verbalise what this would look like in pracfcgin,
in a sample of ¢.140 respondents there were no spontaneous mentibosmpany profits

A R2y Qi YAYR (KFd GKS& YF{1S I LINRBFAGET GKS
have millions in the bank stored offshayalthough if theydid,L QR K| @S |
problem. | think they should be monitoring watengaanyprofits because if
they start making too much of a profit where is it coming from and what have
they cut in order to make that profi
Household, Crawley

a{2 ft2y3 +ta LQY KFLILER ¢A0GK Y& gl GSNI YR (K¢
care if they make profi
HouseholdManchester

a!'d GKS SyR 2F EKS RF& A4 Aa | odzaAa
HouseholdExeter
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A QY | odzaiySaa 62YFy:I S@ANB®WYS ySSRa G2 °
thought aboutwa NJ O2 YLI yASa& YIFI{1Ay3 | LNRBFAOGOD
Northousehold

1 &Shareholders and CEOs of wateampaniesearntoo much money
There were nalirectmentions of this issue prior to it being explored, I visualisation
exercise did suggest that some customers held a generic view that all CEQatwete
Once explored, most of these respondents admitted thregyt did not know how much
water company CEOs earned and that they assumed it was the case given things they had
read in the press about other sectors, such as energy and finance. A minority were negative
about the foreign ownership of some companies

GRyQl 1y26 AT (KS@ YI 1S dqiz2 2l KAWQK AYIX)AS & dZaND
a generalisation taken from the energy segar
Household, Cambridge

G!'a GKS& FNB LINAGIGAASR GKSNB gAff Ffglea
needs of the shareholders and ratimg aprofit ¢ and serving the needs of
the customersThe watchdog can act as a go between to make shat the
oFrflyO0S Aa NRIKGP LGQa a2 Slae FT2NI I O2YLJ
Odzai2YSNJ aSNWAOSE
HouseholdExeter

4.3 Spontaneougriorities for Consumer Council for Water

It was anticipated that customers would have a limited understanding of the water industry. For this
reason, they wergjiven a 1@minute presentatiorwhich providedan overview of the process to get
water to andfrom consumes, the structure of the water sector in terms of regional monopolies, a
summary of the different bodies which monitor and regulate the industry and some statistics around
the cost of water in different parts of the UK. It closed with an idtrction to CCWater and its role

in the water sector.

It was explained that as a representative of water consumers, it was essential for CCWater to focus
its efforts and limited budget on the issues, themes, areas, topics and problems which are most
important to customersRespondents were then askeddonsider what they thought CCWater

should be doindor water consumers, whatpecific issues should befocusingon and what they

should be campaigning for on behalf of water consumers.

There were a numbesf spontaneous suggestiofsr areas thatCCWater should bcusingon
which were reflected across tH®useholdsample
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Overview of spontaneous priorities for CCWater

SUSTAINABILITY customers

WATER COMPANY PRACTICES
« Cost efficiency
+ Reinvestment of profits METERS

. * Explainimplications
» Servicesfor vulnerable P P

+ Metersmandatory /

. - available as option
Improving water efficiency

Increase recycling/grey water
Reducing pollution

DISPUTES
+ Handle complaints

Education: e.g. water What are the most important
efficiency, what not to flush issues that CCWater should
be focusing on?
INFRASTRUCTURE
BILLS + Leakreduction
: :;g;’r" / affordable + Maintaining pipes*
« Accurate FUTURE PLANNING WATER QUALITY
* Regional * Meetingfuture demand + Clean, clear
differences * Researchinto new + Tastesnice
technologies e.g.
desalination

» Flood prevention (Exeter)

Billing was the most prevalent theme acrosslrts of the sampleCustomerdelt that a
consumer body should focus on keeping water costs afford@idéch consumers generally
expressed as bills as low as possible, but whilst maintaining the expected level of service)
gAGK O2YLI yASa YL 1 Ay Je doncepsffaknbse waslsoponyigied 2 F
by the presentation, which highlighted regional differences in water costs. Although
consumers would not generally be exposed to this kind of information, it did uncover a
desire in some to have more information should theiss®ecomeknown aboutmore

widely.

Gd¢KSe evikvviferRhalids constaptiThey act on our behalf to
make sure we are not charged extortionate amoufs/iew how much
[water companiesare spending and chargiri €
Household, Swansea

Metering was an issue that divided opinioltsomewanted to have a meter because they
perceived that theywere currently paying more than thewould if it wasbased on theitow
usage. Others anticipated that their bills would go up as a result of having a meter (and
some had experienced this in practicd) few wanted all properties to have a meter because
they perceived that it would make for fairer bjllsith people paying for how much they had
used,andwould also encourage watesaving behaviours. The general exg@dicn from
CCWater was to campaign for meters todgionalin all areas, and to provide consumers
with more information; the financial implications (either positive or negatasa] the wider
benefits in terms of water usage and environmental impact

Sustainabilityissuesvere frequently raised by customers. Education to promote good water
behaviours was the most prevaledésire amongst consumers, particularly that which
focused on informing children, with many respondergcognising that they had agted
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their own actions as a result of being informed by their own offspring. Also discussed was a
desire forCCWater to campaign fevater companies to increasgater recyclingandreduce
pollution in the environment, although there was some confusionewhether this was

the role ofDefra,the Environment Agency or Natural England inst&stainability was a

key area of interest foran-household customerswvith manypursuing more sustainable
behaviours within their own organisations and sectors biothenvironmental and cost

benefits.

oBe forward thinking by educating peoped preventing problen® €
Household, Swansea

9 Future planningwas a topic closely lirki to sustainability For many consumers, ensuring
that water supply meetslemandin the lbngterm was a critical issue in the uncertain
context of climate change. Some considered it far more important to ensure water provision
F2NJ Fdzli dzNB  LI2 LIdzt | G A 2 ytérm iSskids guchfag lldznd cisfométa St FA & |
disputes. Although youngeustomers were moreonsistent in their views aboumeeting
future demand, they were not alone in desiring it, amat alone in raising it as an issuéeT
topic gained momentum during discussion, particularly amongst pafentgrandparents)
O2y G SYLX I GAy3 i KGtheNdessfarbunRpuBryn@far the fomire B dedd
promoting new technological advances to meeieds; or managing existing environmental
problems such as floodin@lthough again, people were not clear whose rasgibility this
would be.)

1 Again linked to sustainability and future planning was a desire for CCWater to press for
improvements to the wateimfrastructure, reducing leaks and mending pipeslthough
there was low understanding of the current conditiohthe infrastructure and what
improvements were required.

dWe are lucky in thiscountrly Q@S 32 (i y 2theKigegiaticn® al & 2y
Household, Swansea

1 Water qualitywas seen as critically important, but given #sily accessibleupply of
clean,safe andjoodtasting water in the UK, it waakenfor grantedand thereforenot
front of mind. There was again some confusion over whether ensuring water quality would
be the responsibility of DWI rather th@@CWater

1 Monitoring water companypracticeswasregarded aselativelyimportant, but given low
knowledgeand understanding ahe sector it was nofront of mind for most Many
respondents were keen that companies operate efficiently, perceiving that it would result in
cheaper bills (or at least gvent bill increases).inked to the theme of fairness, a minority
also mentioned pressing for reinvestment of profit, although this was not front of mind for
the vast majority, in an exercise which focusedconsumeiissues. Again, respondents were
not dear whether Ofwat would monitor company practices rather than CCWater.

oMake sure companies are cost efficiént.
Household, Swansea
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1 Similarly complaint handlingwas nota front-of-mind issudor most reflecting good service
and very low incidents of dispute®nly a few consumers mentioned it spontaneously, and
understandablyit was of greater importance for those whodhaxperienced an issua
other sectors

The below diagram reflects howportant each of the above issues was deemed by respondents
and how prevalenthe issue was within the household sample

Relative importance and prevalence of spontaneous priorities

)
i 8 BILLS
] g Affordable,
5% fair
E METERS
£ FUTURE Available
Meet as option
QUALITY . future
Tastes nice BI demand SUSTAIN-
INFRASTR ¥ FUTURE Regional "é';if ABILITY
UCTURE Flood difference implication Consumer
Mainte-  prevention WATER CO. education
nance PRACTICE
DISPUTES SUSTAIN- o
SUSTAIN-  complaint ABILITY efficiency
:B;UTV handling Increase
educe
pollution Gl
8
5 g WATER CO.  FUTURE
2t PRACTICE  Research
28 Profitre-  new tech
S investment

Front of mind for
few

Vulnerable sample: additional priorities

Customersn vulnerable ctumstances expressed a desire for CCWater to focus on some additional
areaswhich reflected an increased prevalence of day to day challerrgeslving around
affordability, comprehension ana requirement for dditional support.

1 Promotion of vulnerable sevices for example of social tariffs and the Priority Services
Register wasinderstandablyof key interest to these customera/ith mostunaware of the
services that theynay beentitled to.

9 Clearer billsvould alleviate the frustration caused for soméaien they cannot understand
what they are payingr if the amounts are correct.

1 Heightened needs were expressed around those issues which may impact vulnerable
customers financiallyspecificalljkeeping bills lowand understanding thénplications of
metering, where they were seekingassurance angractical strategies to mitigatagainst
bill increases.

1 Complaint handling specifically assisting and representing customers who are less able to
do so themselves, also emerged as important for some.

Non-householdsample: additional priorities
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Northousehold customers also suggested some areas which they saw as priorities for CCWater.

9 Affordable billswere of heightened importance for nehousehold customers, driven by the
potential impact on their livelihoodS.hey also raigkthe importance obill accuracyand
the need forclarity and better breakdown of figureseflectingtheir need to monitor costs

and drive efficiency

aYSSLI O2ada | a

f 29
Nonhousehold

YR Ll2aairofSz AdGQa

tt

1 Ensuringnfrastructure maintenancenvasof heightened importancéor manynon-
household customerbecause it was equated witecurity ofsupplyand prevention of
water stoppagesieflectingthe critical nature of water in operational processes.

a
ARSYUAT

LJ- NI &
Non-household

& 2ftR

27T

al AyaSyl yOS 2wateconmpanieh shifild greadideby
0KS ySGag2N)] 0

KIFEG NBIj

1 Providing information about the open marketvas raised by many as a key
role of the consumer watchdog, and in particuteiotecting organisations
from rogue retailers or other unexpected costssociated with switching.

a. 20K /

/21 GSN I yR

g G S Nhe@@droullthgra S &

K2dzZ R o

Qx¢

to tell businesss that theycan changeo get themost competitive rate for

gl GSNIWE

Non-household

The diagranbelowincludes those priorities which were mentioned by vulnerable ao
household customers, as well as highlighting which priorities were of increased importance for these

groups:

Additionalspontaneous prioritiesf vulnerable and nchousehold customers

QUALITY
Clean

Higher
importance

QUALITY

INFRASTR FUTURE
UCTURE Flood
m Mainte- prevention
nance
DISPUTES
Complaint
handling

SUSTAIN-
ABILITY
Reduce

pollution

WATER CO.
PRACTICE

FUTURE
Research
new tech

Profit re-
investment

Lower
importance

Tastes nice

FUTURE
Meet
future

BILLS demand
Regional

difference

METERS
Explain

implication
WATER CO.
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4.1Prompted reaction t€onsumer Council for Watgriorities

Havid OF LJi dzZNBR NBALRYRSy(iaQ alLlRyidalyS2dza adaA3Saitaiz
number of cards which featured a range of activities that CCWater éocis on

Theywere asked to consider which CCWater, as the water watchdog, should

prioritise.

1 Campaign & lobby ofssues that matter most to customers
Customers felt that this was ofdh importance becauséwas anoverarching statement
whichencompased all of the issues discussetiowever, it was felt to be too vague to
serve as a standalone priontyespondentsvanted the specific issues to be articulated

N
Q
QX

G/ I Y Litgand Wbbyingd2 | 62 @3S | fafumBrdllafal KSa S> A
SOSNRBGKAYIDE
Household, Cambridge

1 Handle complaints / disputes between water companies & customers
Althoughnot front of mind andconsidered of medium importance when allowed to arise
spontaneously, this activity becanaghigher priority when prompted. Customers mentioned
that this appeared to be the core purpose of CCWadsrdescribed in the introductory
presentation, and perhapgsrompted by the focus on consumer issues in exercises earlier in
the research session. Upon reflection, this priority appeared relevant to CCWater because it
pertained toconsumelissues and although the majority of respondents had not experienced
a dispue with their water company, they appreciated the need to have a body to assist
them should one arise. As sgdeovider of this supportthis activity was therefore felt to be
of high importance for CCWater.

G ¢ KA &2 & @anfaiNgriarity, they are thery ones that handle
OS2 YL FAy(as
Household, Exeter

A Environmental issues e.g. scrutinise impact water companies have on environment
As seen in the spontaneous exercise, environmental issues were of high importance across
the sample, perhaps driven ligcreased consciousness of environmental issGegcially,
customers wanted CCWater to express tbasumeranglein this priority, with increased
specificity of what issues they would focus on.

G¢KSe ySSR (2 221 IFTGSNI O2yadzySNaA y26
Household, Crawley

A Campaign for affordable bills & monitor cost of customer bills
As a relatable issue for all respondents, ensuring affordable bills was understandably of high
importance, particularly in a sector where regional monopolies govern acaitamodity.
Tempering these feelings was acknowledgement that bills were felt to be reasonable at
present and perhaps other issues should take precedence. There was also some confusion
over whether this would instead be the role ©fwat
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A Meet needs ofvulnerable customers e.g. disabled
This issue was not spontaneously raised by household customers, although it was
understandably important to vulnerable customers. During the discussion, most agreed that
because water is a basic need it was importantaicet steps tgrotect the most vulnerable
A few questioned whether it was acceptable to prioritise a few people over the majority, and
whether it was a role that should instead be adopted by the governmfhile respondents
did not overtly say thaprioritising the needs of vulnerable consumavas of increasing
importance, this research was contextualised by a decade of squeezed living costs, the
austerity agenda and most tangibly, the rise in food banks all of vdaiahthe needs of
vulnerable consumerasarelevanttheme across the household, ndmusehold and
Vulnerable sample There are two further observations abouhy the needs of vulnerable
customers were of greater importance in 2019:
0 Respondents in 2019 were researched in mixed secanomic groups (rather than
in groups comprising only their own social strata) which had the effect of consumers
considering the needs of others as well as their own
0 Some issues that were not top of mimere nevertheless of high importance once
raised. As well as meeting the needs of vulnerable customers, providing high quality
water was the other example

dt should playa key role in ensuring bills are fair and those who are
vulnerable should get reded ratesp €
HouseholdManchester

A Ensure provision of safe / reliable water
As seen in the spontaneous exercise, safe, reliable and-gstidg water is taken for
granted in the UKbut isseen to beof critical importance. However, some questioned
whether ensuring this should be the role of a consumer body, and suggested that it may be
better suited to the activities of DWivho had been mentioned as part of the informing
session) The importance of safeguarding supply in the future was raised by a tguhib
issue was predominantly discussed in the context of the environmental priority.

G2 I G SNJ thesafely BsuledPat safety has to come first, and no one
should be without wateé
HouseholdBirmingham

GLQR NI GKSNJ KI @G ydDE WKe yI aFDHAAFANS (GKS
Vulrerable, Crawley

At speaks volumethat no one has ever heard of them [C&éY] and
0KIO3AF dzaS 6S R2VMQWBAKIKOE dANY & | X & Aapd
Household, Exeter

A Ensure water companies are providing good custorservice
This activity was deemed important, particularly in a monopolised industry, but it was seen
as a hygiene factor, particularly as few service issues had been experamroed the
sample There was a sense that respondents rated customer sengtdyHiecause it was a
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topic that was easy to relate to, rather than because they had any strong feelings about it.
In addition, some respondents again raised the fact that customer service was a temporal
concern that felt less important than longer ternsigs such as ensuring water supply in

the long term.

G. SOFdzaS AGQa | Y2y2ckRd 80dzd 42 XENH 208y A LB N
elsewhere then their customer service might not be as good so more
AYLRNIFYG F2NJ 0KS 6F OKR23 G2 LINRGSOO ¢
Househadl, Birmingham

A& R2y Qi OFNB I pravidel G(0KKS\ ya1S NIAAQEES YKL BS o ¢
Household, Crawley

G/ dza G 2 YS NI a S Nabat Béh my dindseYis ddsoldustoyhér
F20dzaSRZ L R2y Qi KI @S Fyéd SELSNASYOS Ay (K
Ad Y2NB NBfldloftS (2 Yé tAFTSohé
Vulnerable, Swansea

A Campaign for reduction in leaks
As seen in the spont&ous exercise, this topic was felt to be important from an
environmental point of view and for the perceived impact on consumer bills. However,
customer understanding of this area was Idwople did not know whether there was an
issue with leaks currentlyor what would be required to fix it if there wgor how much it
would cost to do so. Some were therefore concerned that prioritising this issue would lead to
unquantifiable bill increases. There was some confusion over whether this would be the role
of CCWater or perhaps thaentdronmentAgency

A Monitor how water companiesare performing
This was felt to be important if activities wecensumerfocused, but the statement itself
was felt to be too vague to relay what these may be and respondents coaditieat
anything relevant was covered by other statements. Respondents also suggested that some
activities may be carried out by Ofwat.

LG 62dAf R 0S yAOS (G2 1y2¢ K2g¢g &2dz2NJ g+ GSNJ
performing and they could publish that informatién
Household Manchester

A Inform / educate consumers about wide range of water issues
The statement itself was considered vague. Respondents remarked that they did not desire
information about water unless it was relevant to their lives and interests. Oneilanghich
respondents wanted increased education (for themselves and othersjndasv to limit
environmental impact, which for many equated to futyseoofing the water supply and
reducing pollutioror blockagesfor example from wet wipes.

A Make sure méering meets needs of customers
As seen in the spontaneous exercise, this topic was strongly polarising, with some consumers
perceiving that meters would enable accurate and fair bills and encourage water efficiency,
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but otherswere resistant to somethinghey felt would lead to higher and unpredictable bills.
In the absence of consensus over whether they were pro or anti meters, respondents felt
that CCWater should focus on educating consumers about the implications of nederso
mitigate bill increass with water efficiencyrepresenting the full spectrum of views to
decisionmakers and above all, ensuring that meters are optional rather than compulsory.

GLYTF2NY O2yadzYSNBE lo62dzi YSGSNARAX SalLISOALIf @
such as small househofti€
Household, Swansea

G20 2F LIS2LX S tAGAY3I Ay 2 {tieysNdul@e dza Sa R2y Q
given the opportunity to have one. CCWater should give people more information

Fo2dzi YSGSNRAy3IdE

Household, Exeter

The diagranbelowincludes the nevpriority around water companies providing good service, which
was only mentioned after prompting. It also reflects the increased importance of some priorities
after prompting:

Relative importance and prevalence of prioritdter prompting

e ..o

Higher
importance

o
_ 2
)
32
0o
o
£
Front of mind for Front of mind for
few many

4.2Reactiorto Consumer Council for Waed S IprioritiésA y 3

N

I F @Ay 3 OF LWidzZNBR NBaLRyYyRSyi(GaQ aLkRyillyS2dza adza3sSal
GKSY 6AGK I ydzYoSNJ 2F LINBYLIWiaz Odzad2YSNE 6SNB (kK
priorities and de¢rmine whether they are still relevant or should be amended.
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A Advocate for affordable charges that all current and future customers see as fair and value
for money

This priority was wellinderstood and accepted, and chimed with those desires expressed in

the previous exercise, but it was felt that bill clarity and accuracy could be emphasised. In

particular respondents appreciated the reference to value for money i.e. tilegtget for

the price (ncluding the level oinvestmentin maintaining and future proofing the

infrastructure. W! RPG201 G6SQ ¢l a asSSy +a | waz¥dQ | OlGAz2y
level of power held by CCWater to effect change.

A Challenge companies to provide their service right first time, protect hehsld and
business consumers when things go wrong and provide an easy to access service for all

lf 0 K2dAK OdzaG2YSNE FF3INBSR (KI{d WLINRGSOGAYy3a O
event of a dispute should be a priority, many questioned whetherd was a need to
WOKIftSy3asSQ O02YLI yASa IABSYy F¥S6 KIFEIR SELISNRSY
Ffa2 aSSYSR Waz27FiQod 9FSNE 3INRPdzZL) MSAH@SR22dzi |
I OO0S & a due & KMol Sishility, with not one spondent having heard of them

previously (please se®ectiond.3for further information.)

L 62N)] Ay | O02dzyia YR L KIFyoRtS oAfta | ff
LQOPS ySOSNI KSFNR 2F (KSY®E
Household, Crawley

A Press companies for safe, reliable water and waste water services that all consumers can
trust now, and in the long term

wSalLR2yRSyda ILILISFENBR (G2 dzyRSNEROFIYR GKS g2NR
it to security of supply. When probed, msumers agreed that this should be a priority but

that the articulation should be adjusted to emphasise futpreofingc WAy G KSQf 2y 3 G S
was felt to be too vague. In terms of the language u$¢tdNBE & QA SSYy | &4 WwWaz2Ti0Qd

A Shapethewatersectorbff Yy F2NX¥Ay 3 FyR Sy3al3ay3a ft O2yadzy!
are acted upon by decision makers and the industry

This priority was considered to be too vague and to cover too broad a topic. Respondents

wanted to clarity on what issues were being pricetl. There was widespread rejection of

WSy 3F3IAy3a Fff O2yadzYSNEQZ GAGK f2¢ GAAAOAL AL
role in shaping the industry. In terms of the language usgd& I WaS seen apo W a AF (0 Q
expression to convey its dutrity in the industry

oHow can they do this if nobody knows they exist?! How are they engaging
YR AYTF2NN¥AY3 dza |G GKS Y2YSyidK ,Stft2g6 |
Household, Crawley
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Overall, customers felt that the existing priorities had the potential to céivemajority of the

issues they wanted them to, but that the articulation needed to be amended to be more specific.

One area in particular that they felt was not being sufficiently addressed was future sustainability of

the water supply and afocusoneénNR2 Yy YSy (i f A &dadzSa G2 | @2AR &1 G§SNJ

GTo bring them [priorities] up to datbeyshould have something about the
environmentgoristhis9 Yy 3ANR Y YSy G ! 3SyOe 2NJ bl GdzNI f 9
HouseholdBirmingham

4.3The importance of awareness

As previously explained, there was no awareness of CCWater throughout the household and non
household sample not one person had heard dfprior to the researchCustomers did not

recogniséts logo and could not recall seeing it on bgleven those o worked with utility bills on a

RFe G2 RIFe olarao LG el a F¥StaG GKFG //72FG§SNDRa Oc
consumers often do not read their bills in detail, and Yellow Pages was considered ohbolete.

respondents required advicey RSFf Ay3a gAGK | 61 GSNI O2®RBIAAfSB Qv y &
their query to find itWhen Blue Marble Research typed some relevant water queries into Google,
however,CCWater appeared below the more famil@gr i A T Sy Qa | R @ja@Somdtiyiesii KS £ A
not on the first page

Throughout the research, consumers had difficulty recalling or repeating the name, even when

prompted, and it is telling that the one customer who had actually contacted CCWater still did not

recall hearing their name, refleNA y 3 A y & ( SOYRO daRea YUiyKdsD oLl (i S'NILIS | NBR
misunderstood the name itself, questioning whether CCWater was a council, a water company or a
comparison website.

This lack of profile was considered a major issue by respondents deeosample. They perceived

that it undermined thecredibility of CCWater as a consumer protector because they considered that

if they were doing a good job then they would have heard of them. For some it also suggested a lack
of transparency in a servidanded by bill payers.

. SOFdzaS 6SQNB Fif LI e&Ay3a F2N 0KSY:Z (KSe K
GKFEG GKSe SEA&GDE
Household, Birmingham

AT GKSBQNB R2Ay3 (¢ GKA&a 3INBFG 62N)] (GKSy
HouseholdSwarsea

Respondents also perceived that CCWater could be mibeetivein its role if consumers knew
where to turn for help and adviogthis was especially pertinent to vulnerable customers.

dt dza K Y 2 NBc defilit@ydnhble Rdvertigiay, the more peofihat
1Yy26 GKS 0SGUSNE 20KSNBAAS LIS2LX S R2y Qi |
O2YLI yAda R2yQi 380 OKIftSyasRoE
Vulnerable, Swansea
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Finally, customers considered that a big name, such as Trading Standards, woultbhaueO f ;2 dzii Q
commanding greater levels ofspect from water companies. Respondents perceived that the
companies would therefore be more likely to treat customers well, for fear of reprisal if they did not.

Consumer views of the beneftsCCWatehaving ahigher profile

CREDIBILITY

Knowing about CCW would give
protector role credibility

Lack of profile suggests lack of
transparency — for a service funded by

bill payers
CLOouT EFFECTIVENESS
More effective if big name Can help more people
(e.g. Trading Standards) if they know where to

. furn esp. vulnerable
Would Water companies P

improve service if consumers
knew where to turn?
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5 Main findings: Ojective 2¢ Consumer needs for representation
5.1Experiences of contacting a consumer body

In order to explore the generic needs of consumers when contacting a consumer body, respondents
were asked to give examples of when they had experienced an issua séitvice provider and had
sought help from a thirgbarty organisation in order to resolve it. Generally, the experiences of those
using an Ombudsman or oth#rird-party were very positive and their involvement had been pivotal

in reaching a solution aettlement:

! Yy O2YLX FTAYSR (42 ANHAY aSRAl GKFG KAa Ay
When Virgin refused to solve the problem, he contacted Ofcom, who pressured Virgin to
abide by repair timescale regulations. They then fixed the igsthen a week.

T 1! g2YFYy NBOSAGSR | KAIK 0Af fcshedzs chpller@edRA RY QG
found liable & sent threatening letters. She went to the (Energy) Ombudsman, who listened
to her case & contacted SSE. The issue was resolved pyomititino payment due from the
customer.

GThe company was clearly frightened of the Ombudsman as they responded
the next day & all was sorted cbte
Household, Cambridge

1 A woman bought a sofa from John Lewis. It deteriorated significantly within a couple of
Y2y {(iKa odzi GKS aG2NB RARYQlG |O1y2¢fSR3IS GKS |
her through a simple & straightforward process for escalating the complaint.

1 A man believed he was entitled to compensation oversoisl PPI, but Lloyds would not
engage with him. He contacted Resolver, who explained his consumer rights & used his
information to construct a letter for him to send. Lloyds agreed to pay him compensation.

GwSa2ft OSNI 614 Iy AYRSLISYRSydifetd NI & sK2 02 d:
wouldy QG 3 S G | YiéydsKi€eNike yduhavdto push the right
odziti2ya G2 3S0 FyesKSNBbE
Household, Crawley

Household customers

Most household respondents had experienced some kind of service issue, and experiences spanned
awide range ofindustrg®® / AGAT Sy Q& ! ROAOS 4| &padygfolldvedy 6 KS Y2 &
consumer rights websites and forums, and also Trading Standards.

Overview of consumer issues leading to consultation of a-fairty
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Around half of those household customers who had experienced some kind of dispute had not
consulted ahird-party, including a few who had experienced issues with their water provigar
YIyes GKAA ol a 0SOFdzaS GKSe& RitaRtyofvho they ase. G K|
Some felt too intimidated by the company to pursue the issue, whilst others felt confident enough to
handle it on their own. Many considered their issue not serious enough to warrant help.

[e=:N
~
daly

Vulnerable customers

This low level ofontact with thirdparty support sources was reflected in the vulnerable sample,

where only 5 out of 14 respondents had contacted one in response to a service issue. As in the

household sample, the most frequently consulted tHird NI & ¢ & /,withsdm&y Qa ! RAA O
customers also contacting ACAS, an employee union or Trading Standards. Those who had good

support in their everyday life were more likely to consult a tipadty, butsome would relyon

others to do this, for example expecting their socialisiog provider or social worker to address

issues on their behalf. Those who were isolated or unsupported were more passive and unlikely to

seek additional support for service issues, leading to them being further disadvantaged. Examples of
issues that hadesulted in a vulnerable customer contacting a third party included:

Debt on a prepayment energy account when the customer moved into their flat
Anticipating difficulty in paying utility bills due to a change in circumstances
Employment dispute relatingptsick absence

Purchase of faulty goods

Bank letter in error

To Do I Do Io

Although none had experienced a watelated issue, it was noted duririge researctthat these
customers were more susceptible to experiencing financial difficulties with water, such as not
understanding whether their bill was corrediill shock or bill increases having gone onto a meter
without grasping the implications.

Nonhousehold customers

Most nonthousehold customers had also experienced issues which had led them to contact a third
party for assistance. Reasons for such contact included:
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