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Background & approach outline

The water industry is rolling out smart meters across its customer base in AMP8. Companies will have more customer

information on usage than ever before, enabling a broader understanding of water usage behaviours and patterns.

Through a collaborative programme we aim to carry out research that complements and helps make sense of bigger smart meter

datasets, with insight on customers’ perception, adoption and use of smart meters.

+  We willilluminate the early consumer experience of smart water metering using ethnographic principles to understand the

customer journey at an individual household level
+  We will, through the collaborative nature, provide a comparative analysis of programmes

.' - - - - L]
e o Longitudinal design (1 year) following the journey
INSTALLATION NORMALISATION REFLECTION
What attitudes i ,
‘ What h h t'?
beliefs, experiences a clppe.ns ence ahome s sma How does the
and lifestyles impact rﬁ What behaviours change? Why? Do the transition to smart
a person’s or /I changes last? water meters impact
households' decision m How does this vary by household (or consumer
to embrace or resist customer segment)? perceptions of their
smart meter water company?

technology? Variation by season?

Information usage?
Response to company-

e s . What platform /format
specific interventions or .
works best for sharing
smart meter data

i’ data?

4 Response to company comms? What style, frequency or specific messaging has most impaci?

As SSW have not started
their smart metering
journey yet, the
programme focuses
on understanding early
experiences of moving to
a water meter
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This report focuses on findings from Phase 1 of this research

Onboarding/Installation

Ethnographic 60-minute in-home
interviews
Following communication about or
recent installation of smart meters, we
conduct in-home interviews to
observe household life, including an
audit of behaviours within the
household and a (spontaneous and

prompted) review of communications.

This approach allows researchers to
build rapport with the household to
support interpretation and intelligent
probing af later stages — and capture
photo/video.

Meter read (to support analysis)
|

NB: Includes deep dive explorations
on flagged households e.g. where a
leak has been identified on or soon
affer installation

Monthly temperature g g
check (short survey)

S

4 months post-installation

1-week video diary task
Hosted on an online panel platform, all
households complete a 7-day task,
reflecting on use (or not) of water use
data & any communications.

As well as logging water related
activities each day and any self-
reported changes, the task will explore
barriers to changing water habits using
our COM-B
(Capability - Opportunity — Motivation)
framework

Meter read

Opportunity #1 for intervention:

despafch relevant water saving

gadgets or messaging fo each
household

g 4 4

8 months post-installation

2-week observation with motion-
sensitive cameras
At this stage, we will send smalll
cameras to households to
spotlight a specific behaviour (e.g. in
the garden; at the kitchen sink; by the
washing machine or bathroom door).

Researchers will review the footage
and conduct a follow up interview to
explore behavioural patterns.
Interviews will capture insight relating
to use of meter data and recall of any
comms.

Meter read

Opportunity #2 for intervention:

despatch relevant water saving

gadgets or messaging fo each
household

g 4 4 4

Each household will be allocated a researcher who will keep in touch via WhatsApp throughout the study for any relevant questions or when events occur. Respondents
will be encouraged to send photos and real time feedback on communications, news articles, or any other relevant incident/experience.

Phase
4

12 months post-installation

Group discussions
To conclude the project, we will hold
discussions fo summarise key learnings
from the smart metering installation
process and evaluate how behaviours
and afttitudes have changed over
fime.

Harmessing the power of the group
dynamic and using projective
techniques, we will understand how
smart meters are shaping perceptions
of water usage and company
reputation.

Meter read

Feedback loop: all participating
households will receive a thank you
with an infographic style summary of
findings

Jd ¢
S
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@
Method:

60-minute in-home
interviews to observe
household life, including an
audit of behaviours within
the household and a review
of communications.

R
m Sample*:

18 households who had
their new meter installed

between February and
March 2026.

Throughout this report,
qualitative insights are %
denoted by the icon: '&‘

*See full sample details in appendix

Phase 1: Qualitative sampling and objectives

Objectives

Allow researchers to build rapport with the household to support
interpretation

Determine household baselines to assess how household experience of having a
water meter and its impact evolves over the next 12 months:

perception of South Staffs Water
water using attitudes and behaviour
Immediate impact of having meter installed

Capturing photo and video evidence to support this

Gain insight into their reactions to the communications around the transition

From recall of the communications, to reviewing its timeliness, helpfulness,
clarity and tone

Identify pinch points in the installation process, and areas for improvement to aid
the successful, smooth transition to water meters

Navigator



South Staffs Water enhanced this research with an D
additional quantitative survey N

SSW also needs to understand how
customers are responding to their new

meter, so we ran a tracking survey of

newly metered customers alongside the Pre-wave: at installation Post-wave: 8-12 months post installation
qualitative research. Because the 20-minute survey  ==mm=- + The same list of customers will be invited to

qualitative sample is taking part in a year- Online + CATI complete the survey.
long study and thus likely to be more

informed and engaged, the survey helps
identify any differences in views.

Sample selection*: SSW provided customer lists of c. 3500 customers who had had their meter installed between 29
D D December 2025 and end of April 2026.

e Survey invitation: An online survey was sent to customers. They were incentivised by 2 x £50 vouchers to be won by
taking part. The survey was sent out in three batches, and the survey link was open from 239 April to 25" May 2026.
6) Customers each received one reminder to complete the survey one week after receiving it.

Survey mode: 280 customers completed the online survey, and 40 CATI surveys were completed using customer lists of
those without email addresses, with a targeted approach to include around 50% PSR / social tariff customers to optimise
inclusivity.

Throughout this report, quantitative insights III
i
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Key findings

Customers are, in principle,
motivated to reduce their water
usage but perceive limited room

for reductions

Many have already adopted 'easy-
win’ reductions and see most of
their remaining water-consuming
behaviours as either negligible or
essential.

There is also a strong sentiment
that wellbeing deserves
prioritisation, with many resistant
to changes that would impact their
hobbies or lifestyle.

Roughly a quarter of survey
respondents report making more
effort to reduce water
consumption since having a water
meter

The bathroom is a key area where
customers are finding ways to
reduce consumption (e.g. turning
off the tap when cleaning teeth or
shortening shower time).

Just under half of customers
surveyed meanwhile have not felt
any impact on their behaviour so

far.

Navigator

The key motivation to reduce
water consumption would be a bill
increase following metering

Many have not changed their
behaviour as they have not
received their first metered bill.

Those who do not experience a
change in bill will likely be less
motivated to reduce their
consumption.



Key findings

Around half of customers recalled
receiving the postcard on
installation day

Communications are seen as timely but
lacking information (e.g. reasons for
installing meters, installation dates,

estimated changes to bills, and how they
are calculated).

Postcards are seen by some as “overly
positive” and “patronising” in tone.

Larger households and those with
financial concerns are more likely to
react negatively to comms materials.

10
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. . There appears to be a strong link
Customers have mixed sentiment :
: X o between level of trust in SSW and
towards metering — with bill impact

being the deciding factor SNET 1= met.rlcs/clalmed
behaviours

‘ Those distrustful of SSW are:
S\cl)vrrr:aetsytg%pg;te’.crgetﬁgrr\scaefe’c 2:"? :%régbf; f * More likely to be dissatisfied.with the
the compulsory element and fear their value for money of services
household will be negatively impacted -
particularly true of larger households
and those struggling financially.

Bill impact is the primary driver of
acceptance, with many waiting for their . Less likely to recall comms, and react
first metered bill before deciding positively to therr'1
whether they support the initiative.

» Less likely to be aware of current
meter-reading processes

+ Less likely to be making efforts to
reduce consumption




South Staffs Water should therefore consider...

Tailoring support to larger
households (4+ people) and

financially vulnerable
customers

These audiences - compared to the
average surveyed customer - feel:

 more concerned about bill
increases

¢ more anxious about not being able
to track usage data, and

* negatively about comms materials

These customers arguably require
more support and guidance to
alleviate concerns as impacts of
metering begin to be felt.

1

Further explaining the reasons
behind compulsory metering

Many customers express frustration
about the lack of choice. The wide
range of explanations given for
meter rollout suggests gaps in
understanding, and several
customers suggested that comms
should include messaging to explain
this.

This indicates an opportunity for
South Staffs Water to build trust by
addressing misconceptions and
reducing negative perceptions,
particularly around assumed
revenue-driven motivations. This
could potentially be in the form of
“myth-busting” comms materials.

Providing more practical

information in upfront comms

Increased bills is the biggest
reported concern among customers
when moving to a meter.

There is strong appetite for practical
information from the outset of the
customer journey.

Communications should emphasise
how bills are calculated, and, if
feasible, estimated changes to bills
for different households.

Navigator

Promoting more innovative

water-saving tips

Many customers are highly
motivated to reduce water usage but
feel they have already done all they

can.

This perception may stem from
limited awareness of lesser-known
water-saving tips.

South Staffs Water has an
opportunity to challenge this belief
by offering tailored guidance on
impactful actions customers may not
be aware of, helping to dispel the
myth that “there’s nothing more | can
do". This could, for example, involve
frequent comms with tips to save
water.






Customers’ top priority is keeping bills down, which Navigator

feeds into their motivation to save water =
& Current concerns

- Customers' primary concerns revolve « Most customers are vaguely aware of their water
around cost of living and current global usage and try to avoid waste by making small scale
conflict efforts such as avoiding running water unnecessarily

. Anxiety around energy bills play into these « Although customers try to use water wisely, this isn't
concerns, with many worrying about further an issue they actively think about day to day, and
increases to bills. limiting energy usage is often prioritised

o ® « Most also do not believe that water scarcity is a UK
issue due to the amount of rainfall they observe

W
Customers with larger families continue to

feel the strain of the cost-of-living crisis
across their household bills.

« Views on essential usage are also mixed, with some
arguing that using water to create memories and
maintain good mental wellbeing is essential. This can
act as a barrier when considering opportunities to cut
down on consumption

13



Nearly half of customers are satisfied with value for money, Navisator
while a third agree clean water charges are affordable

Those struggling financially are more likely to disagree that water charges are affordable. III.

Satisfaction with the value for money of services Affordability of clean water charges

m Very satisfied m Strongly agree

—

=8 Satisfied: 46%

A Those comfortable
financially are more

Agree: 33%

m Fairly satisfied m Tend to agree

Neither nor _ likely to be satisfied Neither nor
with value for money 33%
(60%) = Tend t
, . - end to
m Fairly dissatisfied 26% disagree
, . m Strongly
m Very dissatisfied disagree
Dissatisfied: 20% Disagree: 26%
: Don't know
Don't know y | Those who distrust Those aged 30-44
8% SSW are more likely 8% are more likely to
to be dissatisfied disagree that clean
Total with value for money Total water charges are

(57%)

affordable (43%)

Q3. How satisfied are you with the value for money of the clean water supply and services you receive from South Staffs Water? Base: All
14 respondents (320)
Q4. How much do you agree or disagree that the clean water charges that you pay are affordable for you? Base: All respondents (320)

Denotes sig diff
AV vs. Total @ 95% CI



Just under half are satisfied with SSW’s service, mirroring ~ Navigator
overall levels of trust and VFM

Satisfaction with the service provided by South Staffs Overall trust in South Staffs Water
Water

V' Those living
comfortably are most
likely to trust SSW

Those living
comfortably are more

likely to be satisfied
m Satisfied (8- (48%)

10)

(45%)

® Trust (8-10)

Neither (6-7)

Neither (6-7
13% 67 20%
m Dissatisfied :
[ -
(0-5) Distrust (0-5)
Y\ Those aged 30-44
Don't know V'l Those struggling : are more likely to
financially are more Don't know distrust SSW (46%)
likely to be )
: dissatisfied (72%) 1%
0
Total Total
Q1. How satisfied would you say you are with the overall service provided by South Staffs Water. When giving your answer, please think \ 4 Denotes sig diff
15 about all aspects of the service it provides, from the everyday supply of water through the tap to how customer service queries are A vs. Total @ 95% CI

handled. Base: All respondents (320) Q2. To what extent do you trust South Staffs Water? Base: All respondents (320)




Compared to recent tracker research conducted by South  Navigator
Staffs, scores for key metrics are notably lower with the

universal metering sample 1
South Staffs Online Navigator Insight Additional
Tracking Survey Quantitative Survey
(n=236) (n=320)

Value for money (NET satisfied) Differences in satisfaction / trust levels
compared to previous quantitative
insights may indicate a negative impact
on company-related sentiments following
meter installation.

Bill affordability (NET agree)

. . However, it is important to note that there
gg{c‘?srﬁg;)at's‘cac“on (NET are differences in sample sizes here and
that the Online Tracking Survey was
representative and completed in
February 2026 - before small inflationary

Trust (NET trust) bill increases.

Denotes sig diff
16 AV vs. Total @ 95% ClI
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Water usage
attitudes &
behaviours




The house tour: Deep dive on kitchen behaviours Navigator

“We don't put [the dishwasher] on
until it's full, so that's a way of saving
money.”

There is high awareness of water use in the kitchen, but as this usage is

seen as essential, there is limited perceived opportunity to save water.

50-54, Couple Occupancy

\ Most consciously avoid filling to the top; a behaviour driven by perceived efficiency

' « Customers habitually fill to 'about the second cup’, as more feels excessively
m wasteful. Larger families are more likely to fill to the top but feel this is justified

« A few customers keep watering cans near the sink to be able to collect water while
: they wait for taps to heat, this water is recycled for activities such as water plants

Kettle
',' Water use during cooking is seen as low
@ :@ « Customers do not automatically correlate cooking with water usage and when
—00.. prompted they feel they only use water ‘as necessary’ for cooking, seeing the
L amount as relatively insignificant
Cooking
! Most customers use a dishwasher rather than handwashing, and few see room to
| reduce their water use for these activities
| » Customers typically wait for a full load to run, supplementing with selective hand-
= washing of fragile items. Most users select an eco / fast wash setting, believing this “You've got to use water. There's
SN, can save energy and water only so much you can save. If you
: » For the minority who handwash, most have a washing up bowl. This is seen to be wantto maﬁizgg’s‘/g};ﬁg’ you've got
Washing up habitual rather than a method of saving water. There is also confusion amongst '
‘ customers on whether handwashing reduces more water waste than a dishwasher 55+, Couple Occupancy
18
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The house tour: Deep dive on cleaning behaviours

Water use for cleaning is seen as a necessity, with behaviours driven Saneings e seehing i
does get put on with smaller

bits...Especially if they've come back
sports gear, it goes straight in.”

Laundry is routinely done on full load, or when they run out of key items SO [P e

Most run the washing machine around 3 — 4 times a week, which increases
based on household size and lifestyle e.g. washing clothes after exercise. As

by hygiene and convenience.

u_@' usage is hygiene related, it is not a behaviour customers are willing to cut back
on
) « Although a minority opt for an eco setting to potentially save water and energy,
Washing . . f , . .S
. many do not believe this washes clothes ‘properly’ due to the machine spinning
Ll too slowly

All customers owned a tumble dryer, with frequency of usage reflecting
washing machines and seasonality
« No customers in our sample had a built-in condenser to collect water from the
Tumble dryer . .

: dryer, suggesting a lack of association made to water usage

1

Most see water use for house cleaning as negligible, with many opting for

_ cleaning wipes due to convenience “I use a bit of bleach...it'll just be
« Mopping is limited to kitchen and bathroom floors, and water use for this is literally a little bit of water to swill it
" : seen as limited (i.e. most have a spray mop) off...So to be fair, how much water |
. . use when I'm using it doing my
« Surface wipes are used most for smaller clean ups — with water only seen as a cleaning is negligible.”

Cleaning necessity if an area needed a deeper clean 55+, Couple Occupancy



Shower

he house tour: Deep dive on bathroom behaviours

There is high awareness of water usage in the bathroom, with many

identifying opportunities to reduce usage.

Shower length and frequency varies based on age and lifestyle

« Most customers feel they do not spend long in the shower (3-6 minutes on average),
but report that their children take longer. For a minority, longer showers are seen as
important for relaxation and wellbeing

« A minority of customers have devices here that they find useful e.g. attachments and
timers. However, there is perhaps some confusion around what saves water, with a
few adopting behaviours like brushing their teeth in the shower to reduce overall usage

Baths are more frequent in households with children or customers with physical health
conditions

+ Some feel they could reasonably reduce their water use by taking less baths, viewing
them as non-essential. Others feel strongly that taking a bath is an important personal
comfort they are unwilling to give up

Most turn the tap off when brushing their teeth and acknowledge that leaving the tap on
is wasteful

» Despite this awareness, a few still leave the tap on - a long-term habit they struggle to
change

Awareness of ‘if it's yellow let it mellow’ is widespread, but most struggle with this
advice

« Personal hygiene and social acceptability are strong barriers to adopting this measure,
with the vast majority flushing after every use (overnight being an exception for many)

Navigator

“For the little man we do bath
for him rather than shower
because in the shower trying
to pin him to be able to get him
washed compared to here, he
can have a bit more fun.”

30-34, Family stage

“[The shower is] It's the only
time | get to myself...I just
stand there with the water

running on my head until | feel
ready to get out.”

40-44, Family stage



Survey findings support the observation that bathroom is
the main area where customers are cutting usage

“Claimed" adopted behaviours as a result of being switched to a meter
70%
447 0 10,
es% 17 % 17 %
° ° 13% °
M% =7

Navigator

Turning off ~ Shortened

o
2% 1% 1%
_ I I
Only filling  Not flushing Using the Using a Not Fitting a Fillup and Less frequent Keeping cold Fill up and Reusing  Fitting water None of these Another new Less use of Fewer car
tap shower time  the kettle the toilet  shorter wash  watering showering water use and/or water in the use water to saving water saving the washes
when with the water every time  function on cantowater everyday buttin garden ECO mode  shallower fridgeto  ECO mode wash devices activity dishwasher
cleaning you need the garden / not when using baths avoid when using  vegetables
teeth washing using a hose washing running the dishwasher  /fruit or rice
machine machine

tap

Q12. Which of the following activities have you started doing as a result of having a new water meter installed? / Which of the
21

following activities do you currently do? Base: Those making more effort to reduce consumption since having the meter installed
(88)
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The house tour: Deep dive on garden/pet behaviours
“Most people, when they come home

from work, will just come and chill out
in the garden...It's my relax time, it's
my downtime.”

reluctant to make changes if this compromises their wellbeing.
50-54, Family stage

Customers see opportunities to cut down usage in the garden but are

Those with gardens see this as a place for rest and relaxation, and have

hobbies that require water e.g. gardening

« Those with water butts commonly use these to harvest rainwater, and
customers actively prioritise using this as the primary source for watering

plants - only using water from the tap when water butts are empty

» Most have an outdoor tap but only some make use of it for watering plants /
washing cars / pets, while others rarely ever need to use it

» Activities such as gardening, filling up paddling pools / hot tubs in the summer
and water features are some areas where customers can identify opportunities

to cut down. However, they are reluctant to do so as they do not feel they
should have to give up their hobbies / methods of relaxation to save water

When thinking about the water used to care for their pets, most only think of
drinking water initially
. . “Everybody in this country should
However, when probed further, answers illustrate a range of additional uses have a water butt if they've got a
garden.. the water that comes out of
the water butt can water the garden.”

including baths, washing pet blankets, rinsing following muddy walks etc.,
which are less top of mind and, in any case, perceived to require negligible
55+, D, Family stage

Pets
amounts of water

22
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Case Study: Megan
(=

00O
Tah

Megan is keen on saving water and electricity day to day, mainly motivated by
cost-savings. She fills the kettle for two cups only, keeps showers short, and
uses collected rainwater in the gardens whenever possible, where she has
installed three water butts over the years.

Megan proactively applied for a water meter right before the rollout, hoping to
lower her bills. However, after two cancelled appointments her household
was eventually picked up by the universal metering programme. Although she
was happy with the installation, she was displeased by the amount of time it
took for a meter to be fitted especially as previous appointments had been
cancelled without notice.

“The only thing | would say about [the meter] is it took a long time to come.
Okay, we applied last year, then they were gonna come in January, then they
didn't come, and they were going to come another date, they didn't come.”

Despite her support for metering, reducing further usage might be difficult for
Megan. She has to clean the house everyday, as her husband is very
sensitive to germs. The fact that she already engages in most of the ‘easy
win' behaviours also means it's harder for her to find room to cut usage
further.

oY
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What does the data reveal?

Many see their water usage as essential

Most customers see themselves as using what they need, with
limited perceived opportunity for further reductions.

For a minority, there are clear ways to cut down e.g. relinquishing
water-based hobbies, but motivation to do so is often low as they would motivate them to adopt higher effort water saving

pI’IOI’ItIS.e WeIIbel.ng. _ behaviours (but would negatively impact their perception of South
A few customers are already highly motivated to cut down, having Staffs Water). But for many, they aren't yet sure what the bill
installed water saving devices or getting rid of water-intensive impact is.
devices.

For a majority, adoption of water saving behaviours is subject to
bill increases

For most customers, keeping bills down is a key motivator. They
express that consistently higher bills as a result of having a meter

Customers are more aware of their usage following the
meter install and are beginning to consider adopting

higher effort water saving behaviours

But there is limited p.erceived room for further
reductions, due to: S —

1. alack of awareness of how much water different customers who do not

amount); and following their meter
2. asense that certain behaviours are essential and installation, are more
are not subject to possible reductions in water use likely to continue as
normal, and not feel the
need to reduce their
water usage.



What does this mean in terms of opportunity for

meters 1o have an impact?

25

Customers are capable of changing
behaviour physically and mentally;
few need additional support

Strong understanding of their
energy usage data, via in-home
displays

Customers without previous
experiences of smart meters may
struggle to interpret what their
usage data means, limiting their
ability to act without guidance

Customers lack a baseline
reference point for what ‘normal’
consumption is for a household of
their size

Save water

(further)

Customers believe that future
access to real time usage data will
allow them to spot further
opportunities to save water

However, without this real time data
customers who feel they already
save water struggle to identify
ways to save

Water usage for cooking and
cleaning are seen as essential
meaning customers find it difficult
to identify ways to cut down here

Those with larger families, children
or vulnerabilities spot fewer
opportunities to cut down, feeling
that their circumstances offer them
less control of their usage

Navigator
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v Most are motivated to save water to

keep bills down

Long-term habits and personal
hygiene standards could pose
motivation barriers for a majority

There is openness to ‘easy wins'
but changes that feel like a sacrifice
to living standard or convenience
may face resistance

There is a resistance to reducing
water usage associated with
hobbies, with many believing it is
not fair to have to discard
something that brings them joy

There appears to be some willingness and capacity to change behaviour. However, change is

dependent on bill fluctuation, as well as receiving tangible examples of how to reduce their
water usage without impacting their living standards.







Awareness of the meter installation is high Navigator

Almost 9 in 10 customers have never lived in a property with a meter before, an indication of I
the level of “the unknown" for these customers. I Il

Awareness of water meter installation Previous experiences of water meters
3% 1%

Those aged 75 or
over are more likely

to be certain of the
meter installation

(98%)
= Yes, I'm certain one has been installed = Yes, I've lived in a property with a meter before
Yes, | think it has been installed but not completely sure = No, I've never lived in a property with a meter before
= No, | was not aware that a water meter had been installed Don't know/unsure

AV Denotes sig diff
27 Q5. Are you aware that a water meter has been installed at your property in recent weeks? Base: All respondents (320) vs. Total @ 95% ClI

Q7. Have you lived at a property with a water meter before? Base: All respondents (320)




Installation experiences Navigator

Limited information throughout the process is a key issue among the qualitative sample % '
:&% O\ lo

Recall of prior notice is high, with most spontaneously mentioning pre-

installation postcards and emails
Door knocking was

«  Whil mall minority onl me aware of the installation when engineers arriv . . .
@ e a sma ority only became a a.e'ote stallatio en engineers a ed inconsistently provided
or works began nearby, most recall receiving advance communication and feel they

1

1

\ were given sufficient notice
1
|

Where people recall several touchpoints, the amount of comms received feels
adequate, and relayed the key point that they didn't need to do anything

This has a low impact overall

but can add peace of mind and
reassurance during installation,
especially to more vulnerable

=
“ However ...
customers.

Several think there is a lack of information throughout, such as reasons for installing

Installation

notice meters, installation dates, and most importantly, how bills are calculated
! » Installation dates were not always adhered to, with some reporting they went by “Reading isn’t my strong point... so a
without the work taking place bit of verbal information would have
! been much better.”
: For most, the installation process was quick, with minimal disruption to 55+, Family stage
ﬁ daily life
; « Installations went largely unnoticed and caused minimal disruption, and any ' 7 inside of
' interruption to water supply was brief and barely noticed ‘It didn't really ajject the inside o
Installation P . pp. y . . y - ) . my house. | didn't notice any brown
Works « Those who recall interacting with engineers report positive experiences, seeing water or low pressure or anything
\ like that.”

| them as helpful and able to answer questions, though this was infrequent

‘ . . . . . . . .
A minority mention negative experiences such as water discolouration without 55+, Couple occupants

28 advance notice, and minor property damage



Case Study: Harry

Harry is highly engaged with his utilities and is an inventive resource saver. He has
% reworked his home to be as efficient as possible including moving his boiler closer to the
o sink, installing automatic shut off timers on both the shower and extraction fan, and reusing
water from his tumble dryer to fill the toilet cistern (pictured left). He says the main drivers
are to avoid waste and keep bills down.

“If | can spend some money to save money on a bill that's significant enough, then | will do it.”

Harry is very sceptical of water companies. He feels that metering is a way for water
companies to make profits under the guise of safeguarding water.

“They can charge me more at the end of the day, and that is the be-all and end-all. That's all
they're interested in.”

This distrust has been compounded by his recent meter installation experience; he was
dissatisfied with the disruption the install caused, which included water discolouration and
equipment being left on his driveway which caused damage to his car. Communications
also caused issues for Harry, due to his condition reading has become more difficult. He
would have preferred a way to communicate verbally with a South Staffs representative as
the written communications left him confused about billing and timelines.

Although Harry is a resource conscious customer who is motivated to save water, he feels
that the metering process has confirmed his suspicions about water companies, thus
negatively impacting his perceptions of metering and South Staffs Water.

29 Navigator



Sentiment towards meters

Navigator

% There is a near-equal balance of positive, negative, and neutral sentiment among
0e® interviewed customers.

N

Financial uncertainty is a central factor shaping feelings about meter installations
and is likely to affect acceptance and future behaviours.

Key themes driving positivity:

« Potential savings (households often single or couple ‘

occupancy)

» Associating meter programme with wider environmental
benefits

» Greater billing transparency; minority added that real time
tracking has the potential to increase trust in billing

« Greater visibility of their consumption habits, as few have
an accurate idea of their daily usage

« Fairness - a minority (mainly single occupants) requested
a meter and suggest it is fair to pay for what you use

Several customers felt they could not

comment on overall sentiment until bill
impacts are known.

30

Dissatisfied customers are more likely to:

« Have bigger families with perceived high-water usage
« Be financially vulnerable and concerned about bill increases

» Express negative perceptions about the underlying rationale for
meter installations, attributing the decision to financial drivers
rather than environmental needs

« Have poor installation experiences (e.g. damage to road or
property)

Compulsory metering and bad press is also driving negativity, with
customers feeling forced or annoyed by a lack of choice.

“It's nice to know what your bills are going to cost each month, but with a water
meter it's variable... the unexpected cost could then affect your ability to pay
for other things in life.”

Under 35, Family stage



Sentiment among surveyed customers is mixed and Navigator
largely mirrors qualitative findings

Many are unhappy about the compulsory element, while several believe it is too early to III.
judge whether meters are a positive development until changes to bills are known.

Sentiment towards meters

Annoyed that| Happy that| Too early to say Glad thatthe @~ Would have Concerned that Not happy  Strong negative No real feeling Not happy  Angry that | was Do not know

have to have have got a as | have not meter will save  liked more I may have to with the location general reaction about the issue  about how  not told when it
one whether | water meter had a bill yet us money information first;  pay more of the water one way or  poorly the work  was being
want it or not better meter another was carried out installed
communication o
b O=
QS ® o050 5 3
A % A N~ A A e

. $i'ngle occupants are Customers aged 65-74 are
significantly more likely to be significantly more likely to be

Customers who are
comfortable financially are
significantly more likely to be
happy about having a meter
(29%).

Customer distrustful of SSW

SIS MERE [E 9 o happy about having a meter happy about having a meter

compared to households with compared to those aged 45-
4+ occupants (29% vs 11%). 64 (27% Vs 16%).

annoyed about compulsory
metering (41%).

31 Q6. Now you know what a water meter is and that you have one, how do you feel about this? / How do you feel about your home AV Denotes sig diff
having a meter? Base: All respondents (320) vs. Total @ 95% ClI




Case Study: Leianne

% Leianne is a former competitive swimmer and a proud Pisces. She feels a deep
;&{ connection to water and feels strongly about wellbeing of her fish and garden.

“I'm a Pisces and | used to represent England...So, | do like water, anything to do with
water.”

Although Leianne does not believe that the UK is facing water scarcity, she does
care about the environment and acknowledges that she uses a lot of water. This
motivates her to combat her high usage by regularly performing water recycling
routines.

“I collect the water that | take out of the fish tanks and put them in the water butt, and
that's what | use on the garden as well.”

Leianne is worried about the impact her water meter will have on her bills and
disagrees with compulsory metering as a principle. She believes she already
reduces her usage where she can and does not believe she should have to stop
keeping fish or gardening to reduce her usage.

Ultimately, Leianne believes she will have to wait for further bills to see the impact
of metering and form a final opinion on this. As it stands, Leianne believes South
Staffs Water are taking away customer freedom and expects that they will face
reputational damage from this.

32 Navigator




Expectations of water meters Navigator
=

LN Perceived reasons for the meter rollout: Experience and impact of smart energy meters:
« Many customers perceive meters as tools to decrease » There is mixed engagement with smart meter devices; some
overall water use and encourage reduced consumption check daily or multiple times a week, adjusting their
) ) ) ) behaviours in response to the data (e.g. turning off heating).
» Several point to environmental rationale, seeing water as a Others only engage around price cap changes, or not at all
limited and valuable resource, with metering a way to
respond to water scarcity « Energy feel more controllable than water. A key reason that
_ . _ energy meters drive behaviour change is that specific
+ Some believe the metering programme intends to create a actions, e.g. turning off appliances, have visible cost
fairer system and is born out of a pay-for-use principle impacts. Some customers have smart radiator valves,
allowing them to remotely switch off heating in certain

« A minority are sceptical, viewing meters as a way for water

companies to raise revenue; these participants also tend to rooms
worry abput increased bills, and hold negative perceptions . By contrast, water usage is generally seen as vital and
of metering overall necessary for a wider range of daily tasks, with fewer

obvious levers to reduce usage

“I think the main driver is almost certainly, | would bet on it,
to reduce water usage, beyond which has happened already, and | guess
the same kind of thing is happening in other areas.” Most customer are not aware that meters are

55+, Couple occupancy not fully “smart”, however there is strong
appetite for real-time data which was
described as the logical next step, affording
customers more control over usage.
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Appetite for access to real-time data is high

Most customers are disappointed they cannot access usage online and are confused about
why the technology is not readily available.

Attitudes towards lack of “smart” data access

I'm disappointed - |
expected to be able to view

my usage online 43% 21% 19% 3% 10% 4%
immediately
I'm confused about why the
meter isn't the latest 34% 21% 24% 5% 7% 8%
technology

I'm happy to wait until the
data becomes available,
and look forward to
monitoring my usage then

21% 4%

| am strongly against
having readings to be sent
automatically to the company
at my property

1M% 30% 7%

This doesn't affect me - |
wouldn’t look at the data 8% 6% 16%
anyway

6%

Don't know/unsure

m Strongly agree ®Tend to agree = Neither agree nor disagree ®Tend to disagree m Strongly disagree

Q9. Now you are aware of this, to what extent do you agree with the following statements in relation to your meter and the fact
that you don’t have access to your water consumption information yet? Base: All respondents (320)

34

Navigator

Customers in
large households
(4+ people) are
significantly more
likely to be
disappointed and
expect to view
usage
immediately (80%
agree)

Customers
struggling
financially are
significantly less
happy to wait until
online data
becomes
available (59%
disagree)

Denotes sig diff
vs. Total @ 95% CI



Half are unaware that meters do not automatically transmit Navigator
readings; this rises to 7 in 10 among those who distrust SSW

Awareness that water meters being installed still need to be read by an employee
with a device

EYes

ENo

Don't know

Those who distrust SSW are

significantly less likely to be

aware of current meter-

reading processes (70%) Denotes sig diff
AV ¢ Total @ 95% Cl

Q8. Were you aware that water meters being installed by South Staffs Water are ones that still need to be read by an employee or by an employee moving past with a
35 device? Base: Those aware of installation (310)
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Current and anticipated behaviour change
=

0e®
¥ Most have not felt any tangible impacts since Anticipated behaviour change will depend heavily
moving to a meter on how bills are impacted

« Several envisage cutting down on water usage if meters

« However, several acknowledge water has become more top

of mind, increasingly reflecting on when/how they use water

Some mention small, “subconscious” adjustments to daily
routines, for example not letting the shower heat up before
stepping in, or ensuring they turn the tap off while brushing
teeth

The meter installation has had a significant impact on a small
minority, who mention adopting multiple water-saving

increase household bills

Visible costs (i.e. through real-time data) may prompt
greater reflection on everyday actions, for example noticing
which activities cost more and reconsidering wasteful
behaviours

However, most do not think it will stop them from enjoying
non-essential activities, such as filling a paddling pool.

practices, such as ordering water butts, and getting rid of Several believe wellbeing benefits trump additional costs

water-intensive devices such as pressure washers « Some express a desire to cut usage but struggled to identify

how they could

« A minority are firm in their resistance to change, and do not
see the meter having any impact on behaviours - typically
higher income households

“We've had it just shy of a month, and straight away we said, right, we're
not going to wash dishes every single time... We'll wait and either do it
once or twice a day.”

297, Gelizle @paLiseey “I'd like to think | could, but I'm not sure how much more | could save... It's

not like | just leave the tap running and walk off.”
26 35-54, Family stage



Increased bills are a key concern for survey respondents

Two thirds are frustrated by a lack of information regarding water usage and the ability to track it.

Feeling worried that my
bills might increase

Feeling frustrated by the
lack of information about
my water use

Feeling anxious because |
can't easily track my
usage yet

Feeling motivated to use
water more efficiently

Feeling more in control of

my water usage %

Feeling more confident
managing my household 9%
bills

m Strongly agree m Tend to agree

Attitudes towards the impacts/potential impacts of metering

SYAZ) 20%

39% 27% 19%

39% 25% 18%

31%

27%

15% 33% 14%

Neither agree nor disagree m®Tend to disagree m Strongly disagree

16% 6% 3%

7% 6%

9% 8% 2]

6% 12% 2]

26%

Don't know/unsure

Q10. To what extent do you agree with the following statements about the impact having a water meter has had on you? / To
37 what extent do you agree with the following statements about the impact having a water meter may have on you? Base: All

respondents (320)

Navigator

Customers in large
households (4 or more
people) are significantly

more likely to feel anxious
about not being able to
track usage yet (85%
agree), feel worried their
bills might increase (91%
agree), and less likely to feel

more confident managing
bills (63% disagree).

Customers struggling
financially are significantly
less likely to feel more
confident managing their
bills (70% disagree).

Denotes sig diff
AV vs. Total @ 95% CI



Just over a quarter report making more effort to reduce Navigator
their water consumption, while almost half have not
noticed an impact III-

Extent of effort to reduce consumption

® Making more effort

Customers who trust SSW
are more likely to be making

m Making the same level
of effort (already

making lots of effort) efforts to reduce water

consumption (40%).

B Making the same level
of effort (wasn't
motivated to reduce
before and am still not)

m Making less effort

Other

Denotes sig diff
AV J

= Don't know vs. Total @ 95% CI

Q11. Have you made any changes to your water use since you had your new water meter installed? / Has your water use changed at all between now and three months ago?
38 Base: All respondents (320)



Those making efforts to reduce usage are motivated by

financial and environmental factors

Barriers to motivation include feeling like they should be able to use water how they want, or level of
control over others in their household.

Making more effort to reduce water

consumption (28%)

« Those making a stronger effort to
reduce water consumption are
concerned about bill increases
(52%)

* A minority feel that having a meter
makes you more aware of your

usage as you pay for what you use

(9%)

« Therefore, using less has a direct
incentive in the form of a cheaper
bill

“Having any sort of meter makes me more
aware of waste. I'm more careful with gas

and electric because my smart meter shows

me what I'm spending. | think this will be
relevant with water too.”

39

Making same level of effort (already

making lots of effort) (48%)

Those who feel that they already
make a strong effort to reduce water
consumption are motivated by an
awareness of waste (41%)

As these customers have been
motivated by reducing waste rather
than specific trigger events, like a
high bill, they express long standing
water saving habits (41%)

A minority have a stronger
awareness that water is finite and
find it sensible to reduce waste
(13%). A select few understand the
implications of water scarcity and
view this as a current issue (1%)

A few feel they would struggle to
reduce usage further due to health
conditions like incontinence (5%)

Navigator

0e®
L N

Making same level of effort (wasn't

motivated to reduce consumption) (14 %)

A minority of customers are actively
demotivated to save water due to
feeling that they have a right to use
the water they pay for as they wish
(22%)

A fraction of customers also feel that
having a meter will impact their
quality of life, as reducing water
usage will lead to improper personal
care (22%)

A smaller proportion of customers are
demotivated due to having large
families. They feel it will be too
difficult to manage other occupants’
behaviours and feel that they are
already doing all they can (9%)

“The water "l pay for" is mine to live with and to

do as | please with.”



Navigator

Roughly two fifths do not expect consumption to change
These customers believe they are already doing what they can to save water and only use what they need. IIII

Expected change to water consumption Reasons behind expected change to water consumption

“Water isn't a luxury item which we can stop

Unsure/Don't know using to economise, it is essential.
| don't expect any change to my

18% consumption

| don't expect any
change to my

consumption “I'm a person who likes a deep hot
bath...now I'm not! | also use the garden
hose whenever needed, I've now got a water

mYes, | expect my
consumption to increase 42%

significantly

mYes, | expect my
consumption to increase

butt front and back and use a watering can.”

Yes, | expect my consumption to decrease
significantly

slightly Bl Increase: 7%
EYes, | expect my
consumption to

decrease slightly “It's summer time. So You consume more

- Decrease: 34%
water and shower more.”

J

mYes, | expect my
consumption to
decrease significantly Total

Yes, | expect my consumption to increase
slightly

A Those who trust SSW are
significantly more likely
to expect consumption to

decrease (51%)

\ 4 Denotes sig diff
Q13a. Thinking about the first 6 month period, from when your water meter was installed, do you expect any changes to your A vs. Total @ 95% CI

40 overall water consumption? Q13b. Why is this? Base: All respondents (320)
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communications




Testing priority communications

Navigator

Three pieces of communication were tested during qualitative interviews.

South Staffs Water

Faye is getting her new water meter installed next week

Water you
waitingfor? -

Your meter is on its way.

A postcard/email 4
weeks prior to
installation - raising
awareness of the

meter fit and
providing link to find
out more info/FAQs.

Water meters mean fairer bills for everyone and put you in control.
Find out more about meters at south-staffs-water.co.uk/meters

9

South Staffs Water

A postcard/email on

Your new water £ Y the day of the
meter has b en '’ W installation -

~ Vi updating customers

inStaIIEd. ) of the meter fit and
i - providing advice if

Water meters mean fairer bills
and put you in control.

any supply issues
caused.

Find out more at south-staffs-water.co.uk/meters **

9

Customer Reference: South Staffs Water

Green Lane, Walsall Ws2 7PD

Supply addreSS: www.south-staffs-watercouk
Your new water meter is now installed

We're pleased to let you know your new water meter has
been fitted. From now on, your bills will be based on the
water you actually use.

What happens next?
«  Your new charges will start from 00/00/00.

«  Within the next xxx days, you’ll get a final statement for
your unmetered charges

. Your meter’s serial number is xxx and it’s located xxxx.

A final email/letter 7-10 days post-installation -
providing more details, advice and resources about
customers’ move to metered charges.



Sentiment among qualitative respondents

% l‘ Customers who are more positive about having a water meter tended
'&1 to be receptive to comms

« Post-installation letter seen as “professional”, “informative”, and
"effective”

« Postcards described as "“modern”, “fun”, and “friendly”
< :

Reactions to
comms are mixed,
often influenced

by sentiment
towards meters Postcards are often seen as "overly positive" and “patronising” in
tone. This reaction is particularly strong among customers who are
already dissatisfied with compulsory metering, as the upbeat
messaging feels misaligned with their concerns

Those who opposed the introduction of water meters tended to
perceive the comms more negatively

« Customers appreciate receiving advance notice and feel the comms
arrived with enough time to prepare for the change

« However, a key concern is a lack of practical information prior to the

Timing meter installation. Customers would have liked more information on
appropriate, but reasons behind compulsory metering, estimated changes to current
important details bills, meter location, and how bills are calculated

lacking . Itis acknowledged that the post-installation letter contained some of

this information, but there is strong appetite to receive it earlier in the
43 journey

Navigator

“I think this (2"? postcard) is very
positive. It's clear, it's concise.”

35-54, Single occupancy

“It (15t postcard) seems too happy, like
it's a really great thing. It's not going to
save me money, so it's not going to
make me that happy.”

Under 35, Family stage

“There’s no information on how your
bill might change, it could be dramatic
or just about the same... | just found it

all quite vague.”

35-54, Family stage

“Being told after makes it feel like this
information is a bit hidden.”

Under 35, Family stage



Additional themes

% /
& B4
00O
L N\
Recall is aenerallv hiah Comms perceived to resonate
< y g differently across demographics

Navigator

Customers want to hear about the
tangible benefits of meters

44

Most customers remember receiving
at least one of the priority comms,
with several remembering multiple
over time. Only one customers had no
recollection of receiving any of the
three comms

The two postcards are recalled most,
with customers highlighting the
vibrant colours and photographs

However, recall is often vague -
several could not remember the
specific contents, and some mention
discarded the letters/postcards
shortly after reading them

The post-installation letter is seen as
most practical, with some filing it for
future reference

Some note that postcards may
resonate more strongly with younger
customers, who are seen as more
accustomed to informal or visually led
comms

Multiple customers feel older
demographics would be more likely to
view the style as less relatable

By contrast, the post-installation letter
is seen as neutral and catering to all
generations

“This is exactly how it should look, standard

email with no thrills.”
Under 35, Family stage

Regardless of their attitudes towards
meters, customers feel that the
current comms are vague on what
they gain from having one installed

Several have concerns about finances
and feel the messaging should explain
more about likely changes to billing

A few customers also express desire
to hear more about future access to
smart data, and what they can expect
going forward

“I would prefer to have access to real time

data. How can | be expected to cut down if |

can't see exactly how much I'm using?”
55+, Couple occupancy



Recall of the pre-installation postcard is highest, while only  Navigator

half recall receiving a postcard on the day of installation '
[ O
A

. . . . Customers who distrust
IIII Recollection of metering communications SSW are significantly less

likely to recall the two
postcards

A postcard though the letterbox, on

o,
the day the meter was fitted 13%
A postcard though the letterbox, in
the days leading up to the meter 12%

being fitted

V' 47% answered
IINOH

mYes mNo Don't know/unsure

Denotes sig diff
Av vs. Total @ 95% CI
Q14. Which, if any, of the following communications do you remember receiving from South Staffs Water in relation to the
installation of a new water meter? Select all that apply. Base: All respondents (320)
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Roughly half also recall getting an email about meters Navigator
coming to their area
i,

Recollection of wider metering communications

8% 2% 0 ) ° 0 °
- 1% 1% 1% 1% 1%
An email telling A letter from the A social media An additional flyer A letter priorto  Visit from South Phone call An advert on the None of the above  Don't know
me water meters company after my message/advert talking about the the meter being Staffs Water local radio about
were coming to  meter had been about water installation installed water meters
our area fitted with more meters coming to our
details about it area

Q15. Which, if any, of the other following communications do you remember receiving from South Staffs Water in relation to the

46 installation of your water meter? Select all that apply. Base: All respondents (320)




Deep dive: Pre-installation postcard

Postcards are recalled most among customers, particularly the front pages.

00O
el

The colour scheme is
seen as eye-catching,
vibrant, and modern.

Several feel the tone is
too cheery, not
matching the
seriousness of
switching to a meter,
particularly given the
potential for some
households to
experience bill

9

South Staffs Water

Faye is getting her new water meter installed next week

Water you
waiting for?

Your meter is on its way.

Water meters mean fairer bills for everyone and put you in control.
Find out more about meters at south-staffs-water.co.uk/meters

yu

)

South Staffs Water
Hello,

We're about to begin installing free water meters across
your area. Together, this will help us manage water supplies
sustainably in the face of climate change and increased
demand from housing and population growth.

Water meters offer several benefits:

+ You're in control - Pay only for what you use. Use less, pay less.

« Fair, accurate billing — Just like gas or electricity.

« Smarter water use — Reduce waste, save money.

» Protect nature - Using less water supports rivers, reservoirs,
and the environment.

+ Improved leak detection - Meters help spot leaks faster.

We'll contact you again soon, as your installation
date approaches.

To learn more, visit: south-staffs-water.co.uk/meters
Contact us: 0345 60 70 456

Warm regards,
South Staffs Water

Navigator

Recall of this page is
generally low, but
customers acknowledge
information about
benefits is useful.

Customers want to see
more practical information
about tangible impacts of

meters from the outset,

particularly estimated
changes to billing.




There is a mixed, but relatively positive response to the Navigator
pre-installation postcard among survey respondents

Over half feels it is clear and easy to understand. - III.
Wateryou - .
Attitudes towards pre-installation postcard waitingfor? ;. =

3

Your meter is on its way. ‘ 5
a4
AR IR s i e oot ) Tk

m Strongly agree E Tend to agree Neither agree nor disagree m Tend to disagree m Strongly disagree Don't know/unsure

Clear and easy to

understand 16% 41% 20% 6% 7% 10%

Helpful and informative 12% 34% 22% 1% 13% 8% A
Containirtng ]:cr:je triglht 10% 34% 239 8% 14% 1% Customers who
amount ot detal received the day of
: o 5 o o o o installation postcard
Timely 13% 28% 28% 8% Az 117 are significantly more
likely to agree that the
Friendly and approachable 10% 29% 33% 10% 7% 10% postcard is clear and
_ easy to understand
(787% agree), and
P containing the right
Dismissive and impersonal M% 1% 24% 20% 23% 10% LT o G

(63% agree).

Technical or wys o o 0 )
jargon-heavy 32% 34% 15% 13%

Q16. To what extent do you agree with the following statements about this particular postcard you received? / This is an example AV Denotes sig di‘:f
48 of a postcard you should have received from South Staffs Water. After seeing this, to what extent do you agree with the following vs. Total @ 95% ClI
statements? Base: 176 respondents



It nonetheless leaves a third of respondents wanting to Navigator
avoid having a meter

This figure is significantly higher among those struggling financially. ,,,,-.,,,Wmm;m_.:.aﬁ
Water you

Impact of comms on meter sentiment: pre-installation postcard waiting for? v “;

Your meter is on its way.
Prefer not to say 6% o

Find out more about meters at south-staffs-water.co.uk/meters

m 10 - Makes me feel drawn towards 8% n
having a meter 3% o
=9 6% S Positive (7-10):
o 22%
=8 2% .
7
6 339% Neutral (4-6):
" %
5 - Makes me feel neutral about the 38
m idea of having a meter
4
3% _
3 4% =
m2 ; . .
Negative (0-3): The pre-installation
- 349 postcard had a more
1 negative effect on
customers struggling
m 0 - Makes me want to avoid having a financially (50%)

meter

. L . . Denotes sig diff
Q17. ASK IF Q14a or Q14b=Yes: How did the communication leave you feeling about having a water meter? ASK IF Q14a and Q14b=2 Yo\ 4 vs. Total @ 95% ClI

OR 3: How would this communication leave you feeling about having a water meter? Base: 176 respondents

49




_ _ _ Navigator
Overall reactions to the day of installation postcard are

broadly similar to the pre-installation postcard 2 AN ||||

Your new water ‘i
meter hasbéen ,g?
installed. #€° ¥
Attitudes towards day of installation postcard %

m Strongly agree  m Tend to agree Neither agree nor disagree ®Tend to disagree  m Strongly disagree Don't know/unsure

Clear and easy to

understand 147 37% 24% 5% 8% 12%

iormatve 3% 6% 1% JRER e oo
2 i3 U ocicracie
that the postcard
ol 5 26% 36% 9% N% 10% 's clear and easy
w [

NS 22, 4% 38% 25% 15% 14% —

Q16. To what extent do you agree with the following statements about this particular postcard you received? / This is an example AV Denotes sig diff

vs. Total @ 95% CI

50 of a postcard you should have received from South Staffs Water. After seeing this, to what extent do you agree with the following
statements? Base: 136 respondents



The day of installation postcard also had a similar impact  Navigator

on views towards water meters o
Those already dissatisfied and distrustful of South Staffs Water are more likely to react meter hach TR
negatively. installed. &
Impact of comms on meter sentiment: day of installation postcard =
Prefer not to say 7% —
m 10 - Makes me feel drawn towards 22? B Positive°(7-10):
having a meter 4% _ 14%
=9 A m
4%
=8
7 Neutral (4-6):
6 37% e
5 - Makes me feel neutral about
m the idea of having a meter
4
6% M
3 4%
m2 Negative (0-3): PN The comms is more
o 32% likely to have a
m 1 negative effect on
customers who
m 0 - Makes me want to avoid having distrust SSW (78%)

a meter
\ 4 Denotes sig diff
51 Q17. How did the communication leave you feeling about having a water meter / How would this communication leave you feeling A vs. Total @ 95% ClI
about having a water meter? Base: 136 respondents



Deep dive: Post-installation letter

Information contained in the letter is seen as useful, and the tone is what customers expect from water
company comms. The level of detail is preferred to that of the postcards, with customers wanting more
of this information earlier in the journey.

0O
TN

The letter is generally
received positively;
customers see this type
of comms as standard
and practical, and are
more likely to retain a
copy for future
reference.

There is strong appetite
among customers for
information related to

billing, as concerns over

finances has driven
negative sentiment about
meters.

Your new water bills

You'll get two bills each year - one
in <insert month> and one in <insert
month>. Both bills will need to be
paid in full.

We aim to read your water meter at
least once every year. Your next
meter reading is due in XXX. One of
your bills will be based on this
reading, and the other will be
estimated.

You can also send us your own
meter readings at any time. For help
with reading your meter, visit
https://www.south-staffs-
water.co.uk/meter-reading. Reading
your meter regularly can help you
track your water use and spot
wasteful leaks early.

How your charges work

You're charged for each cubic meter
of water you use. One cubic meter is
1,000 litres, that's about 12 full
bathtubs. Find out more about metered
charges on our website: Find out more
about metered charges on our
website: _https://www.south-staffs-
water.co.uk/metered-charges

Your bill also includes:

« A standing charge for maintaining,
and reading your meter

« Charges for used water, sewerage
services, surface water and
highways drainage, which we
collect on behalf of Severn Trent.

« We want this letter to be clear and
helpful. Please tell us what you
think about it here.

4

R

Navigator

The use of comparisons
(e.g. 12 bathtubs) is
seen as helpful for

visualising overall water

usage.

While helpful, many
- believe billing
information should be
more prominent across
earlier comms.

NB. The post-installation letter was
tested in the qualitative interviews,
but not in the main survey


https://www.south-staffs-water.co.uk/metered-charges
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fsouthstaffswater.fra1.qualtrics.com%2Fjfe%2Fform%2FSV_1AYMV7Cs1rXLCfQ&data=05%7C02%7CNicholasHollaway%40south-staffs-water.co.uk%7Cbcf1deb47ecf42909b5c08de64a7a610%7Cc0bbe99a333f4855bc8ca3a2cae205b7%7C0%7C0%7C639058868386292607%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=M85NS0aBMs%2Bk8Gl4FPlWTBWelgrvwDU0v1%2BzWtYQ4ZY%3D&reserved=0
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Recruitment approach

Recruitment via customer lists

South Staffs Water sent an invitation letter/email to a total of 2,538 households that recently had a meter installed, outlining
the nature of the research and asking them to actively register interest via a link to a recruitment survey, OR to opt out.

) 2

Customers had 10 days to opt out. The link in the email invitation to register interest to take part was live for 6 weeks.
Customers received two reminder emails about the research, spaced one week apart.

\ 2 ¥

31 customers actively registered interest and were
contacted and screened.

No opt outs were received.

\ 4

Of the 31 contacted:

» 1did not reply
* 6 chose not to take part due to work commitments or not wanting to participate in an online group discussion

¥

Navigator Insight recruited 18 households to take part.
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Oualitative Sample selection

= Sample notes

households « Due to recruitment challenges, and the fact the
Single occupancy 2 research is self-selecting, it was agreed with South
Occupancy / Life Couple occupancy 10 Staffs Water that hard quotas would not be imposed.
stage: Family stage 6 - Despite this, a good spread was achieved across
Multiple occupancy (3+ people) 0 most of the sample criteria.
. . . « A key customer segment for South Staffs Water is
:?gj::gtances: ORI G I e m?;?:rﬂi 126 those that may require “hgnd holgling” sypport. These
are customers who experience higher bills on
Flat/no garden 0 metered charges, are more likely to be in
. . debt/struggling to pay household bills, and who may
Household type: House/small/medium garden 14 have PSR health needs
House/large garden 4
: . « At this stage of the research, it is not possible to say
In vulnerable circumstances/PSR eligible 8 if any participants fall into this category, as changes
Vulnerabilities e Just about managing to pay bills 10 to bills/usage are yet to be determined, and no
Very difficult to manage unexpected bill increase 2 customers stated they were struggling to pay bills.
Benefits claimants 2
» However, as shown in the sample table, several
AB 8 customers are close to this position; ten just about
C1 6 manage to pay bills, two are benefits claimants, and
SEG C2 1 another two would find it very difficult to manage
DE 3 unexpected bill increases.
Don't know/prefer not to say 0 . )
« Subsequent waves of this research will allow us to
Under 40 3 better understand how customers manage the move
Age 40-54 6 to metered billing and whether any fall under the
95+ 9 “hand holding” segment.
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Quantitative sample selection

Age Gender
42%

38%
1%

14%
— [ ]
18-29 30-44 45-64 65+ Prefer not to say 48% ™=Female

u Prefer to self-
identify/other

= Prefer not to say
Household size

Single occupancy ®=2-3 ®4ormore = Prefernotto say
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Quantitative sample selection

Navigator

ACORN Segments
23%
18% 18%
15%
6% %
%
7 8

4%
3%

10 11
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Quantitative sample selection

Water Features
73%
59%
48%
32%
o 0, o
0% 4% 3% 0%

] — ° S _— °
You have a small  You have a medium  You have a large You have adrive  You have a patioon  You have a pond You have a You have a hot tub None of these Don't know
garden or outdoor ~ garden or outdoor  garden or outdoor area on your property your property swimming pool
area that you look  area that you look  area that you look

after after after
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Quantitative sample selection

Difficulty of questionnaire
6% 94%

Hard = Easy

Reasons for difficulty

m | thought some questions were loaded ® | could not understand the reasoning behind some of the questions
= Early questions at the start of the survey Questions collecting personal details
Too many questions ® No relevant answer
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Quantitative sample selection

60

Environmental Attitudes

20%

26%

| don't tend to think about my
impact on the environment in my
day-to-day life.

It's an added bonus if what I'm
doing is environmentally friendly,
but it's not a big issue for me.

= | think about my impact on the
environment and try to do things
to make a difference whenever |
can

= |'m very concerned about my
impact on the environment and
make considerable effort to
reduce it

Navigator
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Quantitative sample selection

Financial attitudes
33%
30%
0 12%
1% 9%

. = .
Living comfortably Doing alright Just about getting by  Finding it quite difficult Finding it very difficult Prefer not to say
Vulnerability
Long term vulnerability* = Temporary vulnerability* = No vulnerablities

*Long-term vulnerabilities include health conditions impacting daily life, mental health conditions, physical disabilities, and
conditions that specifically rely on using water.

*Temporary vulnerabilities include sudden loss of household income, short-term health problems (e.g. injury or surgery/post
61 op recovery), having a newborn baby in the home, bereavement, and relationship breakdown in the past year.
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View things differently

Thank you

5 Merus Court, Meridian Business Park,
Leicester, LE19 1RJ
navigator.co.uk
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