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THE RESEARCH JOURNEY 
– ONE STEP AT A TIME
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THE 
BRIEF

PRIORITIES explored through a range of methods 

during the first year of the tracking study

SSC have put together a programme of research to track customer priorities on a consistent and regular basis throughout 

AMP7

Safety

Health and 

Well Being

Social 
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Diversity 

and 

Inclusion

Climate 

Change 

Mitigation

Community 

Resilience

Just and Fair 

Net Zero 

Transition

Good 

work and 

Inclusive 

Growth

Consumer 

Vulnerability 

and Fuel 

Poverty
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• Desk research = Spring/summer 2020

• Qualitative research = September/October 2020

• Quantitative research = November 2020 to 

March 2021

• Design November 2020

• Fieldwork phase 1 = December 2020

• Fieldwork phase 2 = January 2021

• Fieldwork phase 3 = February 2021

• Analysis = March 2021 

YEAR 1 PRIORITIES TRACKER

WORK UNDERTAKEN throughout the first 

year AMP7

The research was undertaken in line with the requirements of the market, opinion and social research International Standard ISO 20252
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SPECIFIC 
OBJECTIVES

QUANTITATIVE priorities explored through a maxdiff study 

conducted online with a representative sample of SSW and CAM 
customers

Explore any differences 

between uninformed/ 

informed priorities and 

qualitative/quantitative 

insights

This chart pack illustrates the priorities 

research process and quantitative insights

Provide a benchmark 

against which 

customers’ priorities 

will be tracked for both 

wholesale and retail 

services

Start to understand 

the customer impact 

of CV-19
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StatusStatusStatusStatusTargetTargetTargetTargetSSWSSWSSWSSW

55%42%Metered

45%58%Unmetered

CAMCAMCAMCAM

72%72%Metered

28%28%Unmetered

511 ONLINE INTERVIEWS
TARGET 350 SSW/150 CAM ACHIEVED 364 SSW/147 CAM

Quotas set to ensure sample is representative of customer base in each of the two supply areas – South Staffs Water and Cambridge Water

Final data set weightedweightedweightedweighted according to targets.  

AgeMeter Status Gender Social Grade

StatusStatusStatusStatusTargetTargetTargetTargetSSWSSWSSWSSW

46%51%Female

54%49%Male

CAMCAMCAMCAM

41%50%Female

59%50%Male

StatusStatusStatusStatusTargetTargetTargetTargetSSWSSWSSWSSW

14%19%16-34

14%30%35-49

45%25%50-64

27%26%65+

CAMCAMCAMCAM

17%18%16-34

21%31%35-49

10%27%50-64

52%25%65+

SSSSttttaaaattttuuuussssTargetTargetTargetTargetSSWSSWSSWSSW

31%17%AB

45%51%C1C2

24%32%DE

CAMCAMCAMCAM

52%35%AB

41%48%C1C2

7%17%DE

Minimum targets missed for:

• CAM region: 3 short

• CAM unmetered: 4 short

• CAM 35-49: 3 short

• SSW DE: 5 short

%%%%####SSWSSWSSWSSW

99%360Bill payer

1%4Future

CAMCAMCAMCAM

100%147Bill payer

0%0Future

Bill Payer Status 

Quality checks:

• Minimum completion time imposed

• Minimum time to review SSW/CAM 

information and attribute descriptions

• Straightliners removed

• Logit checks
• No quotas set on future bill payers

• Future bill payers unlikely to be 

represented in the SSC sample

Follow ups

• 20% opted in to 

H2Online signup

• 52% requested a 

summary of 

results

Questionnaires

• Questionnaires and stimulus materials 

were added to Appendix
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This quantitative only covers Household customers This quantitative only covers Household customers This quantitative only covers Household customers This quantitative only covers Household customers 

(Current bill payers and future customers) because(Current bill payers and future customers) because(Current bill payers and future customers) because(Current bill payers and future customers) because: 

• A range of Non-household customers have been covered in 

the qualitative stage of the research to understand their 

views in-depth. 

• A main driver of the decision not to include Non-household 

customers is during the qualitative stage, we did not observe 

any significant differences between Household and non-

household customers.

• Additionally, it is becoming increasingly challenging to 

achieve a robust number of interviews online among a NHH 

audience. Therefore, undertaking large-scale quantitative 

surveys among Non-household is not cost effective, given 

the constraint budget of the project.
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The study employed online methodology due to the The study employed online methodology due to the The study employed online methodology due to the The study employed online methodology due to the 

following reasons: following reasons: following reasons: following reasons: 

• Online survey shorten fieldwork periods

• Participant preference – many prefer to answer surveys online rather

than via telephone or face-to-face as they can pick a time that suits

them best, and the time needed to complete the survey is shorter.

• Anonymity – participants in online surveys often provide longer and

more detailed answers because they feel safe in the anonymous

environment of the Internet, thus making them more likely to give a

more honest and open response.

• Easy use of images including animations. Moreover, the quantitative

survey employed a MaxDiff approach, which is not suitable to be

conducted via telephone. Online is the most effective method to collect

the responses.

• Undertaking sufficient volume of face-to-face surveys to provide

sufficient sample in each wave to analyse this population separately to

look for differences, so is not good value within budget constraints

• Online methodology shows that a wide range of vulnerabilities are 

being picked up – both PSR and financial types

• There is no evidence from past SSC studies or other studies that the 

views of customers who don’t/won’t complete online surveys are 

significantly different to those that do.

LimitationsLimitationsLimitationsLimitations ofofofof onlineonlineonlineonline engagementengagementengagementengagement

While this study captured the views from participants across all regions of 

SSC’s client base, with a diverse layout of demographic sampling, the online 

methodology still holds some potential drawbacks:

• Without an actual interviewer, we can not guarantee all participants 

fully understood what was being asked and each question was 

answered correctly. Being completely online also increases response 

bias when participants were disengaged and selected random option to 

complete the survey quickly. To minimise response bias, Accent have a 

thorough data-check process, removing any interviews that are 

completed under the minimum completion time and also removing any 

straight-lined interviews 

• Inability to reach participants from remote areas or digitally-excluded 

participants. In terms of this, SSC will review the fieldwork methodology 

from 2024 to assess what improvements could be made to reach 

customers who can’t/won’t get online.



SERVICE ISSUE EXPERIENCE VULNERABILITY: 40% OF TOTAL SAMPLE

SAMPLE CHARACTERISTICS
SERVICE ISSUE EXPERIENCE/VULNERABILTIY 

All participants completed the survey online – an even mix of SSC supplied customer sample and from Dynata’s commercial panel

54% had some form of service experience over the last 2 to 3 years

Experience is in line with other SSC surveys 

Approx. one third of the sample live in a household where one 

or more person is in receipt of benefits

8

• 25% live in a 

household with an 

annual income 

under £16,300 pa

• And 9% of the 

sample live in a 

household where 

someone is on the 

SSC PSR
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SATISFACTION, TRUST AND VALUE MONEY 
CUSTOMER PERCEPTIONS

OVERALL SATISFACTION 
FEMALES SIG MORE LIKELY TO RESPOND “10” COMPARED TO MALES – 39% CF 27%

VULNERABLE SIG MORE LIKELY TO RESPOND “10” THAN NON VULNERABLE – 38% CF 29%

NO SERVICE ISSUE SIG MORE LIKELY TO RESPOND “10” THAN SERVICE ISSUE – 42% CF 25%

TRUST 
FEMALES SIG MORE LIKELY TO RESPOND “10” COMPARED TO MALES – 35% CF 26%

NO SERVICE ISSUE SIG MORE LIKELY TO RESPOND “10” THAN SERVICE ISSUE – 40% CF 23%

SATISFACTION WITH VALUE FOR MONEY 
VULNERABLE SIG MORE LIKELY TO RESPOND “1” COMPARED TO NON VULNERABLE – 7% CF 1%

NO SERVICE ISSUE SIG MORE LIKELY TO RESPOND “10” THAN SERVICE ISSUE – 39% CF 28%

• Overall satisfaction scored 0 to 

10 where 0 = extremely satisfied 

and 10 = extremely satisfied

• C-Sat = 7.44 (online sample)

• Overall satisfaction scored 0 to 

10 where 0 = extremely satisfied 

and 10 = extremely satisfied

• C-Sat = 7.44 (online sample)

xxx

• Trust scored 1 to 10 where 1 = I 

don’t trust them at all and 10 = I 

trust them completely

• C-Sat = 7.47 (online sample)

• Trust scored 1 to 10 where 1 = I 

don’t trust them at all and 10 = I 

trust them completely

• C-Sat = 7.47 (online sample)

• VFM scored 1 to 5 where 1 = 

very dissatisfied and 5 = very 

satisfied

• C=Sat = 3.59 (online sample)

• VFM scored 1 to 5 where 1 = 

very dissatisfied and 5 = very 

satisfied

• C=Sat = 3.59 (online sample)

LOW TRUST/SATISFACTION HIGH TRUST/SATISFACTION



YEAR 1 (2020/21) 
CUSTOMER PRIORITIES
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QUALITATIVE PRIORITIES: SUMMARY OF CHANGES SINCE 2017
NEW SPONTANEOUS PRIORITIES IN 2020 HIGHLIGHTED IN RED
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Above & 

beyond 

Enhancing

Hygiene

ABOVE & BEYOND

• Smart meters

• Incentives and tools to save water

• Additional environment projects

• Sponsorships/grants

• Community initiatives eg: water fountains

• Environmental responsibilities 

• Choice of meter

• Good website

• Water conservation at home and outside

• Water usage information and control

• Education in schools

• Ongoing innovation of infrastructure

• Addressing limescale

ENHANCING

• Water quality

• Continual supply and planning for supply/demand

• Minimising leakage through repair and investment

• Affordable pricing and support for vulnerable

• Efficient customer service (if needed)

• Good communication during outage

HYGIENE

• Roll out smart metering programme

• Guarantee long term sustainability of water

• Better website/app provision

• Competitive market

• Carbon neutral

• Addressing climate change

• Smarter, dynamic pricing based on time of usage

• Rainwater harvesting projects

• Accessible community incentive schemes

• Monitoring of aquifer health and water sources

FUTURE (EHANCING PLUS)

QUALITATIVE 

PRIORITIES USED 

TO DEFINE THE 

ATTRIBUTES 

TESTED IN THE 

QUANTITATIVE 

WORK



QUANTITATVE SPONTANEOUS, UNINFORMED PRIORITIES
WHAT SHOULD SSW/CAM FOCUS ON

Move to a SMART 

meter system to see 

live data on water 

usage and charges

Spontaneous priorities from the quantitative survey fall into similar categories as those mentioned by customers during the qualitative work BUT 

mostly focussed on hygiene and enhancing initiatives with no “above & beyond” and few “future” priority areas identified by the quantitative sample 

I wish the water wasn't so 

hard, but it's the area nothing 

to do with Cambridge Water

Continue the hard work 

seeking, finding and curing 

leaks
12

• Water quality

• Affordability

• Leakage

• Reliability

• Efficient customer service

• Good communication/notification

• Bill support

• Service support

HYGEINE

• Pressure

• Environment

• Planning

• Water resources

• Hardness/limescale

ENHANCING

• App provision

• Roll out of smart metering

FUTURE 

Make it more sustainable and 

climate friendly

Great how you pay 

bills through the 

app. More services 

need to available 

through the app or 

an online basis

Being able to speak to 

someone directly on 

the phone about 

billing is a good thing 

and really important 

this continues

Good pressure it’s really gone 

down over the last few years 

and can be sporadic sometimes. 

But I have lived abroad so don’t 

get me wrong I feel it’s better 

than a lot of places

As I have multiple health 

related problems I would like 

South Staffs Water to continue 

prioritising me whenever there 

is disruption to the water 

supply for longer than 3 hours 

as I require fresh or sterilised

(by boiling it) water several 

times a day for some of my 

health issues Carry on supplying safe 

clean water



ACCURATE AND INFORMATIVE BILLING
NOT CORE FOCUS IN QUAL
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ENHANCING • No statistically significant differences 

between regions

• And no statistically significant 

differences between any customers 

types/segments

DIFFERENCES

• Only area mentioned that was not 

highlighted in the qualitative research

ACCURATE BILLING

• Chart shows percentage of participants giving a response for either 

their first or second spontaneous priority  

SPONTANEOUS PRIORITIES

• Those identified by participants in the 

quantitative work are similar to those 

from the uninformed pre-task in the 

2020 qualitative research
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MEASURING PRIORITIES
METHODOLOGY

Priorities assessed through a MaxDiff approach. Participants are shown six sets of options. In each option set they were 

presented with 4 different areas that SSC could focus on and asked to say which is most and which is least important to them

In total 21 different priority areas are assessed. Participants were also asked to provide open-ended answers to explain for 

the attribute they selected as the most important area. 

• Two exercises different only in that 

information about all the different areas was 

shown to participants between the two

• Hence, we have an uninformed and informed

set of priorities

• Experimental design created of 6 choices per 

person per exercise, blocked into 24 sets

• Each initiative appeared at least once, and at 

most twice, in each set

• Econometric (logit) models were estimated 

on the choice data. Priority ranking were then 

derived directly from the rank order of the 

coefficients

SOCIAL TWO IDENTICAL EXERCISES

14*Full questionnaire and stimulus were added to Appendix B & C



MAXDIFF DIAGNOSTICS
PARTICIPANT UNDERSTANDING

Vast majority found the choices understandable and options believable Vast majority found the choices understandable and options believable Vast majority found the choices understandable and options believable Vast majority found the choices understandable and options believable 

OPTIONS CHOICE

• A smaller proportion found it 

easy to choose between the 

options, principally because they 

often all seem important 

There was very little to 

choose between the 

other options. All 

sounded laudable

A majority of the options were 

important to the quality and 

supply of water, so it was 

difficult to decide which was the 

least important

It was important, just not as 

important as the other three 

options

Because they were all important. Mainly about 

conservation and the environment because they are 

important, but saving money is also important to me 

too being on a lower income
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11They make sure your household receives water supplies that are high quality and always safe to drinkRELIABILTIY RELIABILTIY RELIABILTIY RELIABILTIY 

22They keep the cost of water affordable for customers, today, tomorrow and long into the futureAFFORDABILITYAFFORDABILITYAFFORDABILITYAFFORDABILITY

43
They quickly repair and replace their network of pipes as needed to reduce the amount of water lost each 

day through leaks 
LEAKAGELEAKAGELEAKAGELEAKAGE

34
They have detailed plans in place to make sure drinking water always comes out of your taps – today, 

tomorrow and long into the future
PLANNINGPLANNINGPLANNINGPLANNING

55
They will always tell you if your water supply is to be cut off temporarily and/or if there is an issue with the 

quality of your water 
NOTIFICATIONNOTIFICATIONNOTIFICATIONNOTIFICATION

66
They actively protect the environment by not taking too much water from rivers & underground water 

sources and working with landowners & farmers to ensure water sources are not damaged by any pollution

WATER WATER WATER WATER 

RESOURCESRESOURCESRESOURCESRESOURCES

87
They make sure your household is not impacted by the effects of hard water - for example, limescale in your 

appliances and taps, or particles/scum floating in the water when you make a drink
HARDNESSHARDNESSHARDNESSHARDNESS

78
They provide extra support for customers who are struggling to pay their bills – for example, discounted bills 

or payment breaks
BILL SUPPORTBILL SUPPORTBILL SUPPORTBILL SUPPORT

99
They focus on becoming a sustainable business that reduces the environmental impact of its operations - for 

example, reducing carbon emissions, waste that goes to landfill and single use plastics
SUSTAINABILTYSUSTAINABILTYSUSTAINABILTYSUSTAINABILTY

1110The water always comes out the taps at a pressure that does not impact on your daily routinePRESSUREPRESSUREPRESSUREPRESSURE

1011
They provide extra support for customers who need more help accessing their services – for example, 

delivering bottled water if the water is cut off or braille bills

SERVICE SERVICE SERVICE SERVICE 

SUPPORTSUPPORTSUPPORTSUPPORT

QUANTITATIVE RANKING OF INITIATIVES 
TOP TO BOTTOM

INFORMEDUNINFORMEDHEADING DESCRIPTION
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1412

They pro-actively work with households and developers to adopt approaches to re-use water – i.e. rainwater 

harvesting and ‘grey’ water recycling, where less treated water is used for activities like watering the garden 

and flushing the toilets 

RECYCLING RECYCLING RECYCLING RECYCLING 

1213
They are easy to deal with by quickly and effectively resolving any queries you have about your water 

services 

QQQQUICK UICK UICK UICK 

RESOLUTIONRESOLUTIONRESOLUTIONRESOLUTION

1314
They improve the environment in the areas they supply, by offering grants to support local projects that 

improve natural habitats – i.e. trees, plants and animals

LOCAL LOCAL LOCAL LOCAL 

ENVIRONMENTENVIRONMENTENVIRONMENTENVIRONMENT

1515
They provide incentives to customers who use less water – for example, tariffs that are lower if you use 

water outside of times of peak demand 
INCENTIVESINCENTIVESINCENTIVESINCENTIVES

1616
They provide customers with meter readings on a regular basis (at least quarterly) to allow them to monitor 

and better understand how much water they use 

METER METER METER METER 

READINGSREADINGSREADINGSREADINGS

1817
They provide a wide range of ways to contact and interact with them that meet all types of customers’ 

needs 

WAYS TO WAYS TO WAYS TO WAYS TO 

CONTACTCONTACTCONTACTCONTACT

1718
They work closely with primary, secondary schools and higher education bodies to educate young people 

about the value of conserving and re-using water
EDUCATIONEDUCATIONEDUCATIONEDUCATION

1919They ensure that all customers who want a water meter are able to have one installed 
METER METER METER METER 

INSTALLSINSTALLSINSTALLSINSTALLS

2020They have a website that allows you to find the answer to any queries quickly and easily WEBSITEWEBSITEWEBSITEWEBSITE

2121
They provide financial grants and/or sponsorship and their employees spend time volunteering to support 

local community schemes in the areas they supply
COMMUNITYCOMMUNITYCOMMUNITYCOMMUNITY

QUANTITATIVE RANKING OF INITIATIVES 
TOP TO BOTTOM (CONT.)

INFORMEDUNINFORMEDHEADING DESCRIPTION
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22.821.8They make sure your household receives water supplies that are high quality and always safe to drinkRELIABILTY RELIABILTY RELIABILTY RELIABILTY 

9.810.6They keep the cost of water affordable for customers, today, tomorrow and long into the futureAFFORDABILITYAFFORDABILITYAFFORDABILITYAFFORDABILITY

9.410.4
They quickly repair and replace their network of pipes as needed to reduce the amount of water lost each 

day through leaks 
LEAKAGELEAKAGELEAKAGELEAKAGE

9.68.3
They have detailed plans in place to make sure drinking water always comes out of your taps – today, 

tomorrow and long into the future
PLANNINGPLANNINGPLANNINGPLANNING

5.86.0
They will always tell you if your water supply is to be cut off temporarily and/or if there is an issue with the 

quality of your water 
NOTIFICATIONNOTIFICATIONNOTIFICATIONNOTIFICATION

4.54.9
They actively protect the environment by not taking too much water from rivers & underground water 

sources and working with landowners & farmers to ensure water sources are not damaged by any pollution

WATER WATER WATER WATER 

RESOURCESRESOURCESRESOURCESRESOURCES

4.14.2
They make sure your household is not impacted by the effects of hard water - for example, limescale in your 

appliances and taps, or particles/scum floating in the water when you make a drink
HARDNESSHARDNESSHARDNESSHARDNESS

4.34.1
They provide extra support for customers who are struggling to pay their bills – for example, discounted bills 

or payment breaks
BILL SUPPORTBILL SUPPORTBILL SUPPORTBILL SUPPORT

3.83.8
They focus on becoming a sustainable business that reduces the environmental impact of its operations - for 

example, reducing carbon emissions, waste that goes to landfill and single use plastics
SUSTAINABILITYSUSTAINABILITYSUSTAINABILITYSUSTAINABILITY

3.23.4The water always comes out the taps at a pressure that does not impact on your daily routinePRESSUREPRESSUREPRESSUREPRESSURE

3.53.3
They provide extra support for customers who need more help accessing their services – for example, 

delivering bottled water if the water is cut off or braille bills

SERVICE SERVICE SERVICE SERVICE 

SUPPORTSUPPORTSUPPORTSUPPORT

QUANITATIVE RANKING OF INITIATIVES
TOP TO BOTTOM - PRIORITY SCORES*

INFORMEDUNINFORMEDHEADING DESCRIPTION

* Priority scores are a measure of preference intensity on a 0-100 scale.



27

2.93.2

They pro-actively work with households and developers to adopt approaches to re-use water – i.e. rainwater 

harvesting and ‘grey’ water recycling, where less treated water is used for activities like watering the garden 

and flushing the toilets 

RECYCLING RECYCLING RECYCLING RECYCLING 

3.03.1
They are easy to deal with by quickly and effectively resolving any queries you have about your water 

services 

QQQQUICK UICK UICK UICK 

RESOLUTIONRESOLUTIONRESOLUTIONRESOLUTION

2.92.7
They improve the environment in the areas they supply, by offering grants to support local projects that 

improve natural habitats – i.e. trees, plants and animals

LOCAL LOCAL LOCAL LOCAL 

ENVIRONMENTENVIRONMENTENVIRONMENTENVIRONMENT

2.42.1
They provide incentives to customers who use less water – for example, tariffs that are lower if you use 

water outside of times of peak demand 
INCENTIVESINCENTIVESINCENTIVESINCENTIVES

1.71.7
They provide customers with meter readings on a regular basis (at least quarterly) to allow them to monitor 

and better understand how much water they use 

METER METER METER METER 

READINGSREADINGSREADINGSREADINGS

1.51.6
They provide a wide range of ways to contact and interact with them that meet all types of customers’ 

needs 

WAYS TO WAYS TO WAYS TO WAYS TO 

CONTACTCONTACTCONTACTCONTACT

1.61.6
They work closely with primary, secondary schools and higher education bodies to educate young people 

about the value of conserving and re-using water
EDUCATIONEDUCATIONEDUCATIONEDUCATION

1.31.2They ensure that all customers who want a water meter are able to have one installed 
METER METER METER METER 

INSTALLSINSTALLSINSTALLSINSTALLS

1.01.1They have a website that allows you to find the answer to any queries quickly and easily WEBSITEWEBSITEWEBSITEWEBSITE

0.90.8
They provide financial grants and/or sponsorship and their employees spend time volunteering to support 

local community schemes in the areas they supply
COMMUNITYCOMMUNITYCOMMUNITYCOMMUNITY

QUANITATIVE RANKING OF INITIATIVES
TOP TO BOTTOM - PRIORITY SCORES* (CONT.)

INFORMEDUNINFORMEDHEADING DESCRIPTION

* Priority scores are a measure of preference intensity on a 0-100 scale.



STATISTICALLY SIGNIFICANT DIFFERENCES IN PRIORITES
BETWEEN CUSTOMER DEMOGRAPHICS

27

• Cells highlighted in green/red in the 

subsequent tables indicate significant significant significant significant 

differences across segmentsdifferences across segmentsdifferences across segmentsdifferences across segments, defined as 

meeting the following criteria, which 

combine practical and statistical significance:

 a rank difference of at least 3 places;

 at least one initiative is in the top third of 

the ranking (1st to 7th rank);

 the difference between priority scores is 

statistically significant at the 10% 

 Significant differences that emerged reflect 

what’s been observed in other research – ie:

 Water resources ranked higher by higher 

SEG groups and those in CAM

 Bill support ranked higher by lower SEG 

groups

Rank Difference Rank Difference

SSW Water resources 8th -3

CAM Water resources 5th 3

Affordability 5th -3

Sustainability 6th 3 - -

65 yrs + Hardness 11th -4

65 yrs + Bill support 10th -4

Water resources 5th 3

Hardness 11th -4 13th -7

Sustainability 6th 3

C1C2 Hardness 6th 4 6th 4

Water resources 10th -4

Bill support 6th 5

Service support 7th 5 7th 4

Bill support 7th 3

Pressure 14th -7 14th -8

Bill support 10th -3

Pressure 7th 7 6th 8

Female

Male

DE

AB

18-35 yrs

Region

Age

Social Grade

Gender

UNINFORMED INFORMED
INITIATIVE SEGMENT



STATISTICALLY SIGNIFICANT DIFFERENCES IN PRIORITES
BETWEEN CUSTOMER SEGMENTS & METER STATUS

27

Rank Difference Rank Difference

Water resources 5th 3

Hardness 12th -6 12th -6

Sustainability 7th 5 5th 7

Water resources 12th -7 12th -6

Hardness 4th 5

Leakage 7th -5

Pressure 7th 6 5th 8

Sustainability 18th -11 18th -11

Caring But Hard Pressed Water resources - - 11th -5

Savvy switcher Leakage - - 7th -5

Metered Bill support 9th -3

Unmetered Bill support 6th 3

SEGMENT INITIATIVE 
UNINFORMED INFORMED

Segment

Meter status

Don't bother me

Engaged Loyal Carers

• Cells highlighted in green/red in the 

subsequent tables indicate significant significant significant significant 

differences across segmentsdifferences across segmentsdifferences across segmentsdifferences across segments, defined as 

meeting the following criteria, which 

combine practical and statistical significance:

 a rank difference of at least 3 places;

 at least one initiative is in the top third of 

the ranking (1st to 7th rank);

 the difference between priority scores is 

statistically significant at the 10% 



STATISTICALLY SIGNIFICANT DIFFERENCES IN PRIORITES
BETWEEN SERVICE ISSUES & VULNERABILTIY STATUS

27

• Cells highlighted in green/red in the 

subsequent tables indicate significant significant significant significant 

differences across segmentsdifferences across segmentsdifferences across segmentsdifferences across segments, defined as 

meeting the following criteria, which 

combine practical and statistical significance:

 a rank difference of at least 3 places;

 at least one initiative is in the top third of 

the ranking (1st to 7th rank);

 the difference between priority scores is 

statistically significant at the 10% 

Rank Difference Rank Difference

Affortability 6th -4

Notification 8th -3

Hardness 4th 4 4th 4

Notification 8th -3 8th -3

Bill support 10th -4

Change of taste/small Water resources 11th -5 16th -10

Discolouration Discolouration 13th -6 14th -7

Hardness 11th -4

Bill support 10th -3

Query about meter Hardness 14th -7

Recycling 5th 8

Query about bill Incentives 6th 9

Vulnerability
Bill support 6th 5 6th 3

Service support 7th 4

Bill support 11th -5 9th -3

Service support 11th -4

Vulnerable

Non vulnerable

Loss of supply

Low pressure

SEGMENT

Service issue
Limescale

INITIATIVE 
UNINFORMED INFORMED
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HARDNESS 
NEW SPONTANEOUS PRIORITY (2017-PRESENT) & MISSING FROM CURRENT 
BUSINESS PLAN

Water hardness/limescale was highlighted as a greater issue now than in 2017. There is a primary customer need for clear water without filtering, 

limiting the impact on appliances and customer cost. Secondary issues related to water quality and customer experience

HOUSEHOLD & 

COMMUNMITY IMPACT

• Taste, appearance, smell lead to 

perceptions of lower water quality

• Customers feel like water is unsafe 

(or less safe) to drink

PERCEPTIONS OF 

WATER QUALITY

• Adds cost to SSW/CAM dealing 

with customer complaints

• Leads to poor customer 

satisfaction (those who do not 

complain)

FUTURE NEGATIVE CUSTOMER 

EXPERIENCE

• Cost of replacing/fixing appliances

• Frustrations with under 

performing showers

• Dry skin/hair

It's customer focus, efficient, and works at 

reducing complaints [sorting out hard water 

will lead to increased satisfaction/reduced 

complaints]

I want to feel confident that 

the water is safe to drink

Hard water causes a lot of 

damage because of the 

limescale build up, I have 

limescale build up around 

my taps that no cleaning 

product can remove

It is a measure of water 

quality

Improve the quality and 

reduce hardness of the water 

- the water is not pleasant to 

drink in hot drinks compared 

to Severn Trent water.  All my 

taps and sinks are discoloured

by limescale, and it is a 

problem when washing

It clogs up my shower 

head and kettle

This “feels like” the most 

immediate issue to address in 

terms of ensuring a good 

customer experience. For the 

customer I suspect this is the 

highest priority of the 4.

It’s a huge issue that affects 

everyone in the area, it’s the 

one of the things that bugs me 

most about Cambridgeshire

The quality of the water is utmost 

priority to prevent disease

As we have hard water and I 

have to filter it before I can drink 

it as it causing me pain in my 

bladder if I don't
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BILL SUPPORT
ATTITUDE TO BIG SOCIETY AND VULNERABLE CUSTOMERS

Support for vulnerable customers in 2017 appeared more industry driven and part of the informed vs spontaneous priorities; this time it came out in 

the spontaneous qualitative homework exercise (and to a much lesser degree in the uninformed spontaneous priorities in the quantitative work)

QUALITATIVE RESPONSE

(2020)

• It’s a basic human need

• Personal experience

• Attitudes towards supporting 

those unable to afford their bills

NEED HAS ALWAYS 

BEEN HERE

• Pandemic raised awareness of 

financial vulnerability across 

different customer types

• Shared responsibility in ‘getting us 

all through this’

FUTURE FURTHER HEIGHTED BY 

CV-19

• Mixed views here

• Little mention of ‘society’ in 

Future Letters

• BUT underlying shift towards 

‘being kind and looking out for 

each other’ prompted by Covid-

19

• Acknowledge that there is likely 

to be more people needing help 

post Covid-19

• Emerged as a ’Community’ 

priority Water is essential for life 

and everyone should be 

able to afford it, especially 

those on very limited 

incomes. The cost of 

water has become 

prohibitive for many

People are struggling and it's 

not only people on benefits

That’s gone up high in my 

list.  I’m ashamed of 

myself that I didn’t think 

of it. Pre-family,C2DE, 

Cambridge, 

As a single mother to two 

children, studying at university 

to become a mental health 

practitioner I found 70 pound 

a month unaffordable. My 

friend who is in a larger house 

with two adults and two 

children paid less then this a 

month. I don’t understand 

why and nor did customer 

service

During the pandemic there have 

been many family's who have 

struggled to pay their bills

Because Walsall and Brownhills like 

most places are affected by 

furloughing and redundancy. Bills are 

what keep people awake at night
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WATER RESOURCES
DRIVEN BY STRONG PERSONAL ENVIRONMENTAL OUTLOOK AND EXPERIENCE

Environmental conversation has got louder since 2017 priorities exercise BUT there is still a spectrum of attitudes

QUALITATIVE RESPONSE

• Not something that can be dealt 

with just in the short term

• Partnership between SSC and 

customers/communities

FUTURE LONG TERM 

COMMITMENT FROM SSC
• No climate deniers seen

• But not everyone was making the 

link between the environment 

and water shortages (climate 

neutral)

• More highly engaged customers 

seen who feel improving the 

planet is urgent and should be a 

priority for SSW/CAM

Water is a precious 

commodity and every 

effort should be taken to 

protect it's source and 

not over use the supply

We have a responsibility to 

take care of the environment

We need to take care of 

our environment, and this 

is becoming more critical 

with current climate 

change

I have lived in Cambridge for 46 

years and I have seen the 

demise of the rivers and water 

sources, I own a sheep farm and 

I have been intimately 

connected with the river system

Conservation of our environment 

would have the largest possible 

impact long term compared to 

the other options

A lot of water is lost in this way rather 

than by individual customer wastage 

and water is not a finite resource, as is 

seen by dried up rivers and reservoirs 

every summer, SSW need to plan long 

term

Protecting our natural 

resources is paramount to 

protecting our future

We need to improve 

environmental management 

to safeguard our future
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SUSTAINABILITY 
INCREASINGLY IMPORTANT FOR ALL COMPANIES TO MITIGATE THEIR IMPACT ON 
THE ENVIRONMENT 

As with water resources response driven by strong personal engagement in environmental/climate change issues

• Focus is on both the specifics 

(plastics, landfill, etc) and wider 

environmental impacts

• Concern for the immediate impact 

but also doing what’s necessary for 

future generations

FUTURE 
LONG TERM 

COMMITMENT FROM SSC

This is the most important 

issue facing us today and 

every person, company 

and government need to 

be focussed on it

All companies need to do this 

going forward

Every company should 

now be prioritising

sustainability

I feel that reducing emissions 

and waste is really important in 

the current climate and believe 

that most companies are doing 

their bit now to support this

Plastic is a huge world concern, 

and will help the environment as 

a whole

Too help save the planet  for the next 

generation
Because we need to look 

after the planet while we 

still have it

Companies need to 

demonstrate a greater 

commitment to combating 

climate change

Environmental impacts due to 

human activity are proving to be 

detrimental on a global level. I 

think any effort to reduce pollution 

and carbon emissions is of the 

utmost importance for all 

organisations
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LEAKAGE 
REASONS FOR REDUCING LEAKAGE FALLS INTO FOUR KEY AREAS

Prioiritising leakage is often multilayered and interlinked – reducing leakage reduces waste, saves costs in the longer terms, ensures 

reliability of supply and benefits the environment

FUTURE 

It is their most wasteful 

area, improving this will 

give the company and 

customers  the best deal

It’s important for 

environment and economy to 

prevent waste and to repair 

damage

Upgrading water pipes will in the long 

term reduce water waste and, over all 

costs of managing the water system. 

Replacing the pipes with more modern 

materials, could improve the quality of 

the water delivered so people choose 

tap water over bottled water and 

reduce single use plastics

If the amount of water wasted is 

minimised this reduces the amount of 

water needed to be taken from the rivers 

and other sources which would be better 

for the environment

It is very important to stop 

leaks and keep pipe work in 

good order so we don’t waste 

water

All the efforts that customers make 

to reduce their consumption is lost 

many times over by leaks to mains 

supply which last for days before 

being repaired.

National water wastage is a 

major problem throughout the 

UK and should be addressed 

urgently given the future 

problems we may have with 

climate change.  Money should 

also be spent on establishing a 

National Water Resource to 

move water around the UK as 

and when needed

Because it's important that they 

....quickly repair and replace their 

network of pipes as needed to 

reduce the amount of water lost 

each day through leaks.
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METERING 
READING AND INSTALLS

Very few chose these options as their first choice in the first exercise. Of those who did reasons fall into two categories = saving money and 

reducing wastage both of which give customers greater control

FUTURE 

So people can monitor 

what they use & see 

where they can reduce 

their cost

Help people to track 

water usage/bills and 

adjust to be better

To save money

I think everyone should have 

equal rights

If these meters help people reduce 

the amount of water that they use 

then this would initially be a good 

investment

Information for the customer is 

important for them to monitor their 

use of wate

METER READING METER INSTALLS

I am a single occupier. I don’t 

use much water, you increased  

my payments a year ago and 

haven’t  read my meter since.

This will help us to be 

more aware of water 

wastage

Helps to sort out your 

finances

So people can monitor 

what they use & see 

where they can reduce 

their cost
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CHANGES IN WATER CONSUMPTION
AT HOME SINCE THE START OF THE PANDEMIC

A significant proportion of customers have seen their water consumption at home increase since the start of the pandemic 

What’s led to the increase in water usage at home……..

 Reasons for increases in water usage 

are consistent across the different 

customer types

 There are no significant differences

 Almost 40% of all customers report increasing their water 

consumption at home since the start of the pandemic (of 

these 10% said their water usage has increase a lot)

 Younger customers (18 to 49 yrs) are significantly more 

likely to have seen their water consumption increase than 

older customers (50 yrs +)
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FINANCIAL CONCERN
AS A RESULT OF THE PANDEMIC

Around half of customers have some concern or are very concerned about their ability to pay household bills now and over the next 12 mths

Significant differences:

• Not concerned about ability to pay 

household bills now:now:now:now: 65+, male, 

ABC1 social grades

• Some concern about ability to pay 

household bills now:now:now:now:– 18-34 yrs, 

female, DE social grades

• Not concerned about ability to pay 

household bills in next 12 in next 12 in next 12 in next 12 mthsmthsmthsmths::::–

65+, male, ABC1 social grades

• Some concern about ability to pay 

household bills in next 12 in next 12 in next 12 in next 12 mthsmthsmthsmths::::

18-34 yrs, female, DE social grades

CONCERNS ABOUT HOUSEHOLD BILLS

Significant differences:

• SSC tracker responses = 79% confident of paying next bill (gives short term view cf longer term view above)

• Concern about ability to pay bills is higher than those seen in similar work in the Sth East carried out October/November 2020



SUMMARY AND
WAY FORWARD
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SUMMARY

• Priorities have remained consistent between the qualitative and quantitative research

• Reliable high quality water supply, affordability, leakage and long term planning are the 

top 4 priorities mentioned spontaneously and through the prioritisation exercises 

(uninformed and informed)

• This reflects the core hygiene priorities identified during the qualitative work 

• Spontaneous priorities from the quantitative survey fall into similar categories as those 

mentioned by customers during the qualitative work 

• BUT mostly focussed on hygiene and enhancing initiatives with no “above & beyond” and 

few “future” priority areas spontaneously identified by the quantitative sample 

• 40% of customers report an increase in home water consumption as a result of being at 

home more due to the CV-19 pandemic

• Around half of customers have some concern about their ability to pay their household 

bills – now and over the next 12 months
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GOOD READ ACROSS
QUALITATIVE INSIGHTS COMPARED TO QUANTITATIVE RESPONSES

• Sustainability and recycling could 

be considered as part of the core 

priorities rather than “looking to 

the future”. Overall they were:

• 9th/12th uninformed

• 9th/14th informed

• Some areas identified as 

“enhancing” in the qualitative 

research were ranked lower than 

“above & beyond” in the 

quantitative research:

• Local environment

• Incentives for reducing 

water consumption 

• Billing (accuracy and information 

included) was not identified as a 

priority in qualitative research but 

was identified as a spontaneous 

priority by 5% of quantitative 

participants

Evolution of priorities:



LITERATURE REVIEW 
FOUR CORE RECOMMENDATIONS

Approach adopted in the qualitative and 

quantitative methods for Yr1. Will continue 

to use in quantitative research in Yr2

12

1

MaxDiff design used to provide relative 

priorities in the quantitative study

3

    

UtiliseUtiliseUtiliseUtilise qualitative qualitative qualitative qualitative 

triangulation triangulation triangulation triangulation 

approach to combine approach to combine approach to combine approach to combine 

priorities from all SSC priorities from all SSC priorities from all SSC priorities from all SSC 

insight sourcesinsight sourcesinsight sourcesinsight sources

    

Use deliberative Use deliberative Use deliberative Use deliberative 

research methods in research methods in research methods in research methods in 

order to elicit order to elicit order to elicit order to elicit 

uninformed and uninformed and uninformed and uninformed and 

informed prioritiesinformed prioritiesinformed prioritiesinformed priorities

    

Consider aggregation Consider aggregation Consider aggregation Consider aggregation 

and equity issues and equity issues and equity issues and equity issues 

    

Use Use Use Use MaxDiffMaxDiffMaxDiffMaxDiff method method method method 

in order to ensure in order to ensure in order to ensure in order to ensure 

priorities priorities priorities priorities 

Issue explored in the qualitative research

SSC to review as part of PR24 

2

On-going within SSC. Awaiting for Ofwat & 

CCWater’s guidance

4
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CONSIDERATIONS & RECOMMENDATIONS

• Billing was spontaneously identified as a priority area – should this be included in 2021/22?
• Add or replace? 

• Adding – would need to move aware from Logit modelling and use less accurate alternative

• Replacing – which priority area should be removed (meter installs/website/community)?

• Is there potential to remove Q22 (reason for selecting “least liked” in first choice)? This isn’t 

yielding a great deal of meaningful information

• Review C-Sat and Priority questionnaires for consistency. Decision required on whether to 

change C-Sat attributes to mirror those in the MaxDiff exercises:
• If so – will lose ability to continue to measure existing C-Sat measures into the focus

• If not – will not be able to map satisfaction performance against priority areas

• Sampling – is there a need to set quotas on future customers and/or ethnicity?

• Conduct further analysis of verbatim areas to help shape further communications (ie: metering)

• Analysis in Yr 2 to include transactional segments and an understanding of those who 

significantly shift views between uninformed and informed priorities
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NEXT
STEPS

OpportunityOpportunityOpportunityOpportunity for SSC to 

digest output

PresentationPresentationPresentationPresentation of scaled 

down pack to CCG

Agree changes for Year changes for Year changes for Year changes for Year 

2 2 2 2 priorities and cpriorities and cpriorities and cpriorities and c----sat sat sat sat 

trackers trackers trackers trackers to ensure 

consistency and, 

where appropriate, 

comparability



APPENDIX A
SEGMENTATION ANALYSIS
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SEGMENTATION ANALYSIS
METHODOLOGY
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Differences in the rankings of initiative across the customer segments defined based on:

 Gender

 Age

 Social grade (SEG)

 Region

 Meter Status

 SSC attitudinal/behavioural segmentation 

SSC transactional segmentation will be used for analysis in Yr2 once back population has been completed

Separate models were estimated for each segment and the corresponding ranking were derived: ‘1’ indicated the highest rank (ie: the most 

important initiative) and ‘21’ the lowest rank (ie: the least important initiative)

Cells highlighted in green/red in the subsequent tables indicate significant differences across segmentssignificant differences across segmentssignificant differences across segmentssignificant differences across segments, defined as meeting the following 

criteria, which combine practical and statistical significance:

 A rank difference of at least 3 places

 At least one initiative is in the top third of the ranking (1st to 7th rank)

 The difference between priority scores is statistically significant at the 10% level



Service issue description used in the questionnaireService issue description used in the questionnaireService issue description used in the questionnaireService issue description used in the questionnaire
Service issue label for Service issue label for Service issue label for Service issue label for 

segmentation tablessegmentation tablessegmentation tablessegmentation tables

Had to raise a query about your water billQuery about bill

Had to raise a query about a water meter or installing a meterQuery about water meter

Needed to raise a customer service complaintCustomer service complaint(1)

Discolouration of water coming out of your tapDiscolouration

A change to the taste and/or smell of your tap waterChange to taste or smell

A problem relating to limescale in the water - such as a failure of an appliance, or stained 

taps/showerheads
Limescale in water

A temporary loss of water supply - for more than one hourLoss of water supply

A leak in the underground pipe that supplies water to your property from the mains pipeLeak in a supply pipe(1)

Low water pressureLow water pressure

Flooding from a burst pipeFlooding from a burst pipe(1)

A hose pipe banHose pipe ban(1)

Traffic disruption caused by water worksTraffic disruption

(1) Not included in subsequent tables due to small base (n < 30)

SEGMENTATION ANALYSIS
SERVICE ISSUE DESCRIPTIONS



They make sure your household receives water 

supplies that are high quality and always safe to 

drink

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 1st1st1st1st 1st1st1st1st

Male 234 1st 0 1st 0

Female 272 1st 0 1st 0

Age 18-34 108 1st 0 1st 0

Age 35-64 282 1st 0 1st 0

Age 65+ 120 1st 0 1st 0

SEG AB 151 1st 0 1st 0

SEG C1C2 251 1st 0 1st 0

SEG DE 104 1st 0 1st 0

South Staffs Water 364 1st 0 1st 0

Cambridge Water 147 1st 0 1st 0

Meter: Yes 293 1st 0 1st 0

Meter: No 196 1st 0 1st 0

Caring But Time Pressed 110 1st 0 1st 0

Engaged Loyal Carers 188 1st 0 1st 0

Don't Bother Me 98 2nd -1 1st 0

Savvy Switchers 45 1st 0 1st 0

Connected But Hard Pressed 70 1st 0 1st 0

Vulnerable: Yes 177 1st 0 1st 0

Vulnerable: No 334 1st 0 1st 0

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 1st 0 1st 0

Query about bill 52 1st 0 1st 0

Query about water meter 33 1st 0 1st 0

Discolouration 46 1st 0 1st 0

Change to taste or smell 38 1st 0 1st 0

Limescale in water 88 1st 0 1st 0

Loss of water supply 50 1st 0 1st 0

Low water pressure 77 1st 0 1st 0

Traffic disruption 62 1st 0 1st 0

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

SEGMENTATION ANALYSIS
RELIABILTY 



They keep the cost of water affordable for 

customers, today, tomorrow and long into the 

future

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 2nd2nd2nd2nd 2nd2nd2nd2nd

Male 234 2nd 0 4th -2

Female 272 2nd 0 2nd +2

Age 18-34Age 18-34Age 18-34Age 18-34 108108108108 2nd 0 5th5th5th5th ���� -3-3-3-3

Age 35-64 282 3rd -1 2nd +2

Age 65+ 120 3rd -1 4th -2

SEG AB 151 2nd +1 4th -2

SEG C1C2 251 2nd +1 3rd -1

SEG DE 104 3rd -1 2nd +1

South Staffs Water 364 2nd +1 2nd +2

Cambridge Water 147 3rd -1 4th -2

Meter: Yes 293 4th -2 4th -1

Meter: No 196 2nd +2 3rd +1

Caring But Time Pressed 110 2nd +1 3rd -1

Engaged Loyal Carers 188 4th -2 4th -2

Don't Bother Me 98 1st +2 2nd +2

Savvy SwitchersSavvy SwitchersSavvy SwitchersSavvy Switchers 45454545 3rd -1 7th7th7th7th ���� -5-5-5-5

Connected But Hard Pressed 70 3rd -1 2nd +1

Vulnerable: Yes 177 3rd -1 2nd +2

Vulnerable: No 334 2nd +1 4th -2

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 3rd -1 4th -2

Query about bill 52 5th -3 3rd 0

Query about water meter 33 4th -2 5th -3

Discolouration 46 4th -2 4th -2

Change to taste or smell 38 4th -2 3rd 0

Limescale in waterLimescale in waterLimescale in waterLimescale in water 88888888 6th6th6th6th ���� -4-4-4-4 5th -3

Loss of water supply 50 3rd -1 3rd 0

Low water pressure 77 2nd +1 2nd +1

Traffic disruption 62 4th -2 6th -4

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
AFFORDABILITY



They quickly repair and replace their network of 

pipes as needed to reduce the amount of water 

lost each day through leaks

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 3rd3rd3rd3rd 4th4th4th4th

Male 234 3rd 0 2nd +2

Female 272 3rd 0 4th -2

Age 18-34 108 3rd 0 3rd 0

Age 35-64 282 2nd +2 3rd 0

Age 65+ 120 4th -1 3rd 0

SEG AB 151 3rd -1 3rd +1

SEG C1C2 251 3rd -1 4th -1

SEG DE 104 2nd +1 3rd +1

South Staffs Water 364 3rd -1 4th -2

Cambridge Water 147 2nd +1 2nd +2

Meter: Yes 293 2nd +1 2nd +2

Meter: No 196 3rd -1 4th -2

Caring But Time Pressed 110 3rd -1 4th 0

Engaged Loyal Carers 188 2nd +1 3rd 0

Don't Bother MeDon't Bother MeDon't Bother MeDon't Bother Me 98989898 3rd -1 7th7th7th7th ���� -5-5-5-5

Savvy Switchers 45 2nd +1 2nd +2

Connected But Hard Pressed 70 2nd +1 3rd +1

Vulnerable: Yes 177 2nd +1 3rd 0

Vulnerable: No 334 3rd -1 3rd 0

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 2nd +1 2nd +2

Query about bill 52 2nd +1 2nd +2

Query about water meter 33 2nd +1 2nd +2

Discolouration 46 3rd 0 2nd +2

Change to taste or smell 38 2nd +1 2nd +2

Limescale in water 88 3rd 0 3rd 0

Loss of water supply 50 2nd +1 2nd +2

Low water pressure 77 3rd -1 3rd +1

Traffic disruption 62 2nd +1 2nd +2

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
LEAKAGE



They have detailed plans in place to make sure 

drinking water always comes out of your taps –

today, tomorrow and long into the future

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 4th4th4th4th 3rd3rd3rd3rd

Male 234 4th 0 3rd 0

Female 272 4th 0 3rd 0

Age 18-34 108 4th 0 2nd +2

Age 35-64 282 4th -1 4th -2

Age 65+ 120 2nd +2 2nd +2

SEG AB 151 4th 0 2nd +1

SEG C1C2 251 4th 0 2nd +2

SEG DE 104 4th 0 4th -2

South Staffs Water 364 4th 0 3rd 0

Cambridge Water 147 4th 0 3rd 0

Meter: Yes 293 3rd +1 3rd -1

Meter: No 196 4th -1 2nd +1

Caring But Time Pressed 110 4th 0 2nd +1

Engaged Loyal Carers 188 3rd +1 2nd +2

Don't Bother Me 98 5th -1 3rd 0

Savvy Switchers 45 5th -1 5th -2

Connected But Hard Pressed 70 4th 0 4th -2

Vulnerable: Yes 177 4th 0 4th -2

Vulnerable: No 334 4th 0 2nd +2

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 4th 0 3rd 0

Query about bill 52 3rd +1 4th -2

Query about water meter 33 3rd +1 3rd 0

Discolouration 46 2nd +2 3rd 0

Change to taste or smell 38 3rd +1 4th -2

Limescale in water 88 2nd +2 2nd +2

Loss of water supply 50 4th 0 4th -2

Low water pressure 77 4th 0 4th -2

Traffic disruption 62 3rd +1 4th -1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
PLANNING



They will always tell you if your water supply is to 

be cut off temporarily and/or if there is an issue 

with the quality of your water

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 5th5th5th5th 5th5th5th5th

Male 234 5th 0 5th 0

Female 272 5th 0 5th 0

Age 18-34 108 5th 0 4th +1

Age 35-64 282 5th 0 5th 0

Age 65+ 120 5th 0 5th 0

SEG AB 151 7th -2 6th -1

SEG C1C2 251 5th 0 5th 0

SEG DE 104 5th 0 5th 0

South Staffs Water 364 5th +1 5th +1

Cambridge Water 147 6th -1 6th -1

Meter: Yes 293 5th 0 5th 0

Meter: No 196 5th 0 5th 0

Caring But Time Pressed 110 5th 0 5th 0

Engaged Loyal Carers 188 6th -1 7th -2

Don't Bother Me 98 4th +2 6th -1

Savvy Switchers 45 6th -1 3rd +2

Connected But Hard Pressed 70 6th -1 5th 0

Vulnerable: Yes 177 5th 0 5th 0

Vulnerable: No 334 5th 0 5th 0

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 5th 0 5th 0

Query about bill 52 4th +1 7th -2

Query about water meter 33 7th -2 4th +1

Discolouration 46 5th 0 6th -1

Change to taste or smell 38 5th 0 6th -1

Limescale in waterLimescale in waterLimescale in waterLimescale in water 88888888 7th -2 8th8th8th8th ���� -3-3-3-3

Loss of water supplyLoss of water supplyLoss of water supplyLoss of water supply 50505050 8th8th8th8th ���� -3-3-3-3 8th8th8th8th ���� -3-3-3-3

Low water pressure 77 5th 0 5th 0

Traffic disruption 62 5th 0 3rd +2

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
NOTIFICATION



They actively protect the environment by not 

taking too much water from rivers and 

underground water sources and working with 

landowners and farmers to ensure water sources 

are not damaged by any pollution

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 6th6th6th6th 6th6th6th6th

Male 234 6th 0 7th -1

Female 272 6th 0 6th +1

Age 18-34 108 7th -1 9th -3

Age 35-64 282 6th 0 6th 0

Age 65+ 120 6th 0 6th +2

SEG ABSEG ABSEG ABSEG AB 151151151151 5th +1 5th5th5th5th ���� +3+3+3+3

SEG C1C2 251 7th -1 7th 0

SEG DESEG DESEG DESEG DE 104104104104 9th -3 10th10th10th10th ���� -4-4-4-4

South Staffs WaterSouth Staffs WaterSouth Staffs WaterSouth Staffs Water 364364364364 6th -1 8th8th8th8th ���� -3-3-3-3

Cambridge WaterCambridge WaterCambridge WaterCambridge Water 147147147147 5th +1 5th5th5th5th ���� +3+3+3+3

Meter: Yes 293 6th 0 6th +2

Meter: No 196 6th 0 8th -2

Caring But Time Pressed 110 7th -1 8th -2

Engaged Loyal CarersEngaged Loyal CarersEngaged Loyal CarersEngaged Loyal Carers 188188188188 5th5th5th5th ���� +3+3+3+3 6th +2

Don't Bother MeDon't Bother MeDon't Bother MeDon't Bother Me 98989898 12th12th12th12th ���� -7-7-7-7 12th12th12th12th ���� -6-6-6-6

Savvy Switchers 45 4th +2 4th +2

Connected But Hard PressedConnected But Hard PressedConnected But Hard PressedConnected But Hard Pressed 70707070 8th -2 11th11th11th11th ���� -5-5-5-5

Vulnerable: Yes 177 7th -1 9th -3

Vulnerable: No 334 6th +1 6th +3

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 6th 0 6th +1

Query about bill 52 6th 0 8th -2

Query about water meter 33 8th -2 7th -1

Discolouration 46 7th -1 9th -3

Change to taste or smellChange to taste or smellChange to taste or smellChange to taste or smell 38383838 11th11th11th11th ���� -5-5-5-5 16th16th16th16th ���� -10-10-10-10

Limescale in water 88 5th +1 6th 0

Loss of water supply 50 6th 0 6th +1

Low water pressure 77 6th 0 7th -1

Traffic disruption 62 6th 0 5th +1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
WATER RESOURCES



They make sure your household is not impacted by 

the effects of hard water - for example, limescale 

in your appliances and taps, or particles/scum 

floating in the water when you make a drink

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 7th7th7th7th 8th8th8th8th

Male 234 8th 0 8th 0

Female 272 8th 0 8th 0

Age 18-34 108 8th 0 7th +1

Age 35-64 282 8th -1 8th 0

Age 65+Age 65+Age 65+Age 65+ 120120120120 7th 0 11th11th11th11th ���� -4-4-4-4

SEG ABSEG ABSEG ABSEG AB 151151151151 11th11th11th11th ���� -4-4-4-4 13th13th13th13th ���� -7-7-7-7

SEG C1C2SEG C1C2SEG C1C2SEG C1C2 251251251251 6th6th6th6th ���� +4+4+4+4 6th6th6th6th ���� +4+4+4+4

SEG DE 104 10th -3 9th -2

South Staffs Water 364 7th +3 7th +3

Cambridge Water 147 10th -3 10th -3

Meter: Yes 293 7th +1 7th 0

Meter: No 196 8th -1 7th 0

Caring But Time Pressed 110 6th +2 6th +3

Engaged Loyal CarersEngaged Loyal CarersEngaged Loyal CarersEngaged Loyal Carers 188188188188 12th12th12th12th ���� -6-6-6-6 12th12th12th12th ���� -6-6-6-6

Don't Bother MeDon't Bother MeDon't Bother MeDon't Bother Me 98989898 6th +3 4th4th4th4th ���� +5+5+5+5

Savvy Switchers 45 9th -2 14th -6

Connected But Hard Pressed 70 7th 0 7th +1

Vulnerable: Yes 177 9th -2 8th 0

Vulnerable: No 334 7th +2 8th 0

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 7th +1 7th +1

Query about bill 52 7th 0 10th -2

Query about water meterQuery about water meterQuery about water meterQuery about water meter 33333333 14th14th14th14th ���� -7-7-7-7 16th -8

Discolouration 46 6th +2 10th -2

Change to taste or smell 38 6th +2 7th +1

Limescale in waterLimescale in waterLimescale in waterLimescale in water 88888888 4th4th4th4th ���� +4+4+4+4 4th4th4th4th ���� +4+4+4+4

Loss of water supply 50 7th 0 7th +1

Low water pressureLow water pressureLow water pressureLow water pressure 77777777 11th11th11th11th ���� -4-4-4-4 8th 0

Traffic disruption 62 9th -2 9th -1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
HARDNESS



They provide extra support for customers who are 

struggling to pay their bills – for example, 

discounted bills or payment breaks

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 8th8th8th8th 7th7th7th7th

MaleMaleMaleMale 234234234234 10th10th10th10th ���� -3-3-3-3 9th -2

FemaleFemaleFemaleFemale 272272272272 7th7th7th7th ���� +3+3+3+3 7th +2

Age 18-34 108 10th -3 6th +1

Age 35-64 282 7th +1 7th 0

Age 65+Age 65+Age 65+Age 65+ 120120120120 8th +1 10th10th10th10th ���� -4-4-4-4

SEG AB 151 9th -1 8th -1

SEG C1C2 251 10th -3 9th -3

SEG DESEG DESEG DESEG DE 104104104104 6th6th6th6th ���� +5+5+5+5 6th6th6th6th ���� +3+3+3+3

South Staffs Water 364 8th +3 6th +3

Cambridge Water 147 11th -3 9th -3

Meter: YesMeter: YesMeter: YesMeter: Yes 293293293293 8th -1 9th9th9th9th ���� -3-3-3-3

Meter: NoMeter: NoMeter: NoMeter: No 196196196196 7th +1 6th6th6th6th ���� +3+3+3+3

Caring But Time Pressed 110 9th -2 7th 0

Engaged Loyal Carers 188 8th -1 9th -2

Don't Bother Me 98 11th -3 8th 0

Savvy Switchers 45 12th -4 10th -3

Connected But Hard Pressed 70 5th +3 9th -2

Vulnerable: YesVulnerable: YesVulnerable: YesVulnerable: Yes 177177177177 6th6th6th6th ���� +5+5+5+5 6th6th6th6th ���� +3+3+3+3

Vulnerable: NoVulnerable: NoVulnerable: NoVulnerable: No 334334334334 11th11th11th11th ���� -5-5-5-5 9th9th9th9th ���� -3-3-3-3

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 8th -1 8th -2

Query about bill 52 8th 0 11th -4

Query about water meter 33 9th -1 9th -2

DiscolourationDiscolourationDiscolourationDiscolouration 46464646 13th13th13th13th ���� -6-6-6-6 14th14th14th14th ���� -7-7-7-7

Change to taste or smell 38 12th -5 12th -5

Limescale in water 88 10th -3 9th -2

Loss of water supplyLoss of water supplyLoss of water supplyLoss of water supply 50505050 10th -2 10th10th10th10th ���� -4-4-4-4

Low water pressureLow water pressureLow water pressureLow water pressure 77777777 9th -1 10th10th10th10th ���� -3-3-3-3

Traffic disruption 62 10th -2 7th 0

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
BILL SUPPORT



They focus on becoming a sustainable business 

that reduces the environmental impact of its 

operations - for example, reducing carbon 

emissions, waste that goes to landfill and single 

use plastics

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 9th9th9th9th 9th9th9th9th

Male 234 9th 0 10th -1

Female 272 9th 0 9th +1

Age 18-34Age 18-34Age 18-34Age 18-34 108108108108 6th6th6th6th ���� +3+3+3+3 8th +1

Age 35-64 282 9th 0 9th 0

Age 65+ 120 11th -3 8th +1

SEG ABSEG ABSEG ABSEG AB 151151151151 6th6th6th6th ���� +4+4+4+4 7th +3

SEG C1C2 251 9th -1 8th +1

SEG DE 104 11th -3 12th -4

South Staffs Water 364 9th -2 9th -1

Cambridge Water 147 7th +2 8th +1

Meter: Yes 293 9th 0 8th +2

Meter: No 196 9th 0 10th -2

Caring But Time Pressed 110 8th +1 12th -4

Engaged Loyal CarersEngaged Loyal CarersEngaged Loyal CarersEngaged Loyal Carers 188188188188 7th7th7th7th ���� +5+5+5+5 5th5th5th5th ���� +7+7+7+7

Don't Bother MeDon't Bother MeDon't Bother MeDon't Bother Me 98989898 18th18th18th18th ���� -11-11-11-11 18th18th18th18th ���� -11-11-11-11

Savvy Switchers 45 8th +1 6th +3

Connected But Hard Pressed 70 10th -1 8th +1

Vulnerable: Yes 177 12th -4 11th -4

Vulnerable: No 334 8th +4 7th +4

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 9th 0 9th +1

Query about bill 52 12th -3 5th +4

Query about water meter 33 6th +3 8th +1

Discolouration 46 12th -3 7th +2

Change to taste or smell 38 16th -7 17th -8

Limescale in water 88 8th +1 7th +3

Loss of water supply 50 5th +4 5th +5

Low water pressure 77 7th +2 12th -3

Traffic disruption 62 7th +2 8th +2

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
SUSTAINABILITY



The water always comes out the taps at a pressure 

that does not impact on your daily routine SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 10th10th10th10th 11th11th11th11th

MaleMaleMaleMale 234234234234 7th7th7th7th ���� +7+7+7+7 6th6th6th6th ���� +8+8+8+8

FemaleFemaleFemaleFemale 272272272272 14th14th14th14th ���� -7-7-7-7 14th14th14th14th ���� -8-8-8-8

Age 18-34 108 11th 0 14th -3

Age 35-64 282 12th -2 11th +1

Age 65+ 120 9th +3 9th +2

SEG AB 151 10th +2 11th 0

SEG C1C2 251 8th +4 10th +3

SEG DE 104 12th -2 11th -1

South Staffs Water 364 11th -2 12th -5

Cambridge Water 147 9th +2 7th +5

Meter: Yes 293 10th +2 12th -1

Meter: No 196 12th -2 11th +1

Caring But Time Pressed 110 10th +1 9th +2

Engaged Loyal Carers 188 13th -4 13th -4

Don't Bother MeDon't Bother MeDon't Bother MeDon't Bother Me 98989898 7th7th7th7th ���� +6+6+6+6 5th5th5th5th ���� +8+8+8+8

Savvy Switchers 45 13th -2 17th -6

Connected But Hard Pressed 70 11th -1 12th -2

Vulnerable: Yes 177 11th -1 15th -5

Vulnerable: No 334 10th +1 10th +5

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 11th 0 10th +2

Query about bill 52 11th -1 16th -5

Query about water meter 33 13th -3 13th -2

Discolouration 46 8th +3 8th +3

Change to taste or smell 38 8th +3 5th +6

Limescale in water 88 11th 0 10th +1

Loss of water supply 50 11th -1 12th -1

Low water pressure 77 10th 0 6th +6

Traffic disruption 62 11th 0 11th 0

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
PRESSURE



They provide extra support for customers who 

need more help accessing their services – for 

example, delivering bottled water if the water is 

cut off or braille bills

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 11th11th11th11th 10th10th10th10th

Male 234 12th -2 12th -2

Female 272 10th +2 10th +2

Age 18-34 108 12th -2 12th -2

Age 35-64 282 10th +1 10th 0

Age 65+ 120 12th -1 7th +3

SEG AB 151 12th -3 12th -3

SEG C1C2 251 13th -4 11th -3

SEG DESEG DESEG DESEG DE 104104104104 7th7th7th7th ���� +5+5+5+5 7th7th7th7th ���� +4+4+4+4

South Staffs Water 364 10th +3 10th +1

Cambridge Water 147 13th -3 11th -1

Meter: Yes 293 12th -2 10th -1

Meter: No 196 10th +2 9th +1

Caring But Time Pressed 110 12th -2 10th 0

Engaged Loyal Carers 188 11th 0 11th -1

Don't Bother Me 98 10th +1 11th -1

Savvy Switchers 45 16th -6 12th -2

Connected But Hard Pressed 70 9th +2 6th +5

Vulnerable: YesVulnerable: YesVulnerable: YesVulnerable: Yes 177177177177 8th +4 7th7th7th7th ���� +4+4+4+4

Vulnerable: NoVulnerable: NoVulnerable: NoVulnerable: No 334334334334 12th -4 11th11th11th11th ���� -4-4-4-4

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 12th -2 11th -2

Query about bill 52 13th -2 13th -3

Query about water meter 33 11th 0 14th -4

Discolouration 46 11th -1 12th -2

Change to taste or smell 38 13th -3 9th +1

Limescale in water 88 12th -2 12th -3

Loss of water supply 50 12th -1 11th -2

Low water pressure 77 8th +3 11th -1

Traffic disruption 62 16th -6 15th -6

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
SERVICE SUPPORT



They pro-actively work with households and 

developers to adopt approaches to re-use water –

i.e. rainwater harvesting and ‘grey’ water recycling, 

where less treated water is used for activities like 

watering the garden and flushing the toilets

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 12th12th12th12th 14th14th14th14th

Male 234 13th -2 15th -4

Female 272 11th +2 11th +4

Age 18-34 108 13th -1 13th 0

Age 35-64 282 13th -1 14th 0

Age 65+ 120 10th +3 12th +2

SEG AB 151 8th +5 10th +3

SEG C1C2 251 11th +2 13th +1

SEG DE 104 15th -6 14th -2

South Staffs Water 364 13th -5 14th -2

Cambridge Water 147 8th +5 12th +2

Meter: Yes 293 11th +3 11th +3

Meter: No 196 14th -3 14th -3

Caring But Time Pressed 110 13th -1 11th +3

Engaged Loyal Carers 188 9th +4 10th +3

Don't Bother Me 98 17th -7 15th -3

Savvy Switchers 45 7th +6 9th +4

Connected But Hard Pressed 70 13th -1 15th -3

Vulnerable: Yes 177 14th -5 12th +1

Vulnerable: No 334 9th +5 13th -1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 10th +4 13th 0

Query about bill 52 9th +3 14th -2

Query about water meterQuery about water meterQuery about water meterQuery about water meter 33333333 5th5th5th5th ���� +8+8+8+8 6th +8

Discolouration 46 14th -2 15th -1

Change to taste or smell 38 10th +2 10th +4

Limescale in water 88 9th +4 13th 0

Loss of water supply 50 9th +4 9th +5

Low water pressure 77 12th 0 15th -2

Traffic disruption 62 8th +5 10th +4

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
RECYCLING 



They are easy to deal with by quickly and 

effectively resolving any queries you have about 

your water services

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 13th13th13th13th 12th12th12th12th

Male 234 11th +1 11th +2

Female 272 12th -1 13th -2

Age 18-34 108 9th +4 11th +1

Age 35-64 282 11th +2 13th -2

Age 65+ 120 14th -4 13th -1

SEG AB 151 14th -3 14th -2

SEG C1C2 251 12th -1 12th -1

SEG DE 104 8th +6 8th +6

South Staffs Water 364 12th +2 11th +3

Cambridge Water 147 14th -2 14th -3

Meter: Yes 293 13th -2 13th 0

Meter: No 196 11th +2 13th 0

Caring But Time Pressed 110 11th +2 13th -1

Engaged Loyal Carers 188 15th -5 14th -3

Don't Bother Me 98 8th +6 10th +4

Savvy Switchers 45 10th +2 11th +1

Connected But Hard Pressed 70 12th +1 10th +4

Vulnerable: Yes 177 10th +4 10th +4

Vulnerable: No 334 14th -4 14th -4

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 13th -1 15th -4

Query about bill 52 14th -1 9th +5

Query about water meter 33 15th -3 11th +1

Discolouration 46 10th +3 16th -4

Change to taste or smell 38 7th +6 11th +1

Limescale in water 88 13th -1 14th -2

Loss of water supply 50 13th -1 15th -3

Low water pressure 77 13th 0 13th -2

Traffic disruption 62 12th 0 13th -1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
QUICK RESOLUTION



They improve the environment in the areas they 

supply, by offering grants to support local projects 

that improve natural habitats – i.e. trees, plants 

and animals

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 14th14th14th14th 13th13th13th13th

Male 234 14th -1 13th -1

Female 272 13th +1 12th +1

Age 18-34 108 14th 0 10th +4

Age 35-64 282 14th 0 15th -2

Age 65+ 120 13th +1 14th -1

SEG AB 151 13th +1 9th +5

SEG C1C2 251 14th 0 14th -2

SEG DE 104 13th 0 13th 0

South Staffs Water 364 14th -2 13th 0

Cambridge Water 147 12th +2 13th 0

Meter: Yes 293 14th -1 14th -2

Meter: No 196 13th +1 12th +2

Caring But Time Pressed 110 14th 0 14th -1

Engaged Loyal Carers 188 10th +5 8th +7

Don't Bother Me 98 19th -7 17th -6

Savvy Switchers 45 11th +3 8th +6

Connected But Hard Pressed 70 16th -2 13th 0

Vulnerable: Yes 177 13th 0 13th -1

Vulnerable: No 334 13th 0 12th +1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 14th -1 12th +2

Query about bill 52 18th -4 12th +1

Query about water meter 33 10th +4 10th +3

Discolouration 46 9th +5 13th 0

Change to taste or smell 38 17th -3 13th 0

Limescale in water 88 14th 0 11th +3

Loss of water supply 50 14th 0 14th -1

Low water pressure 77 14th 0 9th +5

Traffic disruption 62 13th +1 12th +1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
LOCAL ENVIRONMENT



They provide incentives to customers who use less 

water – for example, tariffs that are lower if you 

use water outside of times of peak demand

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 15th15th15th15th 15th15th15th15th

Male 234 15th 0 14th +1

Female 272 15th 0 15th -1

Age 18-34 108 15th 0 18th -3

Age 35-64 282 15th 0 12th +3

Age 65+ 120 15th 0 15th 0

SEG AB 151 15th 0 16th -1

SEG C1C2 251 15th 0 15th 0

SEG DE 104 14th +1 15th 0

South Staffs Water 364 15th 0 15th 0

Cambridge Water 147 15th 0 15th 0

Meter: Yes 293 15th 0 15th 0

Meter: No 196 15th 0 15th 0

Caring But Time Pressed 110 16th -1 16th -1

Engaged Loyal Carers 188 16th -2 15th -1

Don't Bother Me 98 9th +6 9th +6

Savvy Switchers 45 14th +1 15th 0

Connected But Hard Pressed 70 15th 0 14th +1

Vulnerable: Yes 177 15th 0 14th +1

Vulnerable: No 334 15th 0 15th -1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 15th 0 14th +1

Query about billQuery about billQuery about billQuery about bill 52525252 10th +5 6th6th6th6th ���� +9+9+9+9

Query about water meter 33 17th -2 12th +3

Discolouration 46 17th -2 5th +10

Change to taste or smell 38 9th +6 8th +7

Limescale in water 88 15th 0 15th 0

Loss of water supply 50 16th -1 13th +2

Low water pressure 77 15th 0 14th +1

Traffic disruption 62 14th +1 14th +1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
INCENTIVES 



They provide customers with meter readings on a 

regular basis (at least quarterly) to allow them to 

monitor and better understand how much water 

they use

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 16th16th16th16th 16th16th16th16th

Male 234 16th +1 17th -1

Female 272 17th -1 16th +1

Age 18-34 108 17th -1 16th 0

Age 35-64 282 17th -1 17th -1

Age 65+ 120 16th +1 16th 0

SEG AB 151 17th -1 17th -1

SEG C1C2 251 16th +2 16th +1

SEG DE 104 18th -2 18th -2

South Staffs Water 364 17th -1 16th 0

Cambridge Water 147 16th +1 16th 0

Meter: Yes 293 16th +2 16th +2

Meter: No 196 18th -2 18th -2

Caring But Time Pressed 110 15th +1 15th +2

Engaged Loyal Carers 188 17th -1 17th -1

Don't Bother Me 98 13th +4 13th +4

Savvy Switchers 45 20th -4 18th -2

Connected But Hard Pressed 70 14th +4 16th +1

Vulnerable: Yes 177 17th -1 17th -1

Vulnerable: No 334 16th +1 16th +1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 17th -1 16th 0

Query about bill 52 15th +1 15th +1

Query about water meter 33 18th -2 18th -2

Discolouration 46 19th -3 18th -2

Change to taste or smell 38 19th -3 19th -3

Limescale in water 88 17th -1 17th -1

Loss of water supply 50 17th -1 17th -1

Low water pressure 77 19th -3 18th -2

Traffic disruption 62 20th -4 18th -2

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
METER READINGS



They provide a wide range of ways to contact and 

interact with them that meet all types of 

customers’ needs

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 17th17th17th17th 18th18th18th18th

Male 234 18th -2 16th +2

Female 272 16th +2 18th -2

Age 18-34 108 16th +2 15th +3

Age 35-64 282 16th +1 18th 0

Age 65+ 120 18th -2 19th -1

SEG AB 151 19th -2 19th -2

SEG C1C2 251 17th 0 17th +1

SEG DE 104 16th +2 16th +3

South Staffs Water 364 16th +2 18th +2

Cambridge Water 147 18th -2 20th -2

Meter: Yes 293 18th -2 19th -2

Meter: No 196 16th +2 17th +2

Caring But Time Pressed 110 17th +1 17th +1

Engaged Loyal Carers 188 18th -1 18th -1

Don't Bother Me 98 14th +4 14th +4

Savvy Switchers 45 15th +3 13th +5

Connected But Hard Pressed 70 18th -1 19th -1

Vulnerable: Yes 177 16th +2 16th +3

Vulnerable: No 334 18th -2 19th -3

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 18th -1 18th -1

Query about bill 52 17th 0 18th 0

Query about water meter 33 16th +1 19th -1

Discolouration 46 15th +3 17th +1

Change to taste or smell 38 14th +4 14th +4

Limescale in water 88 18th -1 18th 0

Loss of water supply 50 18th -1 18th 0

Low water pressure 77 16th +1 17th +1

Traffic disruption 62 17th 0 19th -1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
WAYS TO CONTACT



They work closely with primary, secondary schools 

and higher education bodies to educate young 

people about the value of conserving and re-using 

water

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 18th18th18th18th 17th17th17th17th

Male 234 17th +1 18th -1

Female 272 18th -1 17th +1

Age 18-34 108 19th -2 17th 0

Age 35-64 282 18th 0 16th +1

Age 65+ 120 17th +1 17th 0

SEG AB 151 16th +2 15th +3

SEG C1C2 251 18th -2 18th -2

SEG DE 104 17th 0 17th 0

South Staffs Water 364 18th -1 17th 0

Cambridge Water 147 17th +1 17th 0

Meter: Yes 293 17th 0 17th -1

Meter: No 196 17th 0 16th +1

Caring But Time Pressed 110 18th -1 18th -2

Engaged Loyal Carers 188 14th +6 16th +3

Don't Bother Me 98 21st -5 21st -5

Savvy Switchers 45 18th -1 16th +1

Connected But Hard Pressed 70 19th -3 20th -4

Vulnerable: Yes 177 18th -1 18th -1

Vulnerable: No 334 17th +1 17th +1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 16th +2 17th +1

Query about bill 52 16th +2 19th -2

Query about water meter 33 12th +6 15th +2

Discolouration 46 16th +1 11th +6

Change to taste or smell 38 15th +2 15th +2

Limescale in water 88 16th +2 16th +1

Loss of water supply 50 15th +3 16th +1

Low water pressure 77 17th +1 16th +1

Traffic disruption 62 15th +3 16th +1

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
EDUCATION



They ensure that all customers who want a water 

meter are able to have one installed SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 19th19th19th19th 19th19th19th19th

Male 234 19th 0 19th 0

Female 272 19th 0 19th 0

Age 18-34 108 18th +1 19th 0

Age 35-64 282 19th 0 19th 0

Age 65+ 120 19th 0 18th +1

SEG AB 151 18th +1 18th +1

SEG C1C2 251 19th 0 19th 0

SEG DE 104 19th 0 20th -2

South Staffs Water 364 19th 0 19th -1

Cambridge Water 147 19th 0 18th +1

Meter: Yes 293 19th +1 18th +1

Meter: No 196 20th -1 19th -1

Caring But Time Pressed 110 19th 0 19th 0

Engaged Loyal Carers 188 19th -1 19th -1

Don't Bother Me 98 15th +4 16th +3

Savvy Switchers 45 17th +2 19th 0

Connected But Hard Pressed 70 17th +2 18th +1

Vulnerable: Yes 177 19th 0 19th -1

Vulnerable: No 334 19th 0 18th +1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 19th +1 19th 0

Query about bill 52 19th 0 17th +2

Query about water meter 33 19th 0 17th +2

Discolouration 46 21st -2 21st -2

Change to taste or smell 38 18th +1 18th +1

Limescale in water 88 19th 0 19th 0

Loss of water supply 50 20th -1 20th -1

Low water pressure 77 18th +1 19th 0

Traffic disruption 62 19th 0 17th +2

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
METER INSTALLS



They have a website that allows you to find the 

answer to any queries quickly and easily SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 20th20th20th20th 20th20th20th20th

Male 234 20th 0 20th +1

Female 272 20th 0 21st -1

Age 18-34 108 21st -1 21st -1

Age 35-64 282 20th 0 20th 0

Age 65+ 120 20th 0 20th 0

SEG AB 151 20th 0 20th 0

SEG C1C2 251 20th 0 20th +1

SEG DE 104 21st -1 21st -1

South Staffs Water 364 20th 0 21st -2

Cambridge Water 147 20th 0 19th +2

Meter: Yes 293 20th -1 20th 0

Meter: No 196 19th +1 20th 0

Caring But Time Pressed 110 20th 0 21st -1

Engaged Loyal Carers 188 20th -1 21st -1

Don't Bother Me 98 16th +4 19th +1

Savvy Switchers 45 19th +1 20th 0

Connected But Hard Pressed 70 20th 0 17th +3

Vulnerable: Yes 177 21st -1 21st -1

Vulnerable: No 334 20th +1 20th +1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 20th -1 20th 0

Query about bill 52 20th 0 21st -1

Query about water meter 33 20th 0 20th 0

Discolouration 46 18th +2 19th +1

Change to taste or smell 38 20th 0 20th 0

Limescale in water 88 20th 0 20th 0

Loss of water supply 50 19th +1 19th +1

Low water pressure 77 20th 0 20th 0

Traffic disruption 62 18th +2 20th 0

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
WEBSITE



They provide financial grants and/or sponsorship 

and their employees spend time volunteering to 

support local community schemes in the areas 

they supply

SegmentSegmentSegmentSegment BaseBaseBaseBase
(1)(1)(1)(1) RankRankRankRank RankRankRankRank

Full sampleFull sampleFull sampleFull sample 511511511511 21st21st21st21st 21st21st21st21st

Male 234 21st 0 21st -1

Female 272 21st 0 20th +1

Age 18-34 108 20th +1 20th +1

Age 35-64 282 21st 0 21st 0

Age 65+ 120 21st 0 21st 0

SEG AB 151 21st 0 21st 0

SEG C1C2 251 21st 0 21st -1

SEG DE 104 20th +1 19th +2

South Staffs Water 364 21st 0 20th +1

Cambridge Water 147 21st 0 21st -1

Meter: Yes 293 21st 0 21st 0

Meter: No 196 21st 0 21st 0

Caring But Time Pressed 110 21st 0 20th +1

Engaged Loyal Carers 188 21st 0 20th +1

Don't Bother Me 98 20th +1 20th +1

Savvy Switchers 45 21st 0 21st 0

Connected But Hard Pressed 70 21st 0 21st 0

Vulnerable: Yes 177 20th +1 20th +1

Vulnerable: No 334 21st -1 21st -1

Note: Significant differences highlighted; 'Vulnerable': someone in household on PSR and/or on 

benefits and/or gross annual household income < £16,380; (1) base unweighted; (2) difference 

relative to 'Other' (eg SEG DE vs SEG AB & C1C2 combined)

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

DifferenceDifferenceDifferenceDifference
(2)(2)(2)(2)

Service issueService issueService issueService issue
(1)(1)(1)(1)

BaseBaseBaseBase
(2)(2)(2)(2) RankRankRankRank RankRankRankRank

Any service issueAny service issueAny service issueAny service issue 285285285285 21st 0 21st 0

Query about bill 52 21st 0 20th +1

Query about water meter 33 21st 0 21st 0

Discolouration 46 20th +1 20th +1

Change to taste or smell 38 21st 0 21st 0

Limescale in water 88 21st 0 21st 0

Loss of water supply 50 21st 0 21st 0

Low water pressure 77 21st 0 21st 0

Traffic disruption 62 21st 0 21st 0

UninformedUninformedUninformedUninformed InformedInformedInformedInformed

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

DifferenceDifferenceDifferenceDifference
(3)(3)(3)(3)

Note: Significant differences highlighted; (1) see beginning of this section for issue descriptions 

used in the questionnaire; (2) base unweighted; (3) for each issue, difference relative to those who 

did not experience that issue

SEGMENTATION ANALYSIS
COMMUNITY
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DERIVED IMPORTANCE AND MAXDIFF PRIORITIES
SERVICE ELEMENTS

27

Derived Derived Derived Derived 

importance importance importance importance 

rankrankrankrank

(out of 9)(out of 9)(out of 9)(out of 9)

Service element from customer tracking Service element from customer tracking Service element from customer tracking Service element from customer tracking 

(Turquoise)(Turquoise)(Turquoise)(Turquoise)

2 That tap water is safe to drink

3 Affordability

4 Reliability of water supply

5
How quickly SSC repair leaks on public 

highways/footpaths

6 Colour and appearance of tap water

7 Taste and smell of tap water

8 Hardness/softness of water

9 Water pressure

MaxDiff importance MaxDiff importance MaxDiff importance MaxDiff importance 

rank, uninformedrank, uninformedrank, uninformedrank, uninformed

(out of 21)(out of 21)(out of 21)(out of 21)

MaxDiff initiativeMaxDiff initiativeMaxDiff initiativeMaxDiff initiative

1
They make sure your household receives water supplies 

that are high quality and always safe to drink

2
They keep the cost of water affordable for customers, 

today, tomorrow and long into the future

3

They quickly repair and replace their network of pipes as 

needed to reduce the amount of water lost each day 

through leaks 

4

They have detailed plans in place to make sure drinking 

water always comes out of your taps – today, tomorrow 

and long into the future

7

They make sure your household is not impacted by the 

effects of hard water - for example, limescale in your 

appliances and taps, or particles/scum floating in the 

water when you make a drink

10
The water always comes out the taps at a pressure that 

does not impact on your daily routine

Strong correspondence

Approximate correspondence

Weak correspondence

Importance > average

Importance < average

Note: The top ranked service element ‘Value for money’ could not be mapped

There is a relatively good match both in terms of

a) correspondence between elements tested in 

customer tracking and MaxDiff initiatives and

b) rankings of service elements/initiatives



DERIVED IMPORTANCE AND MAXDIFF PRIORITIES
BRAND STATEMENTS

27

Derived Derived Derived Derived 

importance importance importance importance 

rankrankrankrank

(out of 10)(out of 10)(out of 10)(out of 10)

Brand statement from customer tracking Brand statement from customer tracking Brand statement from customer tracking Brand statement from customer tracking 

(Turquoise)(Turquoise)(Turquoise)(Turquoise)

1 They are a reliable company

2 SSC are open and honest with their customers

3 They are easy to deal with

4
They have competent staff who do what they say 

they will do

6
They help me understand if having/installing a 

water meter is the right thing for me

7 They help me to save water in my home

8 If something goes wrong, they sort it out quickly

9
They do a good job at helping to protect the 

environment in the areas they take water from

10
They run an environmentally sustainable business 

(eg single use plastics and carbon emissions)

Strong correspondence

Approximate correspondence

Weak correspondence

Importance > average

Importance < average

Note: The statement 'They have a good reputation’ (rank 5) could not be mapped

Direct comparisons are possible in a few cases only

MaxDiff importance MaxDiff importance MaxDiff importance MaxDiff importance 

rank, uninformedrank, uninformedrank, uninformedrank, uninformed

(out of 21)(out of 21)(out of 21)(out of 21)

MaxDiff init iativeMaxDiff init iativeMaxDiff init iativeMaxDiff init iative

1
They make sure your household receives water supplies 

that are high quality and always safe to drink

5

They will always tell you if your water supply is to be cut 

off temporarily and/or if there is an issue with the quality 

of your water 

6

They actively protect the environment by not taking too 

much water from rivers and underground water sources 

and working with landowners and farmers to ensure water 

sources are not damaged by any pollution 

9

They focus on becoming a sustainable business that 

reduces the environmental impact of its operations - for 

example, reducing carbon emissions, waste that goes to 

landfill and single use plastics

13
They are easy to deal with by quickly and effectively 

resolving any queries you have about your water services 

15

They provide incentives to customers who use less water 

– for example, tariffs that are lower if you use water 

outside of times of peak demand 

19
They ensure that all customers who want a water meter 

are able to have one installed 
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PARTICIPANT CHARACTERISTICS
ETHNICITY

27



PARTICIPANT CHARACTERISTICS
ATTITUDINAL SEGMENT YEAR 1

Year 1 Year 1 Year 1 Year 1 

prioritypriorityprioritypriority

Original Original Original Original 

Segmentation Segmentation Segmentation Segmentation 

PR19 PR19 PR19 PR19 ---- 2018201820182018
Overview of segmentOverview of segmentOverview of segmentOverview of segment

Customer Customer Customer Customer 

Segment %Segment %Segment %Segment %

2121212124242424

Very time pressed juggling all their commitments. 

Consequently don’t think much about their water 

usage and don’t want their time wasted. Often 

online.

AAAA

3737373724242424

Highly engaged with their water usage and the 

wider community their live in. Expect a very high 

level of service from companies they use. Use 

technology, but prefer a personal relationship.

B B B B 

1515151516161616
Often financially and time pressured. Strong 

preference for being on-line and using social media.CCCC

77779999
Highly engaged with using the ‘latest’ technology 

and managing their lives online. Switched on to 

saving water.

DDDD

2020202027272727

Highly engaged with technology and very focused 

on their network of family and friends. Admit to not 

thinking much about their water usage or services 

and prefer a more transactional relationship with 

their water company.

EEEE



APPENDIX B

QUESTIONNAIRES

69



APPENDIX B

QUESTIONNAIRES

70



APPENDIX B

QUESTIONNAIRES

71



APPENDIX B

QUESTIONNAIRES

72



APPENDIX B

QUESTIONNAIRES

73



APPENDIX B

QUESTIONNAIRES

74



APPENDIX B

QUESTIONNAIRES

75



APPENDIX B

QUESTIONNAIRES

76



APPENDIX B

QUESTIONNAIRES

77



APPENDIX C

STIMULUS MATERIALS - CAM

78



APPENDIX C

STIMULUS MATERIALS - SSW

79



Registered in London No. 2231083

Accent Marketing & Research Limited

Registered Address: 30 City Road, London, EC1Y 2AB

THANK YOU!


