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Our Customers Want...

Areliable, clean water supply Be fair

Our customers have told us they want
a clean, safe, reliable and plentiful
supply of water so they don't need to
worry when they turn on their taps.
Concerns over future supply aren't

at the top of their minds, but there is
awareness of an aging infrastructure,
rising population, and climate change.
Customers want to be assured that we
are making plans for the future.

Be more proactive

Our customers have told us they want
us to do more to protect and restore
the environment and they want us

to go beyond the statutory minimum
regulations.

When it comes to customer service,
they don't want to have to contact us
but if they do it needs to be easy, for
example, through an app.

Our customers support the use of smart
meters to keep them informed.

Our customers want us to fix the leaks

and reduce water wastage.

Our customers are concerned about
the impact of bills on vulnerable
customers and don't want bill changes
to negatively impact them.

Our customers want fair, progressive
billing and charging structures that
support paying for what you use, and
charging more to those who use the
most water.

52
@

Be more transparent
Our customers want us to have more
contact with schools and spread the
word about urgent issues such as
the environment and water supply,
through a wider education and
engagement programme.
Our customers understand why we
need to raise prices, but are more
likely to accept them if we can
demonstrate that we have invested in
what we say we have.

Affinity



Good Supply

Clean & Reliable

Above all else customers want water that is safe, clean, reliable, and plentiful.
They want to not worry about what happens when they turn their tap.

Affinity is expected to take the lead in ensuring water is safe and clean, and
customers have no strong preferences on the how; reducing chemical use is
preferred, but customers are cautious about costs involved in alternatives at
the moment.

Issues around hardness and lead are high in customer minds, especially
hardness, which is often equivalised with Water Quality in customers’ minds.
Customers would like to see fewer aesthetics-related incidents with their water,
and more done to reduce lead in pipes.

Low pressure only affects a small proportion of the customer base, but has an
impact both emotionally and physically when it does.

Plentiful

Concerns over future supply are vague, but there, with some awareness of
aging infrastructure, rising population and climate change. Customers want to
be assured that Affinity is making plans to ensure these are mitigated in
advance, and plans for alternatives to abstraction are generally accepted.

Key Sources:

Topics 10, 19, 28, Water Community
Water Quality Deep Dive, Impact
Priorities Qual & Quant, Eftec
Water Source Change, Water Club
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Fairness

Fix the Leaks

Leaks are the hot button issue that pervades
customer thinking on almost every issue.
Leaks are felt to be fundamentally unfair:
customers believe we should have our own
house in order before passing on charges;
leaks excuse profligate water use in those
who don’t want to reduce their usage, and
disheartens those who do.

Leak targets aren’t considered ambitious
enough, and 15Ml/day level comes across as
a stunning amount to lose.

Key Sources:

Topics 5, 15, 22, Water Community

Environment Deep Dive, Impact

Priorities & Valuation Research, Eftec

Awareness & Understanding of Water Issues, CCW

Protect Vulnerable Customers

Across different research customers have
expressed concern around the impact on
‘vulnerable’ customers of all kinds, and are
keen to see than any changes to billing do
not severely impact them.

They want to see what measures are in place
to ensure vulnerable customers are not
negatively affected by changes in price,
billing structures or customer service levels.

Levels of awareness of what support is there is
not as high as it should be.

The cost of living crisis has made more people
aware of the need for help, yet it has also
made people less willing to pay, due to
concern over their own bills, and there is only
luke-warm support for extending the social
tariff.

Key sources:

Topics 7, 22, 32, Water Community

Deep Dives, Impact

AAT testing qual, Accent

Social Tariff Customer Preference, Accent

More Progressive Billing

Across different research customers have said
that paying for what you use is the fairest
form of billing, and those who use most
should pay more. Customers want to see
charging structures that support that.

They are largely open to rising block tariffs, as
long as the structure feels “fair”, and that
extra protections are built in for the
vulnerable.

There is a sense that standing charges are
not fair, and many feel other costs should be
spread across the price per litre, though a
small standing charge is tolerable.

Key Sources:

Topics 6, 33, 55, Water Community

The Role for Rising Block Tariffs in Water Affordability,
Economic Insight
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Proactivity

In Customer Service

Customers don't want to talk to us at all, if at
all possible. For many that means being able
to handle things through an app. Smart
metering is expected in this day and age.

But if something does happen, they want us
to do the reaching out, e.g.:

notifying them about alerts in their areas

monitoring customer water use patterns for
internal leaks

actively keeping in touch regarding any
works being done or any external leaks
reported

Key Sources:
Topics 13, 15, 21, 24, 38, Water Community,
Awareness & Understanding of Water Issues, CCW

In Protecting the Environment

Customers are concerned about the
environment, but do not believe their
individual efforts have impact, and expect
Affinity Water to be a leader in this area.

Customers want us to do more to protect &

restore the environment. They want us o go
beyond statutory minimums (though how far
is often limited by personal circumstance).

Environmental restoration projects score
highly in Willingness To Pay studies, and in our
priorities work, especially river restoration and
increasing bio-diversity.

Reducing Abstraction is supported, though
largely as a more general part of protecting
the environment than through any real
understanding of the issue.

Reducing carbon is a particular want of our
non-household customers who want to be
able to cut their own carbon footprints.

Key Sources:

Topics 2, 5, 9, 43, 51, Water Community
Environmental Deep dive, Impact
Priorities Qual & Quant, Eftec
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Transparency

More communications

Another common thread across all the PR24 research is that
customers do not know much about Affinity Water (though many say
they don’'t want to know more). When discussing issues in detail,
respondents would often comment ‘I didn’t know that’ and ‘Why
aren’t they telling us thate’. Awareness of our environmental actions
are low.

They want to see more general education undertaken to schools and
the wider communication of urgent issues around water supplies and
the environment. Though this is often in the belief that it will get
“Others” to waste less water, rather than themselves.

Seeing us deliver

Customers are generally resigned to price rises but will be more
accepting if we can demonstrate we've invested where we said we
have. They want to see us keeping our promises, especially on
infrastructure and environmental rebuilding. Doing so will both build
trust and make customers more forgiving should anything go wrong.

Customers are concerned that they will get nothing for any increased
bills, and it will be used purely to pay dividends to shareholders.

Key Sources:

Topics 13, 20, 24, The Water Community
PR 24 Deep Dives, Impact

Priorities Qual, Eftec,
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Developing ‘What Our Customers and Stakeholders Want’ (WCSW)

To ensure our plans and strategies deliver what customers want, their needs and expectations are consolidated in
our WCSW document. It provides a consistent and robust evidence base for our plans and decision making

Evidence gathering Synthesis and triangulation Insight and action

We collect a wide range of evidence
through the analysis of day-to-day
customer insight, customer research
& consultation and the analysis of
operational data.

A wide range of customers were engaged
to explore similarities and differences
ACross customer segments.

Where appropriate, a ‘citizen’ view was
explored, as well as looking at non-
household segments.

We also engaged our stakeholders to
understand how their views aligned or
differed.

We have developed an approach and
framework to gather and triangulate customer
evidence.

This framework sets out the key objectives for
engagement.

Each new piece of evidence is evaluated and
consolidated in alignment with our
triangulation methodology (set out in full in the
Customer Engagement Synthesis report).

We document the outcomes of the
triangulation of customer evidence in the
synthesis report and summarise our conclusions
in the WCSW report.

This report informs the development of:

e Our current customer experience
improvement strategy

Future customer experience strategy and
planning

* The development of our performance
commitments

e Ourinvestment and business plans

* Long-term asset strategy (including our
Water Resources Management Plan
(WRMP), Water Industry National
Environmental Programmes (WINEP) and
Long-term Delivery Strategy (LTDS))

Affinity



Affinity’s sirategic direction

Our four ambition statements are our strategic response to what our stakeholders and customers have told us

Our long term ambitions

Environment

Leave the environment in a sustainable and
measurably improved state.

e End unsustainable abstraction from chalk
groundwater sources

e Achieve Net Zero for operational emissions
by 2030 and all carbon by 2045

e Deliver a net gain in Natural Capital

Resilience

Be prepared for change, and resilient to shocks and
stresses.

e Ensure a resilient supply of water for our
customers

e Ensure our physical assets are resilient for the
longterm

e Ensure our people, processes, suppliers and
finances remain resilient

Customers

Deliver what our customers need, ensuring
affordability for all.

e Exceed customers' expectations for
drinking water

e Personalise our services to support different
needs and wants

e Take care of our vulnerable customers and
keep bills affordable

R3]

Communities

Work with our communities to create value
for the local economy and society.

e Build trust and transparency

e Enhance environmental and social health
to provide value to our communities

e Reduce our impact in the water
environment for all

Affinity Water
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Meet our household customers

We serve 3.8m customers across 1.5m households

Customer demographics

We currently serve 1.5m households. This has been rising at just under 1% every year since 2017,
an average of 14,200 properties, a frend that could see another 100,000 households added by
2030. 67.6% of our customers had a meter by the end of March 2023, a rise of 4.4% on 2022.

Customer awareness fluctuates a little, but is largely stable at 2 63%
unprompted awareness each year

The Perceptions survey uses random-digit-dial surveys with sole or joint bill payers in the Affinity
Water area to measure awareness of Affinity in the general population. It has been largely steady
for sometime, and whilst activity such as SOS can create a temporary uplift, often this uplift sfill
isn't a significant increase. 291 Our awareness is slightly below national figures suggesting that 7 in
10 know who their suppliers are 128

The Affinity Water area is highly variable with groups often highly
concentrated in particular communities rather than truly mixed

The Affinity Water area covers areas from the very urban to the very rural, and of extreme
deprivation to significant affluence. The Affinity Water area includes both the single most
deprived area in England(Jaywick, near Clacton) and the 10" least deprived (Chorleywood) 192
Customers are not evenly spread, with 1 in 4 customers located in Pinn, the smallest geographical
areaq.

The coastal areas of Brett & Dour have a generally more vulnerable profile than the central area

north and west of London. In these communities the average age is older, (27.0% over 65 in Brett,

22% in Dour, vs 16.4% in Central) and more likely to have a disability or life-limiting condition (30.4%
in Brett, 28.5% in Dour, 19.9% in Central)1ZZ

Ethnicity is another demographic that is highly concentrated. The % of population that is white
British is very high outside of the west London suburbs, with small enclaves in Staines and Luton.
Outside the M25, the proportion of the population from an ethnic minority falls sharply. 56.4% of
the population identified as White British in Central, compared to 92.1% in Brett and 88.8% in
DourlZZ

/ Demographic Segmentation Ownership Status \
Comfortably retired 18% Feeling the strain 10% Owner occupier  63.4%
Career commuters 17% Established properties 9% Private rental 20.6%
Digital families 11% New earners 11% Socal rental 14.9%
Modest midlife 18% + Missing 6% Other 11%

e 100
17% Aged 65+
79.5% 8.6% g
No long-term Disabled: a little 1
conditions or limitation to s0f f#%
disability day-to-day life
50 4 60
P 32% 28% Aged 31-60
Metered = Unmstered 10
6.1% £
Not disabled but i
long-term condition 0
that impacts 51% 49% 37% Aged <30 20
day-t-day life 1oF
o 0 o J

Source: Affinity Water; Experian; ONS

Spontaneous Customer Awareness
Source: Blue Marble??; DJSISL
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Household customer priorities

What we know: priorities are not a simple hierarchy, and they vary by customer type;
understanding the cost of services is key for customers in making their choices

Customers priorities are always in flux; they vary with economic and climate
condition. But no-one thinks the status quo is enough.

Attempts to rank vary, depending on audience and the items selected for ranking. Focus groups, where future
and non-household customers were included, produce very different rankings to those produced by the customer
panel. In addition, the Water Panel’s ranking took place in late spring, and inflation rises over summer impacted
responses to a wider audience's ranking in October 2022.152 200

As aresult of sudden rises in inflation, and a confroversial mini-budget in September 2022 having unforeseen
adverse effects on the economy, affordability suddenly becomes a much more pressing issue than it had been in
earlier months, 290

When shown a set of investment options across five areas, the preferred package of household customers
generally doesn't include keeping any area at the status quo, showing that whateveris done, leaving things as
they are is not ambitious enough.1?? However the position on hardwater is particularly nuanced (see the Water
Quality section)-200.208

Customer priorities are much more interconnected than these presented

hierarchies suggest.

In discussions, preserving the environment, fixing leaks and updating infrastructure are intrinsically linked. Fixing
leaks is seen as one way to preserve water supplies and prevent environmental damage from abstraction;
updated infrastructure prevents leaks, which leads back to protecting the environment, 184152 200

Priority of KLOE Statements
Source: Water Community ( June 2022) 152
No. of Respondents
Clean & Plentiful® 75
Leaks 74
Environmental Protection & Restoration* 60 35
Wider Environment 55 43
Investing for the future 55 38
Affordability* 48 46
Responsiveness* 39 56
Minimal negative impact 36 5i8)
Proactive communication 36 60
Taking care of employees 34 54
Vulnerability* 29 53
Accessibility* 23
Public Value* 14 51
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Top Priority = Important but not priority B Not important

*denotes ICG KLOE statements (others are alternative
statements based on common themes of Water
Community Discussions

Household customers — Qual — November 2022

Reduce the amount of water is lost through leakage
Ply

Ensure there is enough water to reduce the risk of any restrictions on usage during a drought
Reduce the environmental impact and improve natural habitats in the region

infrastructure for current and future customers
Ensure properties consistently receivegood water pressure

Support customers to reduce theirwater usage Improve Customer Services

Work with communities to deliver a society and environment that are mutually sustainable

Improve Customer Services

Affinity Water customer prioritisation of a selection of business aims, (Effec/ICS October 2022, January 2023).1%

Ultimately, clean safe water is the base need, there is less sensitivity to other issues.

Priorities work by Affinity Water, and Ofwat’'s ODI valuations show that respondents are most sensitive to issues that
impact the availability of safe drinking water, regardless of the selection set presented. 200 207, 208,239

Pricing of plans, both individually and in aggregate can substantially change
people’s opinions, as the reality of the purse tempers the aspirations of principle. %2

In qualitative research into five asset-based investment areas (Environmental repair, Carbon Net Zero, Lead
replacement, Resilience and Hard Water), environmental preservation & repair ranked highest. Hard Water was
the lowest priority, with Carbon Net Zero, Lead Replacement, and Resilience all sharing second place.

The following quantitative stage produced a very different set of priorities: when the quantitative work was done,
Lead replacement was considered the highest priority for Household customers, followed by Hard Water,
Resilience, Environment; Carbon Net Zero was the lowest priority. The differences could be attributed to the fact
that the qual research led to a discussion between participants about the relative risks of lead replacement which
may have altered people's priorities.

Once respondents compared the options and could see how they would combine into total billimpact, there
was only one real change to the overall pattern: lead moved from the third highest investment to the second.
However, individuals changed their opinions quite a lot when costs are shown in the whole; between a third and
a half of customers selected a different option.12?

Household customers — Quant - January 2023

Affordablebills forall Provide water that looks good, tastes good
Provide water that looks good, tastes good Affordablebills forall

Preventinterruptions to water supply

Reduce the amount of water that is lost through leakage

Ensure properties consistently receive good water pressure

Ensure there is enough water to reduce the risk of any restrictions on usage during a drought
Reduce the environmental impact and improve natural habitats in the region

Maintain existing infrastructure for current and future customers

Support customers to reduce their waterusage

Work with communities to deliver a society and environment that are mutually sustainable
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Non-Household Customer Priorities
What we know: For NHH customers, maintaining the supply is essential, as well as providing

Non-Household customers — Quant - January 2023

Provide water that looks good, tastes good

speedy and accurate customer services for Retailers

Non-household customers* have an even more distant relationship to Affinity Water

As most Non-Household customers get their water from Retailer companies, Affinity Water has relatively little information about
the profile of its non-household customers.

Much like Household customers, retail customers (NHH) are largely unengaged with water providers, and awareness that there
is even a market is falling.-?2 There is some confusion over who is responsible for what; additional services and benefits are not
cutting through.'?3 That said, activation in the market (Considering/actually switching is increasing, with 319 Party Intermediaries
smoothing the way. After prompfting from brokers, and potential savings, poor customer service plays a role in a customer
becoming active — a third of contacts to retail result in dissatisfaction.'?3 Priorities work amongst Affinity Water's NHH customers
show that improving customer services was the second most important issue.29%

R-MeX results for February 2023 puts Affinity Water's offering to retailers at the top of the market. Affinity Water was rated highly
for speed of response, effectiveness of systems and notifications and level of engagement and support.'?4 These are all areas
that the CCW raised as areas that lead to businesses becoming active when changing retailer. 1221t is easy to speculate that
by being prompt and responsive to retailers enables retailers to retain their customers.

Whilst there are some similarities between Household and Non-household customers’ priorities, there are
also several differences

Overall, NHH customers are more concerned with maintaining a regular supply, and related issues - water pressure &
preventing femporary usage bans (TUBs) — are also rated higher than leaks and affordability. Environmental issues are slightly
less prominent. When indicating preference for levels of investment on key projects, NHH were much more likely fo choose the
status quo option for the environmental investment, where HH customers were more split between the three levels of
investment.20Z 240

In general NHH customers were more likely to pick the lower levels of investment compared to Household customers, reflecting
comments in a WRE survey that cost control is now even more pressing for Non-household customers (though this is focused on
energy rather that water bills) and NHH customers having to balance how much they can pass onto their own customers. 158 In
their preferred package, Environmental Improvement was given only minimum investment, whereas the other areas had the
next level up.1%?

Amongst business in England and Wales, support for public value projects also differs somewhat to households. The most
popular schemes were social ones; sensory gardens for the disabled and improving beach areas, followed by job creation and
environmental projects, whereas amongst household customers environmental project had more support. 152

Preventinterruptions to water supply

Ensure properties consistently receivegood water pressure

Ensure there is enough water to reduce the risk of any restrictions on usage during a drought
Reduce the amount of water that is lost through leakage

Reduce the environmental impact and improve natural habitats in the region

Maintain existing infrastructure for current and future customers

Supportcustomers to reduce their water usage

‘Work with communities to deliver a society and environment that are mutually sustainable

Affinity Water customer prioritisation of a selection of business aims,

(Eftec/ICS October 2022, January 2023).1%2

Willingness to Accept of NHH Customers

Source: PRJM Economics24

Regular cuts during drought
éhr unplanned interruption
24 hr unplanned interupption

Do Not Drink

Boil Notice

éhr discolouration incident
Low Pressure

24 hr taste/smell incident
24 hr discolouration incident
6 hr taste/smell incident
Maijor pollution elsewhere
Minor pollution nearby
Low flow in local rivers
Minor pollution else where
Low flow in other rivers
Hosepipe Ban

Maijor pollution elsewhere

£

o

£4,000 £8,000

m Affinity ®England & Wales

*most non-household users of Affinity’s water supplies aren’t technically customers, as they buy via a retailer, rather than directly, but for ease, non-household users are also referred to as customers
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Meet Our Stakeholders

Over a hundred groups, organisations and individuals have a stake in how we do business

Our stakeholders are numerous and diverse

As well as official regulators, we work with all levels of government, from district councils to MPs,

across all the major parties on everything from co-ordinating roadworks to planning for large
projects such as reservoirs.

On the environmental side we have a number of river protection groups, such as Friends of the
River Chess, as well as local branches of the NFU, who are involved in our efforts to reduce
water pollution and abstraction from chalk streams.

On the customer side we work with debt charities, foodbanks and housing associations to help
support vulnerable customers and increase awareness of our social tariffs.

We also work with developers and house builders to look at ways of making properties

increasingly water efficient, to reduce consumption with both behavioural and technological
means.
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39 MPs

Conservative Party

River groups

*Internal correspondence

Liberal Democratic Party

Stakeholder Priorities

On the whole, Stakeholder priorities haven't been investigated in detail, as their priorities are
generally the reason for their existence — Environmental groups want us to do more fo reduce
abstraction and restore habitats; the Drinking Water Inspectorate is focused on making sure we
maintain water safety; local governments may have an environmental angle, but also need us
fo minimise disruptions due to roadworks and damage from bursts and leaks. There is in some

cases areluctance to engage, with turnouts to events low, and low responses to
qguestionnaires.*
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Testing Our Plans #1

Plans are mostly acceptable

100%
. . . . 90%
The Draft Business Plan was put out fo public consultation in May 2023 ng';fjrzl?';\f"f"i:n PRczo4n§3|sflc?‘§;: Flan 80%
Approximately half of respondents were Satisfied or Very Satisfied with the plan. Not ’ Y o 70%
unexpectedly, fixing leaks was most likely to be cited as the most important part, with 60% -
protecting the environment a close second. There were also strong mentions for reducing o [ 104 50% o 21.9%
abstraction & protecting chalk streams specifically as well. ¥ : 40% 16.6%
30% 13.4%
37% find the increase affordable and 47% find it reasonable. Finding it reasonable is not 20%
quite the same as finding it acceptable, and the self-selecting nature of public consultation m Very Dissatisfied Somewhat Dissatisfied 10% 31.3%
means its much more likely to attract dissenting opinions, often from the better off who can No Strong feelings m Somewhat satisfied 0%
afford the change, even if they don't like it. *x m Very Safisfied Increase is Increase is
reasonable affordable
. ot ot . increcsed  sgnificant
Ofwat mandated a standardised Affordability and Acceptability testing providing giving S50 by flarcy . Strongly Disagree Somewhat Disagree
across all 17 water companies e owmpng Pouna € g Shece O vaing £ [oorengfedins meemenhalAgree
) E service B 40 —  mainton E B Strongly Agree
As a standardised test, it didn’t cover the entire business plan in detail, only focusing on a o EE E“’"’E g bulld %dé% ﬂfﬁd T Eis;u:‘;m 32
few parts, and the overall impact, including the cost of the wastewater from whichever £ E% plTpesE ..E g% § &% sea LELRIE Lunng
: 3 o U 2° O-aE
provider. 2 &cakages£ E3 gE= 35 o
8 sustainabili . ildlife =288 " ° "9,
72% found the plan as presented acceptable and 17% found it affordable. 251 Whilst these ﬁs”ﬂ'_“’,,ﬂ"”“},?““ focus ~ © uéwusfuge pped
SOUTces mncredase
figures are qrown from a representative §orT_1pIe of customers, it isn't based on a full 22 change  save LV = Cusfomers E ::;':J':'gg 3
understanding of the plan, and the qualitative survey showed that customers were also B8 v 2 giw:uurce =
i i 28 8 om i conservafion
keen to hear about other things, e.g. our plans for smart metering, Ie\Q/gIS of general 5 % 28 e nVI ro n m e n orionty
infrastructure replacement, and supply options such as desalination.?13 main % = & usage L.consumer
. . price @ talle SEm a
One 'no’roble piece of feedback was that the Tqrge’rs‘on qukgge and water quality were ESHe S ny » Uplans I e q ks r -E'TGE %plasrrl:l:l_ehulder
considered okay, but should have gone further in their ambitions.212 23 noted & e dorﬂ 3 saving g 2 geopadly
, $2:iizreducing i §8:
WRMP Consultation . ' 55 Boos, lan=: fix . g EgelE
The Water Resources Management Plan, whilst being part of PR24, was also tested § Tdemand Hraw P set o E_g_g 25%
extensively in its own right, via Public Consultation, a water community discussion topic and ° “‘a‘polluﬁc_m o 2 wasted }g § h
workshops for interested groups including councils, environmental organisations, and provide Tﬁg}';%md:_r? costamount term E—E 2080 o E
businesses.z#8 When asked if the plan was balanced, 55% of consultation respondents said it mmfﬁf-‘;illgﬂg it's Joss extraisSUes network E g
was, but 31% said it was still not right, even though only 5% said it wasn't at all balanced. dividends leak investment qusﬁ;v:ﬁ o
Almost half of respondents wanted to go faster on reducing abstraction, with reducing control Paying population exiraction helpingdischarge g

. . . sewerage increasin building rnning
leaks and a notable minority wanted more to be done to reduce bills. The Water m.r.:‘“r','lc,nc,gemem improvemants § 5 g

Community, who are closer to the issues in the WRMP than the average customer, generally baggmpmf:'l”"g past F; g
found the plan well balanced.?” This suggests that good levels of education around the

issues creates higher satisfaction. Q. What do you feel is the most important part of our plan (n~1840) 248


https://affinitywaterltd.sharepoint.com/teams/PR24ProgrammeTeam/Shared%20Documents/General/03%20Customer%20engagement/_What%20Customers%20Want/query.iqy
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYUl9oinzipBrOW6geHleugB2Allula3EgiGPfCmgJhV5Q?e=mTGKFH
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYUl9oinzipBrOW6geHleugB2Allula3EgiGPfCmgJhV5Q?e=mTGKFH
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EZ2MePjGAPBDpSn5TTUiHq4BFNfDMe5dy2ABYIS0TB8gxw?e=BCckTR
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYT1wPavLkZCoh0ay4rnaVcB66B2XnE4Fyva0hTeffh1uQ?e=Jr4O04
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYla_H5m0qpJn-7Y9CnqresBUnDGBg7j3DiufgvVSDYK-w?e=6gTH18
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYT1wPavLkZCoh0ay4rnaVcB66B2XnE4Fyva0hTeffh1uQ?e=Jr4O04

Testing Our Plans #2

Your Water, your Say questions showed participants who were thoughtful and informed

Your Water Your Say (YWYS)

YWYS was another Ofwat mandated engagement. Running in two parts, the first session was held in early June 2023
(the second is due in October). Chaired by an independent voice, Kevin Johnson, a specialist communications . °
strategic consultant on stakeholder communications, appointed by Ofwat and CCW. This was an online session where Aﬁln Ity Water \;{gtlgr
members of the public and stakeholder groups could put questions on the business plan directly fo key members of

the board, (Keith Haslett, CEO; Rebecca Froud, Director of Customer; Steve Plumb, Director of Asset management
and Capital Delivery; Liv Walton, Director of Regulation & Strategy; Ellie Powers, Head of Water Resources).

In line with the Ofwat guidance, a brief presentation on the business plan was given, and questions from the public Fin al Reporl.
were invited. Any questions that had been submitted prior to the session to CCW were read out (Affinity Water did not

see those beforehand) as well as questions from the present audience. 105 respondents booked to attend, and 65

actually did. In the time allowed, twenty-five questions were asked, on all four of our Strategic Direction areas. Five of "
those questions were from stakeholder groups, the rest were from the general public.

Most questions were directed to finding more detailed information on specific issues, rather than giving overall
feedback. Questions around the Grand Union Canal transfer scheme indicated that customers found the idea
appealing, though had concerns around the details, but many specifics were brought up in a way to indicate a
customer had good or bad opinions of them.

In many cases the questions raised were on issues not directly mentioned in either the presentation itself, or the PR24
Draft business plan consultation document, showing that the customers who came to YWYS were concerned about
their key areas, and were well informed about the issues, implying that issues that concern people enough to attend
such meeting are varied.

How our plans have changed,
From all these consultations, Affinity Water has made the following changes to its plans:
We have accelerated our abstraction reduction programme as far as possible within the Central region.

We have sought to reduce costs and improve affordability by working with the Environment Agency (EA) fo defer
licence changes that might not be environmentally beneficial as well as triggering potentially inefficient investment.

We have increased our demand management ambition, but not changed the decision to fit smart meters to 90% of
homes and businesses over 15 years.

We have commissioned additional work to review and update the population and housing forecasts as part of
Water Resources South East to ensure we make use of the latest information in our forecasts for growth and
planning.




Affordability & Acceptability

What we know: We've built a plan customers want, but the cost-of-living crisis has hit their ability
to absorb the needed bill increase

Acceptability scores demonstrate we've built a plan for PR24 that reflects customer needs and o e e oo Aot 23S Bz
principles
Several studies have shown that the plans are well received, particularly the AAT quantitative that showed that we I s Tl 5 o Bl 2% wn SN
acceptability was at 72% for Household customers.213 251252 Non household customers have a similar level of arava [ 58% T SEEOETE | n 38% REA |
acceptability, at 75%. ant quont | A 2 N BE73 3% xR
If anything, the plans do not go far enough for some customers: The Summer 2022 Priorities research demonstrated that 0%  20%  40%  60%  80%  100% 0%  20%  40%  60%  80%  100%
there is appetite for greater investment, and customers would (in principle) accept a greater billimpact than the one _ )
we have proposed, which has been limited by what we a physically able to deliver.2 Comments in the AAT = Complefely Acceptable = Acceptable " e eosy ey easy Hetnerter
qualitative stage also indicate that some customers find targets too low.212 ';Z"“ep“’b‘e ¥ Completely Unaccepiable mFairly difficult  mVery difficult
Acceptability is most negatively impacted by Affordability, and Affordability has been Reasons for Unacceptability of Business Plan
significantly impacted by the cost of living Source: Accent 202322
Amongst those who say the PR24 business plan is unacceptable, or completely unacceptable, the main reasons are Company profits are foo high
objections to profits (the fact that Affinity Water has not made a profit or paid a dividend in several years was not Companies should pay for service improvements
mentioned to respondents), and that the company should be paying for improvements. 251 253 The bill increases are foo expensive
| won't be able to afford this
However it is notable that for a good proportion of those saying it is unacceptable has to do with the cost to them I don't frust them to make fhese service . IINEZAN
directly, implying that the plan may have more support than the topline figures show, and that only personal I don'tfrust them fo make these improvements IERZ
. . . . | expect better service improvements IR 7%
circumstances are holding some customers back from supporting it. 251 The plan is poor value for money Il 6%
But affordability is an issue for many; one qualitative study, where respondents had time to really think about the plans Compared fo enerDy prces 1 s more Sxpersve B o
put almost 1in 4 saying it is difficult to afford, and only 2 in 5 saying it is affordable.?13 Other
Without seeing the business plan, quantitative research shows that it is more severe than that, with 43% saying it is N
difficult to afford, and just 17% saying it easy to afford.25l Non Household customers are more polarised on the NO”S'ngsg,h:'cdcgﬁff/me&gﬂ”%g’jﬁ'“”
affordability issues. 30% say i’rs%?osy to afford, more than twice HH customers, but 60% say it is difficult, almost half again Acceptability ' ' Affordability
the amount of HH customers.22L oo — -
Respondents were also asked about affordability after they had seen the business plan. Whilst it didn't change the 80% 80% 17%
proportion of respondents saying it was easy to afford, it did have an impact on those saying it was difficult to afford, iSZ" 59% ng’
with a significant increase in those saying they now felt it was neither/nor, rather than difficult.(36% said it would be o o -
difficult o afford before seeing the plan, dropping to 26% after). 25! 0% S 0%
2 in 5 HH customers surveyed said they struggled to pay household bills at least sometimes, and as expected they were e Completely Acceptable er Dt m oy it
much more likely to find the plan difficult to afford, 83% vs 43% of all households. Only 1% of those struggling financially receptabe e e

said it would be easy to afford. Approximately half the sample experienced some form of vulnerability — 1in 10 were a Unaceepfable Nefther/Nor - m oty Easy

new parents, 1in 8 had a disability or life-limiting condition. 52% of vulnerable customers said it would be difficult to u Completely Unacceptable mVeryEasy  mDK
afford, and 12% said it would be easy. 25! 20
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Protecting our environment #1

What we know: our customers struggle to connect how they can individually impact climate
change and believe we can deliver the change they cannot

Environmental Beliefs on the Water Community
Source: Water Community October 202183

Customers are not climate sceptics; but they do lack awareness of the link between their demand and 90
environmental impact o R e
6.0 : 5
There is a general feeling that climate change is a serious threat,2 but awareness of the potential for extreme water shortage is low. There i.o 58
is concern over where new supplies could come from and what that means for the next generation 134204 3j8 ’ 5.1
Few people understand the impact of their water use on the environment, e.g. 45% of respondents from a 2022 national survey saying ?8
their use only had a small or no impact on the environment.133218 Only 1 in 5 were able to correctly state how much impact personal 00, Nohonihe  Thinkngaboul  How muchofan  How much of an  How involved are
nger use hOS on The en\/ironmenf‘ agendadoyou  climate change, impact do you thinkimpact do you think - you personally in
think climate how worried are  Affinity Watercan  you (or specific helping climate
change should be you about climate  have in helping individuals) can change issues?
for Affinity Water? change? climate change? have in helping

climate change?

People say they are concerned for the environment
Qualitative research amongst customers of south-east water companies showed that the environment was a key concern. “‘In this day Q. Thinking about climate
and age’ it was deemed unacceptable that long term plans ...would be at the expense of the environment. In addition, participants
also wanted companies to ensure plans are sustainable.” 42

“As a large institution, the minimum would be
evidence-based advocacy for improvement in
infrastructure, business models, investment and

Itis also not a new concern. 2016 research with Affinity Water customers showed that 51% said it was very important (2 or 10 on 0-10 behaviour. Affinity water has access to fora and
scale) that we play arole in protecting the environment (compared to 37% for any business).82 Just over half the water community in other influential people which we as citizens cannot
2021 considered climate change one of the most important issues we face today.83 reach.”

“Educate people on how climate change will mean less water
I | . . available so that people are more aware of the need to avoid
Our customers believe that climate change should be high on our agenda; we can have more impact than they can 83134 wasting water where possible, and starting this education at a

young age so that future generations grow up avoiding the bad

. - . . . habits of previous generations."
to plan for climate change now and will not be tolerant of interruptions caused by a lack of preparation.é2 New Elzmers' M?sbourne

Customers expect leadership to come from Government, but we must play our part

Customers expect us to have a green operation, as a minimum action, by switching to renewables and elecftric vehicles. They expect us

Awareness of what we do to protect the environment is low
Customers are sceptical that we are taking the situation seriously; they are concerned itis a way to raise prices and increase profits. 62 134

Some feel too much emphasis is put on reducing customer demand rather than working to increase supply in a sustainable way.-2 CUSTsomer Ffircepfi?hS? Agrei“?g 2 box)
Ofwat research also shows that few consumers believe environmental issues are best served by emphasis on individual responsibility 128 50% Quiice. Terceplions fracker——
. , . . . . . 40%
Our water community members couldn’t spontaneously identify projects we own to protect the environment. The success of the 'Save /W
Our Streams' campaign shows that better communication can work to raise awareness, (awareness of SOS reached 50% of Affinity 30%
Water customers interviewed) although this particular campaign placed emphasis on reducing customer demand.8s 20%

10%

Belief that we care about the environment is in decline. 193112 By Q4 22-23, only 32% of respondents agreed that Affinity Water cares for -

the environment.2%2 Recent events haven't made any statistically significant improvements, but it is still slightly better than national

nent ! ! . . : ! 5 § § § § § § 8§ 8 g 8 g
research which is only 27%1°2. Whilst UK customers have no choice over their water company, helping the environment and being <] ] <] g = N N ~ N § N N
involved in their local community are the most common reasons for choosing a company in the ufility sector, further confirming that high o & G S <] & G S o S 3 S
performonce here is essential.6s A company that cares about the environment Care about my local area

22
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Protecting our environment #2

What we know: support for environmentally-led projects is tempered by concerns over costs
and the need for proof of investment

There is support for environmental projects, but this is qualified by concerns over cost and leaks

Customers are conscious of needing to protect the environment for the future; environmental projects are seen as having both a great amount of public and moral value, although concern
in recent months has been overtaken by issues such as the war in Ukraine and the rising cost of living.149,131.134 . Concern over costs is mixed, with some finding any increase to a bill untenable,
and others feeling that a small increase might be negligible in the face of everything else, especially utility bills. Overall, the Water Community believes that Affinity Water alone should bear
the cost of investment.143|n other focus groups, when asked what actions Affinity Water should prioritise to protect environment, 'fixing leaks' ranks above all else (leaks are spontaneously
mentioned in other research as well 134 .20 |n a cross-company willingness-to-pay' study, environment-based projects are accepted at higher bill increases than non-environment linked
projects 13- Ofwat's ODI research, interviewing during the record-breaking hot summer of 2022, showed that environmental issues (pollution incidents, coastal bathing water, low flow, etc.)
require much less compensation than the direct inconvenience of Sewage overflows and loss of water supply.' Other research shows that, across the country, Household customers’
support for Public Value projects is also correlated with proximity, with more support being given to very local projects (within 5 miles) than more distant ones (within 50 miles).!23 Therefore
emphasising the locality of our work is likely to increase support.

Meeting the statutory minimum is not enough, and most believe we should be going beyond, though no individual plan is considered more of a priority than others
Customers, once informed of WINEP, strongly approved of its existence, however, it was felt to be the bare minimum and they wanted us to exceed government guidelines. 143134

Most would be happy to pay to support going beyond minimum requirements on the environment, although this was strongly conditional on transparency of the benefits 134 200.207 Areqs of
priority for environmental investment(reducing abstraction, nature-based solutions, working for the wider good, and going beyond statutory minimums) were discussed with customers, and
there was little difference between the opftions in ferms of priority. Returning rivers to a more natural state was most popular by a small margin. Younger respondents were especially keen as
they believed it would have a positive impact on wildlife for the future. "Wider good” programmes, such as education and working with farmers, were only slightly less popular, while reducing
abstraction and going beyond the government minimums both came a close third. There was some concern over maintaining supply for future generations if abstraction stopped
completely. 134

Overall, all were considered important and worth a little extra cost, given other bill rises people were facing.134 Subsequent research showed that whilst respondents were split between three
different levels of investment on the environment, the majority (40%) still favoured the highest level of investment, that represented a bill increase of £12 per year. 22

Returning rivers to a more natural state was most popular by a small margin. Younger respondents were especially keen as they believed it would have a positive impact on wildlife for the
future. “Wider good” programmes, such as education and working with farmers, were only slightly less popular, while reducing abstraction and going beyond the government minimums both
came a close third. There was some concern over maintaining supply for future generations if abstraction stopped completely. 134

Customers want to see proof that extra funds are being used to support environmental investment, and not to pay off shareholders

Transparency around how investments are used is critical, with reassurance that bill increases are not used to pay for profits or dividends is key to gaining support for any increases to the bill.2¢
134

Our customers expect us to educate individuals, lobby politicians and work with others
Community members wanted to see Affinity Water working with other companies to keep waterways clear & clean, managing flood risk, as well as working with government on regulations.-83
They expect to see us educating people on what actions can be taken, through visits to schools & community groups, and use of social media and

advertising.62.83.84.134 Affin ity

23


https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EVaS_zMChfRPriPOfNtv1UoBhhEvyYQCPCRtXs7Kk2c20g?e=SQ59F1
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EWHlbIzKGfNInRjc62wNGyABSr6ZxCHNb12FHbEeLOs7cg?e=9r4TAH
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQqae65qS6JLpTEE32UmlaUBAEuFoa1qAlFf_1hewpoAww?e=IArabW
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EVUUn5fBZtJNgOUfBzB7vNQBtV0cXQW1KxdZ3znJSpoYuw?e=5A107H
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ES0cB8w2I6NMhPpByj1nGhYBAVLAz9sjucLijGgpdfxPRQ?e=QBjqnJ
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Eb9gysgMuU9IuChhNWxTmF4BP1ZehpaUxCmDpLDQdkC_bA?e=C9RkbZ
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ES0cB8w2I6NMhPpByj1nGhYBAVLAz9sjucLijGgpdfxPRQ?e=QBjqnJ
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQqae65qS6JLpTEE32UmlaUBAEuFoa1qAlFf_1hewpoAww?e=IArabW
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EVUUn5fBZtJNgOUfBzB7vNQBtV0cXQW1KxdZ3znJSpoYuw?e=5A107H
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EWRNMtA4VGlIvlQobc1F5SkBI4fMQhVmcUgGlLZ4hq9aSQ?e=oCGVgc
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EWRNMtA4VGlIvlQobc1F5SkBI4fMQhVmcUgGlLZ4hq9aSQ?e=oCGVgc
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/ESxsvrNAB3tLgxbUNn7MIDwBkYNzVVDnAQ5_4ii23wJ3bw?e=oJLWvc
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/EVeGtcZ9TX9Fu9xWWi4JQxQBPLc6Vl8irC64ejARAKujBg?e=wrGPNm
https://affinitywaterltd.sharepoint.com/:p:/r/teams/PR24ProgrammeTeam/_layouts/15/Doc.aspx?sourcedoc=%7B4EF6A44D-E544-4234-B07A-ED43E7A5345D%7D&file=02%20Climate%20Change%20attitudes%20and%20priorities%20151021.pptx&
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EbyV-2hl2LBPllSZ8xMII8sBnC6Khu_G_938BrZVnyRisg?e=KUeOz7
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EdClaU0Gs9JNr2knjsGXeKgBlnZ2W_yISBX736VV-OzYMw?e=4JXofF
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EbyV-2hl2LBPllSZ8xMII8sBnC6Khu_G_938BrZVnyRisg?e=KUeOz7
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/ES-br-Xrs1ZIu2qZvoqJXi0B_ZOR04-ns9_7XSEh6Eq8jA?e=AyLo2W
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM

Ending unsustainable absiraction

What we know: going beyond the minimum standards for abstraction reduction has some
support from customers but there is a limit to the amount o which they will fund this

There is general support for reducing river abstraction near chalk streams

Whilst reducing abstraction appears to be a low-ranking priority at a national level,'%2 customers appear
fo be somewhat aware of the local significance of chalk streams, with recent priorities work has shown
leaving the environment in a sustainable and measurable improved state ranks 4th out of 11 options, and
a majority choosing to take the maximum investment option fowards reducing abstraction and river
restoration. 200207

How customers prioritise water

company activities

“It's really important to keep the natural habitats

and not take water from places where it is rarer

1. Providing clean, safe drinking water compared to a lot more places where there is

64% water there, but | think is it something that's quite

2. Keeping sewage out of homes new because it's something they should have been
BN focusing on for some time anyway?2”

3. Keeping sewage out of rivers NHH customer
54%

Rated 10 out of 10

Few participants had detailed knowledge of what chalk streams were or how they are created,!24 200
prompting speculation that the support comes from a generalised awareness of protecting the

. o g . I . . . 4. Fix leaks
environment and/or local distinctiveness. Participants in one study wanted more information to better I 8%
understand chalk stream catchments. There were some concerns about how future water demands 5. Nowater shortages

I 45%

would be met if abstraction were reduced, especially in light of the earlier population growth and
climate change forecasts discussion.134

6. Services meet future needs
43%

NHH customers also wanted to know more about chalk stream catchments and most felt that we should o e il

already be reducing the amount of water taken from these areas.!24

“| think £3 a year doesn't seem much

6. Provide good customer service at all really and you wouldn't really

37% nofice it, and if it's going fo have that

much benefit then why note”
Domestic customer

3%

9. Less water taken from environment ]

Go beyond government minimum standards —

10.Reduce carbon footprint

The overall reaction to having minimum standard was that it should be viewed as the absolute
minimum, and we should always strive to do better. This was especially frue amongst the future
customers, though they reiterated an earlier point that this should not have an impact on the bill, as
domestic customers are unable to change water supplier. Several participants wanted to see higher
minimum standards set by the government itself, and for increased collaboration between Affinity Water
and other companies.134

34%

CCW, 2022102

1. Affordable bills for all
2. Provide water that looks, tastes and smells good

3. Prevent interruptions to water supply

Strong support for the cost of going above and beyond

4. Reduce the amount of water thatis lost through leakage

- 5. Leave the environment in a sustainable and measurable improved state

Early investigations showed that an annual increase of £3 a year was deemed acceptable for going
beyond the minimum, and there was an appetite to go higher still. 134 Follow-up research showed that

that support was strong, with the majority opting for the maximum investment of £12.200207 However, it
was acknowledged that a higher amount would be difficult for low-income households to afford, and
some suggested any increase could potentially be voluntary.34 The NHH customers were the least
willing group to accept a bill increase, believing that we should be funding these improvements by
investing our profits. 134 200 Participants agreed that any cost increase would need to be communicated
to customers, with an explanation.34

6. Ensure there is enough water to reduce the risk of any restrictions on usage during a drought

7. Maintain existing infrastructure for current and future customers

8. Ensure properties consistently receive good water pressure

9. Support customers to reduce their water usage

10. Work with communities to deliver a society and environment that are mutually sustainable

11. Responsive to customers

Affinity customer prioritisation of a selection of business aims, (Eftec/ICS October 2022, January 2023).1%2
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Achieving net zero carbon

What we know: concern over carbon emissions is increasing, although customers balance it
with other environmental drivers. Transparency over cost and effectiveness of our solutions will
help customers support our approach

Priority Issues amongst the Water Community

Support for green policies and carbon reduction is contingent on cost Source: Water Community October 20218
In 2016, 12% of customers surveyed considered it the number one priority, but since then, with the rise of groups such as Extinction Rebellion, and the
prominence of events like COP 26, environmental issues now rate much higher after covid. 8283 there are indications that this importance is falling again in the
face of the cost-of-living crisis, and out of the five investment areas tested, reducing carbon emissions was rated lowest of the five. 220207 |ts also ranked higher
by non-household customers than household customers2”, probably due to needing to meeting net-zero targets in their own operations.

Few UK water bill payers (now or future) are willing to pay more for environmentally-friendly products and services, and only 45% of those who pay the bill now
or expect to in the future rated the environment as one of the top five issues they face today. (Overall, it ranked 6™ after health of selves and family, and
finances).2

WRMP (February 2021)*% work amongst customers of multiple water companies suggested that customers are in favour of companies reducing their carbon
footfprint and using more green energy — but that support was contingent on the impact it had on their bills. They also wanted the impact on the vulnerable to
be considered as part of this.

. . . Q. Thinking about different things that can impact people in your region, which 3 areas are most
Qual research showed that customer respondents were reluctant to spend more to increase the speed of change-'4, however, quant research in winter important to you? (n=196)

2022/23 showed that the vast majority of customers, both household and non-household favoured going beyond the minimum. Whilst they opted for an
infermediate level of investment, representing an estimated billimpact of £5.75, 1 in 4 household customers would go even further to ensure targets were
reached earlier.22 For those more reluctant, Carbon emissions are seen as a wider societal problem that everyone needs to work on, rather than something
we should prioritise.'*4 Future customers are more likely to want to see this prioritised, but just over half had no preference between minimising the use of “All companies, not only Affinity, should prioritise

chemicals or using less carbon intensive freatments. reducing carbon emissions as a close 2nd to providing

Customers are largely positive about the Affinity Carbon Net Zero policy

Three quarters of the customer panel felt positively towards it. The 5% who felt negatively thought we should be more focused on undoing existing damage,
such as sewage inrivers. More detail was wanted on the timeline of achieving net-zero, and how current emissions broke down. They were also keen to see
how we generate our own power renewably, and to switch to green sources.> In principle the high energy solution to reducing carbon when treating water
was the most appealing option overall, as whilst it may be costly now, the option to use renewables would bring the cost down in future. but there was ) A
hesitancy from some due to its dependence on large amounts of energy, especially against the rising cost of living. However, the impact on bills of any change Feelings fowards the Net Zero Policy
was of far more concern fo respondents than the methods used fo clean the water.13 Source: Water C%?{?éum December

their primary function.”
Modest Mid-Life, Stort

However, in in-depth discussions some felt that tackling Carbon shouldn't be a priority for water companies-134

The link between water and net zero is not clear or direct in consumers’ minds 19%
Nationally, fewer than 9% consider using less water to be a route to net zero.'28 across twelve focus groups, no-one mentioned this spontaneously, and the link

was new knowledge to many.'34.200

H Postive Neutral mNegative

Q. Which face best represent how you feel (about the Net
Zero Policy)(n=126)
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Enhancing natural capital - biodiversity

What we know: customers generally support our ambition to prioritise biodiversity, but are split

on how far to go — and a significant majority do not want to go beyond current levels

Increasing biodiversity is supported by customers

Hearing that biodiversity and the flows of rivers will be a priority for us is well-received by
customers; it shows them that we are doing more than just offering the required services. 134 200

During our preferences research with household customers, they chose an environmental
option that not only achieved the statutory minimum in terms of reducing abstraction
reduction but with the additional benefits of additional catchments undergoing ecological
and biodiversity improvements. Non-Household customers were more reticent, with the largest
preference going to maintain the status quo. However, with both sets of customers, these
preferences are not unequivocal; with large minorities choosing other options. 200207

Customers support increasing biodiversity and improving the
environment when building large infrastructure schemes

Household customers in the East of England valued the following project additions most highly:

‘specialist habitats created for wildlife’ (£3.87 annually); ‘new wetland area’ (£3.24 annually);
‘space provided for sustainable agriculture’ (£2.61 annually). 122

Households’' average valuation of any project addition was considerably higher in the
environmental area (£3.05), compared to the economic area (£1.19) and the social area
(£1.16). The combined annual valuation of all project additions was around £36.152

“Improving the flow and biodiversity
within the rivers is an excellent idea as
the time has come to look after the

“I'say C, 1) because of the
price and 2) because it's a
realistic expectation... Water
is a massive part of the
environment but without all
the other things beingin line,

environment” Comfortable Retirement,
Dour

you're never going to get
back to what it was.
Unfortunately, it's gone too
far.”
Male, Vulnerable Customer,
55+, Dour

“But I'd say supporting biodiversity is slightly more
important, in my opinion.”

Male, Future customer, ABC1,18-24

Preferred Investment Package for
Environmental Improvements
Source: Eftec 2023192

50%
40%

40% 41%
30% 1% 35%
>l 29%
20% 24%
10%
0%

Household Customers (n=905) Non-HH customers (n=300)

m A - lowest billimpact B medium billimpact ® C highest bill impact

Affinity
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Enhancing natural capital - river restoration

What we know: the idea of restoring rivers is popular and there is appetite to pay for this wider
benefit - it links to customers wanting to do the right thing for the environment

The idea of returning rivers to a more ‘natural state’ was popular e ool o e e e &
The solutions themselves were seen as beneficial, not just for river water quality, but also consumer big difference on so many things like vegetation,
lifestyle. Future customers were especially keen on nature-based solutions for the positive impact it would ’ animais, and all that kind of stuff. So. | think it's
have on vegetation and local wildlife. Concerns raised about nature-based solutions centred on the cost “I know people need fo be very CO;’“:[‘::ESQ;;;?O'”Q IAS:

of implementation, particularly among those in vulnerable circumstances. With the backdrop of the cost- 23‘:221%:] E’;’;ﬁ;'?gg

of-living crisis, participants wanted to know how we would be spending the money and some thought working to increase

that correcting past mistakes sounded like it would be especially costly. Others were happy pay more, education, how much of

however, thinking about the work that needed to be done now to preserve the environment for their their budget is that going to

use and how effective is it
going to be?e"
Domestic customer

grandchildren and beyond. 34

Customers support paying for nature-based solutions "Absolutely go further. What excuse do you have
for doing the minimum that you can get away

Most customers support go beyond the minimum when investing for river restoration programs-200.207 gnd withg Why does it take legislation for companies

these schemes generate more wilingness to pay than others.-123 However the preference amongst and individuals Togiﬁi;f;pom'b'“w for their

customers for an intermediate or high level of investment is fairly evenly split (3 in 10 support intermediate

Established P ity, Col
levels, 4in 10 support higher levels), and nearly 1 in 3 do not wish o go beyond the minimum.2%Z e

Looking at the details of such investment, participants were given 10 tokens, each representing a 1%
increase on their bill, and were asked to allocate the tokens across the four areas that these programs
would cover, to show where they would expect the money to be spent. The results showed little
difference between the four areas, although nature-based solutions came out marginally on top, with
an average of 2.9.134

Mumber of Tokens Allccated

3 2 1 0

o
v
|

2412 2 4 7 15 11 3

There is wider benefit to the community

General opinion was that core activities are important, but there should be room to help the wider
community too. Cleaning up rivers was regarded highly; this showed Affinity Water wanted to be ‘a pillar
to the community’. 134
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Affinity

Our customers




How satisfied are customers with the service they receive?

What we know: Long term satisfaction is frending down, reflecting UK & Industry frends;
reversing that tfrend is going to require significant effort

Total C-MeX (CSS & CES) Score & Ranking
Source: Affinity Water!/2198
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NB CSAT measurement provide was changed in May 2022, so tracking is not
confinuous

Customer Satisfaction in the UK is in decline

There is some evidence that all ratings of customer service are in decline: the UKCSI shows a steady decline since
Covid both at all sector, utility, and waterindustry level (though not all water companies are included). Water Matters
shows overall satisfaction with water-supply-only being stable, with all the decline in satisfaction coming from sewage
services.212.221

Ofwat/CCW found that those who were in financial difficulty, or younger (which may have an overlap) were less likely
to be satisfied with their water companies.'?8 33% believe companies are more interested in profits than providing good
service. 128

There are multiple sources for measuring customer satisfaction of Affinity Water's customers. Main sources are CMeX,
(the Industry Measure), the Perceptions Survey, and the Voice of the Customer programme (aka R&R until May 2022,
Qualtrics from then on). These measures have also shown decline to a greater or less degree.?6201. Though the UKCSI
shows Affinity bucking that trend, it should be remembered that the Affinity Water sample in UKCSI is very low and not
at all robust 221

CMeX

We have performed at the bottom end of the market, at best 13t out of 17 for some time, and in the full year scores for
2021-23 we were 14h 135 172198 When split into its component service and experience parts, we see that having fo
contact Affinity Water in the first place leads to a lower level of satisfaction. However, CMeX as a measure is unreliable,
due to small samples and convoluted construction that make the data unreliable. Our high volume of billing contacts
and web surveys compared to the fop-ranking companies is impacting our results. The web surveying method scores
lower than telephone surveys due to the absence of a person facilitating the survey. Ofwat recognises this and applies
a +5% uplift on web scores. However, the uplift does not result in parity - even after adjustment, telephone surveys
score around 10% higher than web surveys across the industry .20

Those who rank us positively for CMeX give reasons such as acting quickly, making things smooth and easy, clarity of
answers, and helpfulness of staff. Lower scores are driven by increases in the bill, lack of follow-ups, and poor work from
technicians.25

Perception survey

The perception survey randomly samples Affinity Water bill payers, regardless of if they have had recent contact with
Affinity Water and asks about overall satisfaction and likelihood to recommend. Measured on an 11-point scale as in
CMeX, the satisfaction measured here has been stable over 2021-22, after arise then sudden fall during 2020-21 that
wasn't reflected in CMeX.2122151

Satisfaction is difficult to judge; most people do not think twice about their water

company

Customers have described their relationship with their water company as ‘distant’ at best, through to ‘non-existent’,
with many unaware of their water company224, and Affinity Water is no differentl22). This makes customer sentiment
harder to interpret; customers may not really have the active engagement fo give an informed decision. However,
high safisfaction can be achieved: UK Power Networks had the fourth highest performance of all surveyed companies
in the ICS Customer Service index, even though utilities as a whole, had the second lowest of the 13 sectors covered.s®

UK Customer Service Index
Source: UKICSZ2!
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Overall Customer Satisfaction
Source: DJS Perception survey. 21.22151.201
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Q. Overall, how satisfied or dissatisfied are you with the service you
have received from Affinity Water? Using a scale of ‘0’ to ‘10’, where
Ois ‘very dissatisfied’ and 10 is ‘very satisfied’. n = 400 per quarter

Affinity
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Reducing customer complaints

What we know: we receive fewer written complaints per connection than others. Complaints
also have mild seasonality, likely driven by weather impacts on supply

Complaints at Affinity Water

The Institute of Customer Service identified improved complaints handling as one of six
factors that drove improved customer satisfaction in 2021, and increased dissatisfaction
with complaint handling as a key cause of the sharp drop in their Customer Satisfaction
index in July 2023.65 244 Half of the overall CMeX score is derived from customers who have
contacted the call centre, which may lead to an over representation of dissatisfied
customers in the overall score, and makes improving complaint handling an important
strategy to improving customer experience.

Overall complaints to Affinity Water have fallen over the course of 2021-22*, driven by a fall
in felephone complaints. This drop was caused by changing processes in the contact
centre to give customer advisors more tools to help resolve issues in one call.145

The volume of written complaints to Affinity Water are only mildly variable in volume over
time. There may be a seasonal effect with Q2 (summer) and Q4 (winter) seeing slightly
higher levels than at other times.122145 The proportion of complaints to properties dropped
a little during 2020-21 - possibly due to Covid-19 having both a “rally round” effect, and
work such as the universal metering programme was scaled back or put on hold. With work
restarting, the proportion of complaints has risen again. Despite rises in volume, the
escalation rate remains under 5%. 122145

Complaints to Affinity Water:
Source: Affinity 2022145
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The largest cause of complaints comes from the universal metering programme, misread
meters raising bills, and problems with the home moving process.145

Complaints across the sector

Across the sector, CS found that 1 in 5 UK adults surveyed had a problem with a utility
company in the preceding three months, but for Affinity Water the rate was twice that, at
40.4% 144 However, the UKSCI study is at odds with our own data; only 11% of respondents
from the Customer Perceptions Tracker for 2021-22 said they'd experienced a problem in
the preceding 12 months.124

Cross-company comparison showed that Affinity Water fairs better than most, with written
complaints per 10k properties being well below average for both initial volume and
escalation. A new definition for non-written complaints came into effect in 2021 which
meant that these types of complaints are above the median; both telephone and social
media complaints are tfrending down.122

The change in processes to allow better first fime resolution means Affinity Water now has
the second fewest telephone complaints per 10k connections (for 2021-22) 145

21/22 written complaints per 10,000 properties
Source: CCW Performance review June 22122

All Written Complaints fo CCW 80.00 16.0%
Source: CCW Performance review, June 22122145 70.00 14.0%
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Delivering a personal customer service

What we know: our customer service is generally considered as ‘good’ with room to improve
with better online access to information and more follow-ups
People are less patient with call centres in general since the pandemic

Water Community respondents reported a loss of patience with call centres in general. Participants have a difficult relationship with contact “The most common thing that frustrates
centres, with some feeling less patient since the pandemic, due to more stress and an increased sense of urgency. Although they are the me about contact centres are the long
‘go-to’ for more serious and complex issues, they are also frustrating to use and participants tend to have a negative experience of them. vaecg ?&ess;%fﬁgﬁnze;‘fp'g;‘;ﬁ'g;?gr'
Some of the frustration comes from the length of fime to get through (blaming this on Covid-19 makes it worse), being disconnected, and wait fimes.”

having to repeat their issue multiple times to different agents.14? Digital Families, Dour

Phone calls are often the usual way to reach Affinity Water, but it's not the only desired method

Panel members want a variety of options for contacting Affinity Water. This includes easy-to-use online services, options for both live web
chat and email support, and quick access to a human being when reaching out by phone (less than 5 minutes with minimal use of
automated switchboards). 148142 A personalised service delivered by knowledgeable and empathetic staff is seen as the ideal.1#8 This is the
base experience, the minimum expectation of service performance. Raising the experience beyond that is driven by proactively reaching
out, e.g. from checking in with vulnerable customers or reaching out to offer help if there is a missed payment, to partnering with other
organisations that can enhance the experience. 148

Barriers to online methods include knowing whether they will get a response, or if they end up dealing with a ‘robot’ rather than a person,
and lack of feedback on what happens next. Age is also an issue, with older customers being less comfortable. However, for less urgent .
queries, the flexibility to handle things at a customer’'s convenience, not just during opening hours, was appealing.142

"I should be able to do
most activities online,
at least in the first
instance.”

On the whole, customers seem to be satisfied with customer services New Earner Lee

Whilst panel members are generally positive about Affinity Water customer services for general queries, they also point out there are areas
that could be improved. Specifically, they say the mid-stages of anissue are well managed, but the start and end points are not yet ideal.
They highlight that contact centre staff are often excellent, but Affinity Water lacks easy access to their information — whilst the website is ) '

easy to access, the lack of an app and smart metering means they don't have what they need to confidently control their usage. They also c;ﬁst'glr;%oozo*'r;eeriﬁ:h'(':]‘zggggfmﬂgg;?T'O
feel out of touch with Affinity Water about its projects and goals and want to know more (although given the general reticence on knowing resolve everything online”

more amongst the wider customer base, this may just be with respect to this panel). 148 Digital Families, Stort

There is also a small group of younger customers who feel that ideally, they should be able fo self-serve everything online and never need to
contact Affinity at all, or at least never by phone. 148142

More criticism is given to issue management; whilst it is felt appointments are given in a timely fashion and are generally completed quickly,
some mentioned difficulty finding the relevant contact numbers at the start, and a lack of follow-up at the end of a contact.148 Aﬁinity
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Exceeding expectations for drinking water quality

What we know: Clean good tasting water is the number 1 customer priority but customer
perceptions are variable and driven by hardness - though few reach out to compilain.

We have a good performance on the technical aspects of water quality

The Ofwat Service Delivery Report 2022 showed that, compared to other companies, Affinity Water has had fewer failures of
water quality than most, with their Compliance Risk Index being just 0.87, compared to the overall industry figure of 3.23 (0 is the
best, 5 the worst), making them the 3rd best performer, improving from 1.31 and 4" place the previous year.z5 242 Customers are
largely unaware of the process behind reaching this level; they know that somehow the water is cleaned, but are unsure how.
July 2022 research showed that some were aware of chemicals like chlorine and fluoride being added but beyond that,
knowledge was sparse, and some even chose not to know (this group preferred to drink bottled water).134

Customer opinion appears to be highly variable; high quality water is taken for granted

Whilst in Q4 2022-23 satisfaction with water quality performed at its highest point in three years, its still only just over a third of respondents, (37.3%)2! The Sundon
water taste testing survey (February 2020) found that the customers interviewed were generally happy with their water taste and smell, their only complaint being
the hardness level.22 Across the last three years, satisfaction with water quality is stable at an average of just 33% (top 2 boxes on a ten-point scale).2122151. 202

Just 0.2% of contacts to the call centre in Q1 2021 were about water quality.Z2 Feedback from Rant & Rave mirrors this low level of complaint, with just 823 surveys
received from 1st Jan 2020 to 9th Feb 2022 mentioning water quality — 0.2% of the total. These surveys include Water Quality QoS codes and comments from other
codes where the customer has mentioned ‘water quality’. The combined average mean CSAT score is 8.40. Several complaints are raised about customer
advisors being uninterested and unwilling to investigate. 2

This low level of engagement over water quality further confirms findings from the water community and other qual that good quality water is just faken for granted
and is therefore a hygiene factor. When the subject was brought up in focus groups in Summer 2022, the general feeling was this was Affinity Water's job, and
respondents trusted us to make the decisions 32134 There may also be a regional effect to satisfaction with water quality; evidence is mixed, but strong enough to
warrant further enquiry 5282 202

Lead replacement

Out of the five key investment areas (reducing abstraction/environmental restoration, carbon net zero, improving resilience, lead replacement, and hard water)
Lead replacement ranked as the highest priority in a representative study, reflecting the highest overall priority in other research for clean, safe, drinking water. Just
over half of respondents were aware that there are lead pipes in the Affinity Water area and most of those had either checked for them or had them removed.
And 48% of participants in the study opted for the highest possible level of investment when allocating spend to the different investment areas.2Z This somewhat
conflicts with previous research, which showed a much lower level of awareness and concern, though that was qualitative and not representative 122

Hardness is a pain point on water quality

Even though hardness is not technically a water quality/safety issue in regulatory terms, they are often intrinsically linked in the minds of the respondents. When
water quality was discussed on the Water Community, participants identified five components to water quality: safety, clarity, reliability, softness and tastelessness.
For them, Affinity Water only fell short on softness. Unprompted, most wanted Affinity Water to soften water, and didn't understand why they didn't, believing it
would solve problems such as leaks, appliances breaking and reduce environmental damage due to the use of fewer chemicals to wash and clean. However, few
people understood that hard water has health benefits.100

In the priorities studies20-207Z hard water improvements technically came 4th out of 5, but was scored closely with resilience and environment, well within the
margins of error, and when discussed in depth opinions on its importance changed when discussing the potential impacts of softening water (adding extra
chemicals to the water, potential environmental impacts), respondents became happier maintaining the status quol22

“It's safe, it doesn't smell, it's always
available, it's quite cheap and you

take it for granted, really.”
St Albans, post-family, male
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“"Everything becomes scaly and furry. It's a
nightmare to clean — and keep things clean -
and the kettle has to be de-scaled every week

or two.”
Luton, family, female

Water Quality Satisfaction by area
Source: DJS Perception Surveyl71.202
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Q. Thinking about the quality of your tap water —including the taste, colour, smell and
hardness. Overall, how would you rate your water quality using a scale of ‘0’ to ‘10", where
0is 'very dissatisfied’ and 10 is ‘very satisfied’'2 n = 400 per quarter in total, = 90 per area
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Cost of Living

What we know: Customers worry about all rises in costs, not just water, and there is less concern
over water than other bills; its also making customers more cautious towards our plans

Over the last two years, the UK has seen an increasingly severe cost of living crisis, but water bills

cause less concern than other household budget items.

As multiple issues force prices everywhere higher more and more people are facing issues with paying bills. The percentage of English
bill payers saying they saying they never struggle to pay bills has fallen from 45% in December 2021, to 25% in March 2023, i.e. almost
halved in just 18 months. Those say they struggle at least sometimes is now more than half.212 Amongst Affinity Water’'s customers 2in 5
say they struggle to pay bills at least sometimes.251 The upward pressure on spending has been brought up spontaneously by Affinity
Water customers in a variety of engagements, even ones not nominally about the cost of living.134 And whilst there are some
indications that things are improving, those improvements are very slight — water community customers slightly or very worried about
household bills was 89% in 2022, but only fell to 84% in 2023.21¢

53% of British adults say they are concerned about the affordability of their water bill, compared to 87% about their energy bills, 80% for
food & drink, and 70% for Petrol.15Z Affinity Water overall skews slightly less deprived, and this is reflected in only around 1 in 7 disagree
that their bill is affordable.?23 Respondents in focus groups run for Affinity Water have commented that Water is of less concern
specifically, and potential rises are often compared to utility bills with the sentiment, “at least its not as bad as the electricity”. 134 200. 213

Vulnerable customers bear the brunt

Scope says that disabled people have been particularly hard hit by the cost of living.1¢? In 2022 website views on their pages relating to
debt and cost of living are up five to seven times on what they were in 202. Two thirds of respondents to their survey say government
support will not cover the increases to their energy bills.

The rising cost of living has had an impact on how people respond to Affinity’s plans.

This is most notable in the way affordable bills became more a priority between qual research in the summer of 2022 and quant work in
the winter of 2023. Support for expanding the social tariff in particular had a luke-warm recepftion by Spring of 2023 — Support for low
income families in principle was often well received, but by May, appetite to expand the provision was low, with most preferring to
maintain the status quo. 143 214

“Not enough money to pay bills and
mortgage without worry, the rise in
taxes... | worry about my two unborn

grandchildren and the NHS.”
Comfortable Retirement, Brett
(Summer 2023)

Struggling to pay bills
Source: Accent 2023251
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Supporting our vulnerable customers

What we know: vulnerability is a widespread issue for all water companies, but we are particularly affected. Our
customers are unaware of how we can help, and some may be reticent to reach out

Customers registered for PSR
Source: CCW, 2020, Water For All12
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“| don't see it as their problem if
| can't pay my bills. | would look
for help elsewhere first as
utility companies are only frying to

make a profit and don't care about
their customers.”
Feeling The Strain, Wey

30§
20 2

Difficulty paying bills is widespread and increasing

In 2019, 3 million households (approximately 11%) across the UK struggled to pay water bills. Before Covid-19, it was estimated that 12%
(roughly 1in 8) customers were in water poverty (where the water bill is more than 3% of household income - there is a tighter measure
where that level is raised to 5%).-21 At the more stringent 5% level, approximately 5% of the customer base are in poverty, and just over
5% receive a social tariff; this suggests that Affinity is supporting those in water poverty 12 There is some evidence that this is keeping
bills affordable, as the average affordability scores for Affinity customers has only declined slightly.2122 By October 2022, 20% claimed
they were struggling to pay water bills, and the proportion claiming to struggle with any bill rose from 12% in December 2021 to 25%.12%
Nearly 1in 3 also expect that their finances will get a lot worse in the next year, rising to two thirds if those say a bit worse are included.

Affinity Water has the highest level of customers on the Priority Services Register (PSR) of all the water-only companies — unsurprising,
given the relative size of Affinity Water. It also has the second highest proportion of customers on a social tariff of those companies
(and 4t highest of all companies).12 Figures for 2021 are not yet available, but the impact of Covid-19 on the economy is likely to have
increased the level of people on support, both the PSR and the social tariff. An Ofwat/CCW survey showed that 28% of respondents
expected their finances to worsen over the 2022-23 financial year.192

Lack of awareness and personal pride are stopping people getting help

Ofwat's December 2022 survey showed that only 28% of English & Wales billpayers were aware of support for those struggling to pay
bills, down 5 percentage points on December 2021.125 A 2020 survey of Affinity customers showed that 42% of all customers were
aware of the social tariff, Whilst Affinity Water's perception survey found that more than 7 in 10 of those who said their bills were not
affordable were unaware of Affinity Water's assistance programmes.2L171

An additional barrier to getting help may be personal pride or a sense of shame that leads them to not want to admit the issues to
others, or a belief that they won't get help.8 In 2018, Ipsos conducted two surveys, face-to-face and online, asking if people had
problems paying their bills. The level of admission of problems was much higher in the more anonymous online survey.Z2 72 Other
barriers may be language and literacy, due to high levels of immigrant populations in Affinity Water's area. 4L

Discussions around support options are cautiously positive, but concern over bill impact holds

back wholehearted support

Suggestions for flexible payments were presented to the Water Community, and whilst it wasn't considered bad, there was much
concern that such options might make things worse. Those with struggling finances wanted arrangements that fitted around their
income, and emphasised the need for sympathy, rather than being just another case number.£ However, as 2022 has progressed
and the cost of living has become more of an issue, the WC has become more reluctant to support such inifiatives, they are
concerned over their own ability to pay bills, even if they support the principles.142

Further research with a representative sample of household customers showed that fewer than half - 47% - were prepared to extend
the scheme by paying more but that those who were open to this could increase contributions by up to £14 a year. It does not
indicate what demand there might be for cutbacks.2® A supplemental study showed that no option for extending the social tariff
scheme had majority support, what support there is tails of fairly rapidly with increasing billimpact, and that most respondents
preferred to maintain the status quo. Of the options presented, those that extended the scheme qualifications were the most
popular, the favourite being extending to DLA/PIP claimants with both a one-off discount, and a long term reduced capped charge.
This gained 45% of customers supporting it where there was no further billimpact, falling to just under 35% once billimpact reached a
£30 yearly increase.2> Cutting the tariff is very unlikely to happen so it was not considered a realistic answer option for either study.
Given the ongoing cost of living crisis, this may need fo be revisited if things do not improve.
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Acceptable and affordable bills & tariffs

What we know: customers are open to more progressive billing systems, but such tariffs need
to be transparent and justified

“It would be impossible to police
the reason folk turn on a tap or if
they sneak it out of a hose at

Previously, customers supported a premium added to the bill to support those in difficulty

In June 2018, as part of the PR19 work, Ipsos found that a majority of Affinity Water customers (63%) were in support of spending midnight.”

more on the social tariff if it allowed them to support more vulnerable customers. No suggested cost was included in the question. Comfortable Retirement, Dour
50% also agreed that the tariff should be variable, with those on the lowest incomes getting more support.Z2Research in later 2020
shows that spontaneously, 2 in 4 customers would not be prepared to may more towards the social tariff. When value were shown,

the same study showed that support for even up to £1 extra only had active support from 60% of customers. When fold about “I think [the split-rate tariff] would help
Affinity Water's plans to expand the social tariff, adding 90p to £180 to the plan fewer than half - 46% - actively supported this rise, cut down on water usage. It's a “like”
and 28% actively opposed — the remaining 1 in 4 had no strong opinions. 29 Those that oppose paying more do so largely because . e not a “like alot” because |
they feel it should be funded another way, rather than customer subsidy. Following the cost of living crisis of 2022, more research is Reaction fo Spiit Tariff Concept wonder how it would practically

Source: Water Community? be implemented - | wouldn’t want to
needed to gauge currently levels of support. have 10 be manually logging what I'm
. . . . I using water for, for example!”
There is interest in more progressive billing schemes New Earner, Pinn
Whilst only a smalll proportion of customers think that the current flat rate per litre system is unfair, there are also calls to do more to
make the highest users pay more for their excess use. 139 24 There is some reticence towards the standing charge as well. Most Water
Community participants would prefer a purely volumetric model, even with a small per-litre rise in cost so charge is entirely usage
based. Even those who are more positive toward the standing charge recognise there is a need to pay for things that are not

directly linked to usage, but it still feels unfair that this isn’t modified for usage with larger houses paying more. 122

. . y . . (e y . . . . . EmPositive ENeutral mNegative
Both ‘split rate’ (one rate for essential use, another rate for non-essential use) and ‘rising block’ tariffs (price per litre increases with Q. Choose a face that best represents how you

consumption) have been discussed on the Water Community. Customers are open to the idea of a split rate tariff as they see it as feel and explain why (n=121)
fair and are keen for water companies to take charge to reduce water usage, although there are also concerns over how
essential/non-essential uses are defined, and how these would be policed.

Half of Water Community participants thought a Rising Block tariff would be a fairer system than the current flat rate, and would be Q. Would you be happy fo see a donation ODTL?” for
effective at reducing demand, and many believed they would not pay more under such a system. However, it was noted that no- WaterAid when you pay your bills online?

one considered themselves a high-volume user; it was always ‘others’ who had excessive usage.130 _ - -

Customers are aware that something needs to be done to reduce water usage overall but, in both cases, concern is expressed that 0 0% 0% 0% 0% 100%
allowance is made for those on low incomes or with medical needs who may need to use more. There is also concern around the

.. . . mYes, and |I'd consider using it | Yes, although I'm not sure I'd use it
rising block tariff, where large households may be penalised. 120 ¢ ?

mNo, I'd rather not see this option

A larger scale 2-year trial is being launched in summer 2023. It is primarily designed to look at affordability — can costs for supporting

those on social tariffs be born in a greater degree by the highest consumers rather than spreading it equally amongst the customer Q. Would you be happy fo see a donation option for WaterAid when you pay your
base, and therefore reducing bills for most overall. Impact on usage levels may well be a side effect, and whilst this will be R

monitored, ifs not the key effect looked for. It also includes a small allowance within the standing charge, offering the chance to

those with the very lowest usage to pay a minimal amount. Affinity
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Communicating with Customers

What we know: People aren’t engaged, and even bills can be ignored, especially with digital: More trialling of methods and
messages before large scale publication may help improve cut through and salience. SOS shows the impact that large scale
campaigns can have, but that impact isn’t persistent

. o . . . _ “Think the last | heard anything about
Digital methods are preferred for more general communications, but cut through is a problem, even for non Affinity was during water shorfages one

digital methods; letters are preferred for important issues, such as works in the area summer. Wasn't anything memorable.”

. . . . . . L Career Commuters, We
When it comes to general communications, customers have a preference for email (82% preferred this over others) — it creates no waste, and is direct .

and convenient, but people’s inboxes are cluttered and it can be hard to cut through. Letters have the advantage of cutting through, but are
considered very formal and official. The website acts as an information hub and is assumed to be up to date. 114

Whilst already engaged customers have expressed an interest in learning more, overall customers are not motivated, with only a third expressing a
desire to know more. 2214 When it comes to frequency, general updates should ideally be quarterly.

When official works are in progress, an official letter would be the most successful method, as emails are easily missed, and mass calls and text are
either screened (ignored) or suspected to be scams, especially where there is low awareness of an issue, (e.g. lead). Personalisation can help
reassure customers, as well named contact details. 15 125

Large campaigns like SOS (Save Our Streams) do work to raise awareness, at least temporarily

Following major advertising campaigns, positive environmental associations with Affinity do improve, often significantly.18 How long these effects last Words to describe Affinity Water
needs further investigation — awareness of SOS was at 50.5% of all respondents during phase 1, but fell back to 29% before phase 2, and it lifted back Source: Absolute, 2023182

to 55% mid phase 2. 85.156. 182 gn industry wide review of water saving campaigns published by CCW also states that the sort of tactical campaign

that SOS exemplifies often fails to provide long term change.2'¢

The original SOS campaign was raised by_the Water community as an example of something different and engaging. ' almost one in 6 WC 5

respondents also highlighted that they wanted to see more on social media. SOS has run two major campaigns now, in April/May 2021, and October & & & & o7
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General communications, regardless of delivery method, fail to engage, though social media has appeal

Nationally, few recall seeing direct mail from their company outside of the bill, and at least 1 in 4 admit to not paying attention to the bill itself. At the
same time, under a third trust their companies to keep them up to date 28 Less than a third of WC respondents wanted to see information come with
a bill. Affinity Water customers are also quite blasé about the general emails, from all sources, and those from Affinity Water are not offering anything
new.1“Research shows that respondents expect Affinity Water to do more to Educate and Inform people of issues, and that they want proof that
Affinity Water is investing as it says it will, these may prove more engaging topics than repetitive water saving tips. 56:62.63.67. 114,134

to December 2022, with smaller scale activity at other times &£ <\{\o“
(4 A
Non Household customers say they want clear, professional comms (and not ‘threatening’ comms when bill is due)-128
“"Companies are bombarding customers with emails but | find ) ) .
that more often than not these are generic and mostly to try to & W pre 22 campaign2  ®mid 22 campaign3

sell you something else.” %\@*

Comfortable Retirement, Pinn

Q. Which of the following words and statements would you use
to describe Affinity Water
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Spreading the cost of services (intergenerational fairness)

What we know: most customers are in favour of long-term investments for future generations
(many assuming that this is how we plan), although there are some resistors

Contributing towards future generations can be a polarising topic, and sympathy can turn quickly Preference for inter generational phasing

: 251
Most are sympathetic and want to help (particularly older people and multi-generational families), whilst others expect future source: Accent 2023

generations to be able to cope, particularly those concerned about the financialimpact it may have on them. Customers

. . . . An increase in bills starting sooner,
acknowledge that society has seen significant changes across varying aspects of life over the past years, and many feel that future spreading increases Ocroi different
generations will have numerous opportunities that they themselves did not have. ZZ&. Sympathies amongst the water community generations of bill-payers 72%
changed after 2022 turned into an unusually eventful year, the multitude of fast changes creating a sense of pessimism that brought An increase in bills starting later, putting
more empathy towards younger generations.283 However, a quantitative study across the whole customer base in the Summer of more of Thefiﬂfcfecgens onfo younger and
uture bill-payers

2023 showed that almost half of Affinity Water HH customers were prepared o shoulder a share of the burden now, rather than

push it to future generations, and only 1in 5 wanted to push costs to the next generation.25! I don't know enough at the moment to
give an answer

37%
17%

mHH = NHH

Innovations in tech, choice and accessibility are seen to open the doors of opportunity for future generations but they recognise
that climate change and a reliance on tech are creating a precarious world for future generations. There are concerns about how
much future generations may have to deal with in the context of their lives. Some however, outright reject that people should pay
for the future, especially as future needs can change. 2

“I don't think you can ask
people to pay for the future
without saying what the
money is doing... However, |

Paying for the future in advance seems not
fair for everyone. Some people do not have
the exira money for this and cannot afford
Many customers imagine that the bills that they pay must be used for a variety of things across the water provision journey, including this. Others are watching what water they

developing and refreshing the infrastructure it relies upon. There is also the sense that, not only Affinity Water, but all companies use and try not to waste.”
must/should have ongoing improvement and development as part of their business plan, and therefore this shouldn't be something Career Commuters, Pinn
‘new’ but something that has constantly been in place.£Z

Most customers accept the idea of paying to future-proof the water supply and assume we already Sl G e 6l

do the future generation.”
Digital families, Colne

Concerns centred on how big the impact on the bill will be may be mitigated by transparency over “It's a worry, the finances or our children and we will be the older, financially
where the money goes insecure people. | can't say it sounds like much of a happy retirement! | think
I to be investing in llective futures”

Amongst those who are concerned, many are worried about how drastically this may impact their bills, around which they have
built their spending routines. There was concern, particularly for those who are already struggling fo make ends meet. These
individuals are not seen to be financially able to invest into the future of Affinity Water's infrastructure 4382203 When asked to chose
between two hypothetical situations, frading off billimpact against total project cost, the preference was driven entirely by

personal financial circumstances, with no thought to other factors.29 There are also levels of mistrust around Affinity Water's actions, “| am happy fo pay for the future with one proviso. The money for these
where this was regarded as an excuse to extract more money from customers to give to shareholders without delivering the investments needs to be ringfenced to keep it away from shareholders of
investments. However, this is not a problem limited to Affinity Water.43-8Z water companies. This includes using it to pay off debt that shareholders have

incurred when they buy companies in leveraged takeovers.”
Career commuters, Pinn
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Improving trust and transparency

What we know: trust in the indusiry has fallen since the pandemic, and Affinity Water has followed
the trend. Significant improvements will be a challenge through lack of awareness and interest

Customer perceptions: agree(top 2 box)
Source: DJS Perception Survey22151. 202
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Q. Please tell me to what extent you agree or disagree?2 Affinity is
a frustworthy company (5 point scale, Strongly Agree to Strongly
Disagree) n= 400 per quarter

Aftitudes to Affinity Water
Source: DJS Perception survey. 21.22.151.201
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A company | don't know much about
| want to know more

Q. Overall, how much do you agree or disagree with the following

Trust in corporations for Affinity customers is built on three pillars: ethics, integrity,
fransparency

Ethics is about treating everyone, customers and employees, fairly, and putting principles before profits, going
beyond the bare minimum to ‘do the right thing'. Integrity is related to this, focusing on a high level of commitment to
brand values, e.g., taking responisibility for their actions, fixing their mistakes, respecting & understanding customer
grievances through effective communication. Trusted companies are those that have demonstrated reliability and
exceptional customer service; companies without trust are associated with poor customer service, environmental
damage, unethical use of customer data and poor websites.Z

Transparency is key

Affinity Water customers have expressed multiple times that they'd appreciate Affinity Water being more open with
its communications.é2 22 82 Cystomers have a really poor understanding of what we do, e.g. being unaware of
WINEP!3 orynderestimating the cost to clean & deliver water.1¢0

Affinity Water will need to give customers a detailed breakdown of where their money is going. Affinity Water must
give customers all the facts so that they do not have to search for information. Whatever is being infroduced, such as
anincrease in bills, needs to be clarified in simple steps. Affinity Water will need to give customers information on
what is happening and why.%Z

Trust in Affinity Water faces challenges to building it

Multiple studies by study by Ofwat and CCW in late 2022/ early 2023 showed that across the industry there is relatively
little trust and it is in decline since the pandemic after being stable for some years.2021L 212 When it comes to
providing a reliable service, barely 6 in 10 say they trust water companies; between 64% and 73% say they trust their
water company to ensure good quality water.174175 Half of those aware of negative news stories said that they
frusted water companies less as a result, especially amongst those already disinclined to trust, creating a downward
spiral. 174

Various measures of trust show that trust in Affinity Water, whilst not terrible, is on the low end for the industry,122 and is
declining alongside the rest of the industry. What looked like a recovery in spring/summer 2022 may have been
brought to an end by the prominence of issues with storm overflows in the news in early 2023, 22.92151. 202 Those that do
frust Affinity Water do so because it delivers their needs through providing consistent, reliable and clean water. Little
interaction with Affinity Water means that they haven’t encountered issues with their service, which is positive (as with
other utilities).2Z Lack of trust is often a reason for rejecting suggestions for new services and investments.62 82.82 jn
testing the business plan, resistance to billimpacts was largely driven by lack of trust in Affinity to deliver, 218 251. 253

Building trust may be a challenge due to people being unaware of who their water company is, a remote and
hands-off relationship and lack of interest in knowing more. Only 3 in 10 customers say they want to know more about
Affinity Water.1322.5281. |n many research engagements we see that respondents are very unaware of what Affinity
Water does, e.g. low awareness of WINEP and underestimating the cost of cleaning and delivering water. 134 160 There
will always be a core of customers who don't believe what we say; a discussion on the Water community where the
money from a bill was broken down by share that went to cleaning, delivery, leak fixing etc provoked disbelief from
some when they found out that currently (2020-25) no dividends are being paid. They are convinced that money is
going to shareholders somehow, and will not be told differently.1¢0

Water Community Trust in Affinity Water
Source: Affinity Water Community2Z

0% 20% 40% 60% 80% 100%
m Fully Trust Somewhat Trust Neither/Nor

Q. We'd like fo start off by understanding how much you frust Affinity
Water (n=141)

“I fully frust Affinity Water as they
have offered me a continuous
service with no faults so | have

had no reason whatsoever not to
frust them!”
Digital Family, Colne

“I have not had any real
dealings with them, so have

no reason to trust or mistrust.”
97

“My distrust comes with their rhetoric around saving
water and being more environmentally friendly, and
whether or not it's all talk. A few years ago they were

renowned for not working in sustainable ways.”
New Earners, Misbourne
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Maintaining a resilient water supply

What we know: customers mainly connect resilience to leaks and bursts and don'’t
automatically link a reliable supply to wider issues of resilience; when explored there was an
assumption we plan for most eventualities

UK awareness of resilience issues is mixed
Third party research into resilience issues has found a mixed level of awareness, with some studies finding it low, and others finding it high. One study of

southeast water consumers says: ‘there is no coherent view on the drivers of customer support for resilience planning and the relevantimportance of “We all take advantage of water because it's on fap.
different factors.’ 2243 The same is found amongst Affinity customers where the Water Community, made up of those with an active interest in Affinity If we lived in a country where we had to get water,
Water's performance, easily and spontaneously mentioned environmental challenges, and population change, as well as issues with leaks and aging then we probably would appreciate it a bit more.”
infrastructure. Initial thoughts from respondents in other focus groups didn’'t go beyond issues with leaks and maintenance. 132134 Amongst most of Affinity New Earner, Stort

Water's customers, clean water is taken for granted and it is assumed that supply will always be there.22

When asked what they wanted Affinity Water to talk to them about, the key areas were socio-political risks, particularly financial ones, despite feeling that
it was a less important area of focus. This was closely followed by environmental risks. Operational and asset risks were of less interest. In discussing various
communications pieces, the words and phrases that elicited the most positive reaction expressed proactivity towards threats, fransparency and fairness.
134 When asked to prioritise resilience amongst a variety of asset investment aims, resilience came first amongst non-household customers, but just fourth
amongst household customers. However, the ranking was very close, suggesting that all options were important, and that a low ranking should not be
seen as low priority. 200

"Loss of water supply sounds very scary. | wouldn't be
worried about no water for a day or two, but after

Links fo climate change are shaky hatihe inoveof pef b worercecesiblo when

Issues with supply are not linked to climate change according to water consumers, whether they are Affinity Water customers or not.25 111 |tis also hard to Career Commuters, Wey
link the idea of water scarcity to a country famous for its wet weather, especially when hot weather is often welcomed and people remember huge
floods of recent years.128 134 Much current communication is too ‘polite’ and focused on hosepipes and gardens which many consumers do not have,
further reducing the relevancy of communications. 2542

When asked to think about what might interrupt water supply to Affinity Water customers’ homes, they initially focused on leaks and pipe bursts and other operational threats, though once other issues had been
discussed, environmental threats become more of a priority. When customers were shown a mood board of various images relating to resilience after discussing issues around it, the most popular images were a
deep red heat map of extreme temperatures in Britain in Summer 2022, and an image of plastic pollution in the ocean.!34

Maintaining supply
When it comes to maintaining supply, Affinity Water customers think leaks should be fixed before anything else. They consider education and demand management next. There is minimal evidence of supply-
oriented actions. 2662134

There appears to be little disagreement to the principle of investing to maintain supply. In 2018, only 3% of residents in Affinity Water's area said they actively opposed the principle of investing to secure future
supply though the question wording made disagreement unlikely.ZZ The Water Community haven't been asked this directly, although responses on other topics make it clear that investment is welcome, if
Affinity Water has fixed leaks, and doesn’t use money raised for this purpose to fund profits. 6282

Operational and asset-based threats were seen by customers as areas that Affinity Water had most control over, whereas environmental and weather risks were important to mitigate against, despite the lack of
control. Third party and socio-political risks were harder to comment on. Third party risks were considered the least important to focus on, whereas socio-political ones were hard to control, and customers were

divided on what sort of priority they should take 134 Aﬁinity

41


https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EeStA1vIVplLhyKkcBO_j6EBGaGKfpSTyD96PM2hg2l0Nw?e=yTCFjO
https://affinitywaterltd.sharepoint.com/:w:/s/w_CIE/EWV6qIJRpelEoWvh-V3ial8Bz7QNL85iFsujWw1wqkGLIw?e=CksM6b
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EX50ENL2C5ZMseW2hjjIOkMBolBIr0gonafgABTXEWezow?e=Vgi4Nf
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EZd_eB_M689Hpezf_uRuGu8BHR2Mx59m3Djqha0bINNN5A?e=oNnpgg
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EVUUn5fBZtJNgOUfBzB7vNQBtV0cXQW1KxdZ3znJSpoYuw?e=5A107H
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EeJv2N-tdPtLhwapqlsbSSoBj-cZs_Ly6p18SIiHmUhfxQ?e=san16R
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/Edtce7NR8WBNuuG3qJIJjowBaxITW7PMutbUFROIFUd75w?e=Pf4pbX
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ETSGW3ijCJlCjjLpcZFSR0oBSYPebqe0yt0uScBXEVdj1Q?e=SDq7PV
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM
https://affinitywaterltd.sharepoint.com/teams/PR24ProgrammeTeam/Shared%20Documents/Forms/AllItems.aspx?id=%2Fteams%2FPR24ProgrammeTeam%2FShared%20Documents%2FGeneral%2F03%20Customer%20engagement%2FUseful%20sources%2FDrought%20plans%2F3469PRE01%5FDrought%20plan%20comms%20development%5Fqual%5Fv4%2Epdf&parent=%2Fteams%2FPR24ProgrammeTeam%2FShared%20Documents%2FGeneral%2F03%20Customer%20engagement%2FUseful%20sources%2FDrought%20plans&p=true
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EeJv2N-tdPtLhwapqlsbSSoBj-cZs_Ly6p18SIiHmUhfxQ?e=san16R
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EeStA1vIVplLhyKkcBO_j6EBGaGKfpSTyD96PM2hg2l0Nw?e=yTCFjO
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EZd_eB_M689Hpezf_uRuGu8BHR2Mx59m3Djqha0bINNN5A?e=oNnpgg
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EdClaU0Gs9JNr2knjsGXeKgBlnZ2W_yISBX736VV-OzYMw?e=4JXofF
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/ESxsvrNAB3tLgxbUNn7MIDwBkYNzVVDnAQ5_4ii23wJ3bw?e=oJLWvc
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EdClaU0Gs9JNr2knjsGXeKgBlnZ2W_yISBX736VV-OzYMw?e=4JXofF
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbVfUhI7lpBGi2bcDOBpaMYBkg391NRgSh78bsdT91NpPA?e=JSOJ4x
https://affinitywaterltd.sharepoint.com/:p:/t/PR24ProgrammeTeam/Ec3Py5EHvZpNl9OJ0Pi-1qUB0NOa0bELJUAWniIiJ7pvPg?e=M827Bc
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EdClaU0Gs9JNr2knjsGXeKgBlnZ2W_yISBX736VV-OzYMw?e=4JXofF
https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EfrYMY753fREsqriQFjXL98ByUuz4QWCtLbssFm0aeeEHQ?e=Ertcnd
https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQcPiehgalhLlliZzuPIhZ8B3Tn51OxAkvZzmNlmj8dDjA?e=3SuIhM

Water resources — options for the future

What we know: most people are unaware of the need to look outside traditional abstraction for supply. Most other
options have low understanding and will need a wider conversation to make them appealing

“I would want to see it proven that

Respondents generally have low awareness of the long-term challenges to supply . [desalinafion] is cost-effectins, once it is up
Unprompted respondents have mentioned the challenges of climate change and population growth, but are largely unaware of details, and somewhat and running and does not add pounds to our
shocked by the severity.132134.200 Thjs seems to be a widespread issue; a survey in May 2022 found that only 10% of respondents worried about the amount of annual bill. Also, coastal environmentali.e..
water available, and drought is associated with other countries such as Australia and South Africa who do not share the British climate 132 marine and bird life is fully protested”

Comfortable Retirement, Dour

Reducing leakage is often seen as the first solution, with pushing back against any restrictions on customers not uncommon .62:83.200

More reservoirs are largely positively received, due to familiarity. Other sources raise concerns " “l would be happy with using recycled water,

People rarely think about the source of their water, beyond ‘underground’ or ‘reservoir’ 134132 and there is a lack of evidence in the area to understand people’s if it saves water and/or provides water that

opinions during source changes, although its unlikely that customers would engage with any information on changing source when informed. 132 P7eUIE] 9 GINSTHISS IBH: TR BE @ Geek]
idea long-term, even if there is an initial

Knowledge of different sources is low, particularly those not currently in common use, such as desalination and water fransfer.13Z Britain Thinks research in late charge. Using a lot of chemicals is a concern
spring 2022 found that people seem comfortable with reservoirs, as these are familiar and common. Water recycling has so far received a largely negative but is the lesser of two evils i.e. available water
reaction, due to safety concerns provoking an instinctive ‘yuck’ reaction.13Z Desalination and water fransfer are seen as complex, and there is feeling that such as against chemicals.” Comfortable
large infrastructure water projects should be a last resort.18Z Desalination has environmental concerns over the perceived intensity of processing and impact on Retirement, Dour

coastal biomes. Water transfers had a largely neutral response, though there was some concern over what the infrastructure re quirements might be.

Affinity Water followed this up by asking similar questions on the Water Community panel. The panel had recently covered topics on drought and water
shortage, and large-scale water saving at home, e.g., rainwater harvesting. Without prompting, desalination, recycling (including rainwater harvesting) and
reservoirs all sprang fo mind as alternatives to current abstraction practices. Once shown stimuli summarising four different options (based on the Britain Thinks
work, but not as detailed due to time constraints), participants were asked to rate their comfort across the four options. Reservoirs were a clear favourite, being
seen as natural, and familiar, but the other options were not discounted, with all three having an average respondent rating of 3+ out of 5. Compared to the
more general audience of the Britain Thinks work, Water Community members found recycling had a more positive appeal, especially if their fears around
quality and contamination could be allayed with information, or even plant tours.!50

Impacts on customers from a changing water source

The Britain Thinks research found that implying taste and hardness of water would alter with a change of source elicited a negative reaction, regardless of
source.13Z Sundon water taste testing (February 2020) found that the customers interviewed were generally happy with their water taste and smell, with their only
complaint being the hardness level.52 Cross-company testing in May 2022 showed that few people could detect substantial differences in taste 132

Creating awareness of any change is likely to be a challenge. The Britain Thinks piece showed that participants preferred a 6-month warning on the change,
and both that and the Sundon research indicated at least one written notice is needed, although it is likely anything sent with a bill would be ignored.52-128.137

“I'm not thrilled about [water recycling] at all.
All water companies have made mistakes with

“I think there always has been enough water and | know populations are increasing, but | think that we have sufficient rainfall in the UK and we're a
modern enough country that we have enough collection sources and reservoirs; if that's being looked affer and if we look after our water and the

water companies are looking after their supply, whether it's all the leaks and things, then | do believe there is enough.”

Female, ABC1, 35-54, Misbourne Aﬁinitywater
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Reducing leakage

What we know: customers are concerned about leaks and expect us to be dealing with those before handing
any increased costs onto them for additional supplies

Leak related CSat
Source: R&RZA

Customers are concerned about leaks

Leakage is the most emotive topic to consumers across the county, and one that exacerbates other issues. . Customers
believe that leaks are fundamentally responsible for and within the control of water companies. When issues such as
CEO payments and TUBs arrive, it is felt that tubbs can be avoided if less leaks, which creates resentment and lack of
compliance. Any efforts to reduce usage are insignificant compared to what's wasted, and profits are unjust as a

“Number 1. If there is money
haemorrhaging out of one's bank

result2l1 account (for whateverreason), one
fixes that first before deciding which
/f\/\/\/\/\_/\ Leaks are a subject where the Water Community are very vocal.”8 225 There is an expectation that Affinity Water will investments one should make!”
protect the customers from the cost of internal leaks and protect the environment from the impact of the wasted water. Established Prosperity, Wey
Those who care strongly about the environment are most likely to be concerned with external leaks.Z8
SEYRYESSSETFagaqaqgaaaqaaqgy g The Water Community members are going to be more vocal than most customers, but it reflects findings in other
5822553258255882285225852285  research and other companies that have similar findings - that leaks are something water companies have complete
control over and are just not doing enough to fix.13Z 211 Thjs has also come up in multiple studies with other Affinity Water
customers who spontaneously brought up concerns about leaks, and an expectation that these are addressed before
any demands are made of customers. 111134200 Where people are asked to prioritise different issues, leaks frequently
comes top or near the top. 152 200,207,251
“| feel top priority should be put
Comparative Leakage for selected Issues with leaks make up a notable proportion of calls and feedback on water main leaks as the loss
companies In Q1 2021, leak-related calls made up 1.4% of all contacts (0.4% were customer-side leaks.) From January 2020 to Feb of wateris damaging to the
8000 Source: Ofwat 202320 2022, leak-related feedback on R&R made up 3.6% of all feedback in that period. The average CSAT was 8.31, enVIrTor}rk?enf and undhgr?|nes
compared to the total feedback mean of 9.16.21 MR a Sl S A NS
700.0 made.
400.0 . . . . Established Prosperity, Stort
g Whilst leaks are substantial, customers are likely to resent being asked to pay more
g 500 Leaks are an issue that pervades other research, with the issue being raised multiple fimes. 111200212
$ 4000 When other ideas and plans were presented to the Water Community, leaks were raised as an issue to be dealt with
’i 3000 before any price rises are made.$2 In focus groups on environmental plans and resilience, fixing links before doing other
£ oo _ things is also raised.!32134

100.0

0.0

Messaging around leaks had a positive impact, at least in the short term
TV & Radio Advertising in early 2022 around leakage seemed o produce a short ferm results The brand metrics for Q1

= = 8 & N 2022-23, the first quarter after the campaign, showed a significant increase in ratings for ‘cares for the environment’ and

= 2 = S 8 ‘cares about my local area the previous quarter, but fell back fo pre-advertising levels by the following quarter, 132 171

o o o o o Comparing those who recall seeing the campaign with those who haven't - those who do recall it are much more likely
Anglian Water Southern Water tfo agree with statements about Affinity Water's commitment to the environment and fixing leaks than those who

Thames Water
South East Water

Affinity Water

S haven't, by a wide margin. This supports the idea that raising awareness about our work does change opinions, at least

in the short term. This campaign focused on how Affinity is proactive in finding leaksZ8; later 3@ party research highlighted
a perceptions of a lack of pro-activity was key in not building trust.-211
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Reducing low pressure events
What we know: poor pressure has an emotional and practical impact; whilst it may affect
many customers, very few reach out and tell us

Frequency of loss of Water Pressure
Source: Water Community
December 20215

0% 20% 40% 60% 80% 100%
m Never Once a year
Twice a year B Three Times a year

4+ times a year _
Q. How often have you experienced loss of water
pressure (n=141)

Length of loss of Water Pressure
Source: Water Community
December 20215

0% 20% 40% 60% 80% 100%
B NoO loss up to 2 hours 2 to 4 hours

B 5 to 8 hours B8 to 12 hours | 12+ hours

Q. How often have you experienced loss of water
pressure (N=141)

Most customers are happy
The Water Community customer panel showed that most customers are happy with their water pressure, with others having low
pressure incidents once or twice a year.

38% of respondents had experienced low pressure - whilst there is some tolerance of short-term loss created by issues outside
Affinity's control, there is less acceptance of pressure loss caused by Affinity Water's actions or lack thereof .52

Stakeholders considered minimising low-pressure incidents as a low priority, with some noting that customers might not even notice
incidents, and that any event lasting less than 24 hours is insignificant.g2

Even if they experience low pressure, they don’'t complain
Relatively few people call Affinity Water about pressure-related issues. Out of 649,492 inbound contacts in Q1 2021, just 2,295
included matters that were registered under pressure-related codes — 0.3% of all contacts.Z2

Research in 2017 showed that those affected felt that low pressure was something they ‘had to put up with’, being unaware of the
causes and if they could be fixed &

People who call for low pressure accounted for 1% of all R&R feedback, with an overall CSat score of 8.35 (vs 9.18 in total).
Dissatisfied customers cite poor call handling and long wait fimes for investigation/repair as reasons for dissatisfaction, rather than
the low pressure itself, but the call centre questionnaire talks about the call centre experience, rather than the source of the
complaint.Z

When prompted, customers are frustrated - they want proactivity and clear communication
Those with low water pressure see it as a frustration that can impact their daily lives and the routines of those who live in their
home % Customers expect much more proactivity from Affinity Water to avoid low pressure and to communicate what they're
doing.»> &t

Low pressure often rates fairly low in tests of priorities, overshadowed by options around

maintaining water supply and quality

Spring 2023 research shows that whilst low pressure has the highest level of priority for improvement after leakage (61% of HH
respondents, and 43% of NHH) when explicitly asked, other areas have more impact when indirect methods are used. This research
showed that intermittent low pressure had the least impact on household customers; permanent low pressure ranked higher, but
after long unplanned interruptions and equally with Do Not Drink notices.2%® Ofwat ODI work doesn't look at permanent low
pressure, only unexpected low pressure, and finds that sensitivity towards that is in the lower half of the pack for Household
customers, though its slightly higher for Non-Household customers. 185 240

“It's frustrating, especially nowadays
when we're always being told to
conserve water as much as possible,
sometimes it takes days, if not more than
a week to get it fixed and/or they don't

“I have fo make a choice with my
electric shower - either | get good water
pressure but then the water's cold, or |
get bad water pressure and the water's
warm/hot.”

Career Commuters, Wey

“| could not accepft reasons such as
faulty equipment, inadequate pumping
stations, because | think the water board

should be planning ahead for those

instances.”
Modest Mid-Life, Colne
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Willingness to Pay

What we know: the average customers would pay for a 10% improvement in key areas would

be £22.88.

Valuing potential improvements showed there was tolerance for a relatively large increase in the bill
Eftec’s valuations work looked at how much people would be willing to pay for a 10% improvement on current levels for
five service areas. Improvement to leakage comes in quite low, but this may because there is a high level of service
expected here, and participants do not think they should pay more for something they think they should already be
getting. 28

Valuations work done by Eftec on Affinity Water’s behalf evaluated a smaller set of events, to a more granulated
timescale. In this analysis low pressure came higher up the rankings, having more impact than shorter (hours long)
unexpected interruptions, and boiled water notices are below even this.2%8

The Summer 2022 Priorities research demonstrated that there is appetite for greater investment, and customers would (in
principle) accept a greater billimpact than the one we have proposed, which has been limited by what we a physically
able to deliver.2”

Acceptable compensation values for various supply impacts highlights the value placed on a safe and

plentiful supply

Ofwat undertook research to calculate the level of compensation people would need to tolerate a range of negative
incidents, and the results largely reflect customer priorities: Unexpected loss of supply has the most impact *, followed by
regular cut offs during drought conditions. After that is unsafe water (e.g. boil notices and do not drink notices), and then
quality issues around discolouration, taste and smell. Low pressure and low flow in local rivers are much lower
priorities.237,240.

However, question wording on these studies emphasise impact on a customers’ households, which would necessarily
move environmental related issues further down the ranking.z4!

Non Household customers were broadly similar — though regular cuts to supply in drought conditions was considered
more impactful than unexpected interruptions, in confrary to the national results. Again environmental issues are less
likely to be considered impactful, so values for incidents there are much lower than for loss of supply.240

*Sewage flooding was by far the most impactful incident overall, but as Affinity Water is a WOC, this does not apply

WTP for 10% Improvement
Source: Eftec208

Unplanned interupptions
Severe Water Usage restriction
Taste & Smell
Discolouration
Low Pressure
Leakage - £1.41

£0.00 £2.50 £5.00 £7.50

B Household customers

Compensation Values for selected Incidents
Source: PJM Economics240

24 hr unplanned interruption
Drought measure regular cuts
Do Not Drink
Boil Nofices
6 hr unplanned interruption
Significant pollution incident nearby
Taste/Smell issues 24h
Discouration 24h
Taste/Smell issues 6h
Discouration éh
Planned Interruption 6 hr
Low Pressure
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Low river flow nearby
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£100 £200 £300

el
(@)

B Household customers
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Helping our customers to reduce demand #1
What we know: our customers use a lot of water with no real understanding of how much, and

no conviction that they really need to use less

Respondents have little idea how much water they really use

Respondents struggle to quantify and report their water usage; much comes from frequent subconscious daily routines.1- 187 218
Quantities are hard to conceptualise!”Z, and anyone not living alone! does not get a full household view of the use of others. CCW
also found that there was some denial of irresponsible behaviours. This is reflected in other research; before Covid-19, 94% of
customers believed they were medium or low water users, and 88% believed they used the same or less than similar households,
suggesting that they have no objective conception of their usage.?> After covid this situation hasn't changed much, with 83%
saying they use average or less. 187 At the same time over three quarters of Affinity Water customers think that “other people”
wastewater in their homes and gardens.'£Z

This is confirmed for Affinity Water customers with research amongst a representative sample of customers, as well as the customer
panel and the SOS Mailing list. 11 12187 Fyrthermore, only a third said their household needed to reduce its water consumption.22
The Sundon taste test work also showed that the Affinity customers interviewed also had no real idea of how much water they
used.®2This confrasts with actual consumption that shows Affinity Water customers have the second highest consumption in England
& Wales.Z2 The Covid-19 pandemic has also had an impact, with daily PCC increasing. Some of this change will be permanent as
people move to more home-working but should also reduce a little as leisure facilities reopen and fravel restrictions are lifted .26 New
designs for the bill do include comparative usage, but only for metered customers, and currently only 65% of customers have a

meter.

There is some suggestion that there are few commonailities by usage level

Average water use for 2021-22 was 1611/pp/pd, a decrease of just a third of a litre on the previous year, showing that patterns of use
from lockdown aren’t changing very fast.2#? It is the second largest on any water company. Analysis of nearly 200,000 households in
the Affinity Water Area by Per Capita Consumption level shows that each PCC level has few clear defining features. Within each
group, regardless of how much or little is used per day, there is a notable level of diversity in household types. The lowest users (PPC
of 150 I/pd) are more likely to be financially stretched, suggesting that cost does play a role in managing demand, and implying
that current costs are not high enough to deter even average users.154

Evidence points to broadly three types of consumer attitude to water saving

The WRSE (2021) drought research indicates there are three different types of person when it comes fo saving water: Resisters,
Persuadables, and Believers2s, A similar set of archetypes was found amongst the Affinity Water Community, when asked about
actions they take to save water (Iregular Water Savers, with low willingness to change; Habit Changers, who try, short of serious
financial commitments; Engaged Eco Leaders, who are highly engaged).£2 In both cases, these personas were described but not

quantified.

Customers impressions of their water use
Source: Various 12187

Kantar Survey October 2022 -
Water Community April 2022 (n = 152) -
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Estimated vs, Actual Usage of Affinity
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Helping our customers to reduce demand #2

What we know: current usage is at 162 litres per person/per day, but metering alone won’t be
enough

Pre-Covid-19 modelling suggested that installing a meter would save anywhere from 3 to 27 litres per person (pp) per day

“| like the way Fitbit displays a number of

(pd). (This is still not enough to get 162 litres/pp/pd down to 110 litres/pp/pd) metrics in a lovely infographic type way. The
AW app could display my daily water usage,
it could give me a goal to enter and, as the
circles show, fill the circle once I've reached

This modelling was conducted on subgroups based on the ACORN geodemographic groupings, rather than the whole customer base, to take info account
different family and property types. However, it doesn't appear to have gone beyond the point of switching to metered bills. 104

Home Water Efficiency Checks (HWEC) had strong appeal amongst the more highly motivated customers (from the Water Community and the SOS mailing list), my goal. Or, if I stay under the goal, it could
especially the leak check and the provision of free water-saving devices.11! 98 COOUEE G, I SR I 1 Coud oe

yellow and if | overuse, it could go red.
Further knowledge of usage is helpful, and accurate awareness of usage is key to reducing PCC.141 Reading meters is difficult for customers, often due to location Career Commuters, Wey

or disability, so the inclusion of previous usage data for context on the bill is welcomed, although comparing usage to six months is not ideal, as this fails to take info
account seasonal change. The household comparison feature is also welcome, and normative comparisons like these have been shown in other places to
produce anywhere up to a 5% drop in household consumption.120.140. 141

Customers are generally positive when it comes to increased metering as they believe it's fair to pay for what you use

Whilst some lower income customers are less keen, due to an assumption of increased costs, many Affinity Water customers are happy to see an increased level of
metering, believing it is the fairest way to pay, as long as provision is made for those who may have high usage due to health needs. 1 However, asking for more
frequent manual meter readings was not welcomed, as many have difficulties reading their meter, even if they know where it is, and there is an expectation of
app-integrated smart meters, rather than manual ones 112 113

The Demand Management Strategy research also showed that there was interest in Water Efficiency Labelling, especially if a form similar o the familiar energy
ratings for electrical appliances, and the rating guaranteed by an independent body.1 164 However, this interest is expressed as something to be considered as
part of the purchase decision, rather than a prime driver.1é4 |t is worth noting that this research is conducted with Water Community members, and people from the
SOS mailing list, who are probably more motivated and interested than the population as a whole.

But there is an expectation that meters will be just one tool in a suite of measures to help reduce demand

There is evidence that installing a meter alone doesn’t actually change awareness levels of the impact of the water they use — The CCW Water Awareness Index is
the same for those with meters and those without.132 Multiple sources shows that customers want to see a variety of ways to reduce demand, not just installing
meters. People would mention things like variable tariffs, water efficiency labelling, and better comms and education 112 237248 (Though it should be noted that
respondents largely seem to think its others that need educating, rather than themselves.) There is also an expectation now that meters aren’t just meters, but smart
meters as are seen in the energy industry.248

Incentives are currently focused on reduction, rather than maintenance of low usage

Reducing demand is going to be particularly challenging as many customers do not believe their water use needs to change. Most believe they are already doing
as much as they can to reduce water. 112

The WC (Jan 2022) shows that the current incentives for usage reduction (10 x £50 gift vouchers for anyone who reduces their usage) is not the most popular

opftion. The most popular financial opfions are ‘money off your next bill', and direct refunds; free months are considered, but customers are concerned this may

result in wastefulness that counters the savings. Emails around behaviour change were not considered to be useful, and other suggestions made included an app e _ o

to frack usage and visualise impact.£3 Aﬁln Ity
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Behaviour Change #1

What we know: Changing behaviours is hard and leaks from Affinity excuse poor behaviour
from those who don’t want to change, and disheartens those who do

Impetus to change is low; it's not personally pertinent and pointless in the face of leaks

Impetus to change behaviour is low: just over 1in 4 actually believe that water shortages are likely to affect them.18Z There is little appetite for change

amongst Affinity Water customers, and they are not unique; nationally half of respondents already believe they are doing as much as they can. 12

However, in most conversations about reducing demand, the number of leaks from Affinity pipes is brought up. It justifies making no effort amongst

those who do not wish to change, and seriously demotivates those who are trying as they feel their hard work is invalidated. 87 This is not just an 100%
Affinity Water issue, but something known across the industry since at least 2018, and hasn't gone away. 211217, 80%

Aftitudes to meterreading
Source: Water Community, Feb 2022112

Metering is believed to be the most likely way to change behaviours 0% 79% 27% Uz
Increasing metering is seen as the most motivating way to encourage more water usage, as people need constant feedback to change, and many 40%
being motivated to reduce usage solely by cost. 112 217218 There is an assumption that a meter makes things easier, however this approval is strongly 20%
linked to making meter readings easy, as fewer than half said their meter is easy to access, or smart, and the idea of more frequent meter readings ° %
by hand in an age of smart-meters is dismissed. 112 0%
I know where Happy fo take Water Meter is Happy fo take
Other help from Affinity Water has mixed appeal mymeteris  monthly  easytoaccess  weekly

readings readings
Communications around water saving tfips was a lukewarm idea, with just 1 in 4 very or extremely interested in such an email.&3

The appeal of HWECS is also tepid. At best 1 in 4 of customers are likely to request one (Though 2 in 5 would probably take one if offered); nearly half
are not going to request one. '8 WC members said they found the concept intrusive and patronising, with the main appeal being leak checks
(linking back to the money saving driver).112

87% of WC respondents were interested in High Water Usage alerts, 62% by email, 32% by text. Triggers for such an alert are variable, with some
suggesting sudden changes, and others when approaching a customer’s average monthly usage. 112

In early 2022, 93% of respondents were in favour of water labelling, though it was most considered on large priced items such as washing machines Interest in HWECS
and toilets. Smaller items such as taps and shower heads have a greater sense of being generic, so the efficiency is less considered. Fewer said they Source: Blue Marble April 2022 111
were likely to consider labelling on pressure-washers and dishwashers, but this is likely due to lower ownership/usage of these devices. 112 ’

_ - “[The Water Meter]'s in an awkward “Until [Affinity Water] fix their
Belief that water shortages willimpact place and would much prefer it was leaks- some 28% of water usage —
customers used like the smart meters for I have no interest in taking
Source: Kantar Public, 2023187 electricity and gas.” responsibility on”
You or your family 9% 37% 19% 8% New Earmers, Lee ELHGL DU [ PRl D

mSfrongly Disagree  mTend fo disagree  mNeither/Nor
Tend to Agree m Strongly Agree

Your Land or Property  11% Base: SOS survey Base: Water
“There's definitely more | could do [to (120) Community (152)
0% 207 0% 0% 8% 100% save water] but its not really a problem .
Not at all likely u Slightly likely ® Moderately likely that | don't” B nferested ® Unsure/neither
Modest Midlife, older family m Uninterested

B Very likely B Extremely likely
Q. How likely do you think it is that water shortages will affect... 2
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Behaviour Change #2

What we know: increasing frequency of even the less relevant behaviours could decrease PCC

There is work to be done to give people the right information about
the best habits

Customers have a poor understanding of how much water common behaviours save, and
more needs to be done to educate consumers with the right information. 187

Whilst some behaviours are irrelevant, there's a number of behaviours where savings could
be made if the frequency of a habit could be increased, e.g. keeping drinking water in the
fridge. 187

Two thirds of respondents consider some water waste inevitable. The same proportion
believe they can save water if they wanted to, and just 12% believe that it is hard to do so.
However, just over 1 in 4 think there is no point until water companies fix more. Qualitative
research has shown that some wastage is also morally justifiable and just and accepted as
part of everyday life 187

Hygiene trumps water-saving

In any perceived compromise between water usage and hygiene, hygiene wins, e.g.
people would rather have smaller flushes, flush less often. However, what counts as an
acceptable level of “hygiene” varies considerably. E.g. some people believe that having a
washing up bowl in the sink is unhygienic. Others have no issue with leaving urine in the
toilet bowl rather than flushing. 182

Showering behaviours are harder to adapt. Most refuse to countenance turning the shower
off during lathering and shampooing, though shortening a shower by two minutes was
better received.'8Z However, even that can be a step too far - few of the water
community even tried when asked; those that did already claimed they had very short
showers, 188
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Sources

What Customers Want is an evolving document. As such, reference materials may be superseded or updated. References that
are no longer valid have been removed from the list.

Robustness Scoring

Source Title/Topic Method Key Subject Contribution level

Interpretati
on

Overall Method

Design
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de2d0éf7bal Metering, Supply
- . y . 3 — Customer Satisfaction
- ; - https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/AFW_7187_Cust _ N L .
22 Jon21 DS Percepfion Survey - Q3 2021 T omer%20Perceptions%20Survey_Quarter%203%20202021%20(Oct-Jan).pdf U8 L U5 20 1-Water Quaiity, Biling & Tariffs, Demand Management,
Metering, Supply
3 - Supply
¥ https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/3469PREOT Drou 2 — Environment
2 L2 WIE D@l elein @i Ceo aht%20plan%20comms%20development qual v4.pdf 23 20 20 30 1 - Demand Management, Metering, Assets management,
Customer Satisfaction
Norfhern https://affinitywaterltd sharepoint.com/sites/w_CIE/Research%20Library/NGN%20Stakeh
41 Feb-20 Gas , Stakeholder Submission - older%20submission%20Pari%202%202020.pdf - 1.0 1.0 1.0 1.0 n/a
Networks
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/WRSE%20Custo _ .
42 Feb2l  WRMP Part A D mer%20Preferences_Part%20A%20Evidence%20Review_Final%20Report_eftec%20ICS_Feb 3.0 30 30 30 ,‘v\ DeEmElne] inehegRme, SUpily, Bvienment Al
anagement
ruary%202021.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/WRSE%20Custo
43 Feb-21 WRMP Part B Go mer%20Preferences_Part%20B%20Deliberative%20Research_Final%20Report_eftec%20%2 3.0 3.0 3.0 3.0 1 — Water Quality
OICS_February%202021.docx2d=w82a87a65a55144e9alébe1{95de26a5f
50 Jul21 Water UK Water UK response to Ofwat’s consultation PR24 and beyond - B https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Water%20UK %20 10 10 10 10 v
Creating tomorrow together response%20to%200fwat%E2%80%99s%20consultation%20PR24%20and%20beyond.pdf : : : :
- o . . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Quantitative %20 3 - Vulnerability
51 Apr-21 Water UK Quantitafive analysis of water poverty in England and Wales M analysis%200f%20water%20poverty%20in%20England%20and%20Wales.pdf 8l B EC 8l 2- Demand Management
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/AFF_7036_Tap%2 3~ suppl
52  Feb.2020  Affinity Sundon Tap Water Quality Gf Owater%20research.Report_25.02.20_v3%20(3).pptx2d=w5c2cfé14f5d84dd08830c8893da 2.3 3.0 2.0 2.0 pply
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1 — Water Quality, Environment
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https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/20210111%20Copasetic%20Research%20Debrief%20Affinity,%20Creative%20Development%2011.1.21%20Final.pptx?d=waefc9a4306a044318da37082bed96d80
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/20210111%20Copasetic%20Research%20Debrief%20Affinity,%20Creative%20Development%2011.1.21%20Final.pptx?d=waefc9a4306a044318da37082bed96d80
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/20210111%20Copasetic%20Research%20Debrief%20Affinity,%20Creative%20Development%2011.1.21%20Final.pptx?d=waefc9a4306a044318da37082bed96d80
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/3469PRE01_Drought%20plan%20comms%20development_qual_v4.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/3469PRE01_Drought%20plan%20comms%20development_qual_v4.pdf

Sources

Source

Title/Topic

Method

https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/10.%20Low%20water%20pressure.p

Overall

Robustness Scoring

Design

Method

Interpretatio
n

Key Subject Contribution level

3 - Supply

55 Dec -21 Water Community Topic 10: Low pressure P pixed=w39Ca9c044e 444000051 9Chle32b1c22 20 20 2.0 2.0 1 - Water Quality
g ; fm G https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/09%20Net%20Zero%20Policy.pptx? B o
56 Dec-21 Water Community Topic 9: Net Zero P d=wb3be6c2c0740407b831 6d43676CC203C 20 20 20 20 3 - Environment
59 Oct-21 Water Community topic 1: Water Attitudes & Habits p https: Agfﬂmr waterltd.sharepoint.com/sites/w_CIE/Research%20Library/01%20Water%20Attitudes%20and% 20 20 20 20 1 - Water Quality, Low Pres;ure, Billing & Tariffs, Demonq
20habits.pptx.pdf Management, Supply, Environment, Customer Satisfaction
) : Topic 5:Exploration into Climate https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/05%20Exploration%20into%20climat Envi
@2 WNevzl  WelsrGemmumiy — elones g e%20change.051121%20-%20FINAL pphxed=wad69a5d0b3064dd2af69278ec 1977808 20 20 20 20| P=Emiemmei
. . Topic 14: Behaviour Change https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/14.%20%20Behaviour%20Change.p 3 - Demand Management
63 Feb22  WaterCommunity - 0 ives P pixed=w83e8ec2ed746415208d59bbd978813ca 23 20 20 30 5 _Customer Satistaction
5 Jan-22 UKCS! ICS UKCSI Exec Summary January W https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/ICS-UKCSI-Exec- 13 10 10 20 3 _ Customer Satisfaction
2022 Summary_Jan22.pdf
7 Feb-22 Affinity/R&R R&R Topics v https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Topics.pptx2d=w0cb989577bba49 13 10 10 20 1 - Water Qudlity, Low Pressure, Billing & Tariffs, Supply
d8ac0152db3f8b7815
. . . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%2010%201psos%20MORI
72 Jun1s  Ipsos czoelen WL IINEIRIES %20%20June%20201 8% 20Affinity%20Water%20Business?20Plan%20Acceptability 20Survey%20Research %20 2.5 25 20 30 3-Biling & Tariffs
eIy report.docx2d=wde09b7ed31d2479dbc232¢6333630866
- Appendix 11 Phase 3 final https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%2011%201psos%20MORI i .
73 Augrl8 Ipsos acceptabiity survey w %20%20August202018%20%20Phase203%20Final%20Acce ptability %20Survey%20Research%20report. pdf 23 23 20 80 3-Biling & Tariffs
1 - Water Quality, Low pressure, Demand Management,
75 Nov-21 el Service delivery report 2020-21 D https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Service-Delivery-Report-2020- 20 20 20 20 Metering, Supply, Enwronmenf',. ) )
2021.pdf Asset management, Vulnerability, Customer Satisfaction,
Communit
Additional Resilience Investment https://affinitywaterltd sharepoint.com/sites/w_CIE/Research%20Library/Appendix%2012%20Blue%20Marbl 3 -Biling
77 Aug-18 Blue Marble Research: Online Customer Survey W ' ; - . o ° b > © 2.7 2.0 3.0 3.0 1 -Supply, Environment, Asset Management, Customer
Findings e%20August?%202018%20Affinity %20Water%20Resilience%20Investment%20Full %20Report.pdf Safisfaction, Community
- . . . 3 - Asset Management
: 3 % %! 4 2d= N .
78 Feb-22 Water Community 15. Leakages p https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/15.%20Leakages.pptxed=w5053d2 20 20 20 20 72— QuElamer Sel kst
5b4bcaddd096f79bbf2be5e5al >
1 - Environment
: - . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Q1%202021%20Inbound%20Conta B . .
79 May-21 Affinity Q1 2021 inbound contacts M Cls%20by%20Q0S Xlsx2d=w7ea90f007804dbb99c 43¢ | a52666819 1.7 1.0 20 20 3 - Customer Satisfaction
Draft Water Resources Management X _— . . . ’ 5
Plan 2020 PR19 draft Business Plan https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%209%20Traverse,%20Jun 2 — Environment, Asset Management
80 Jun-18 Traverse 2020 Stakeholder — 25 80 Gf €%202018,%20dWRMP_draft%20Business%20Plan%20Stakeholder%20Engagement%20Summary%20Report.p 2.3 20 20 3.0 1 - Water Quality, Low Pressure, Demand Management,
Engagement Summary Report i Mg, Supiely, Commuiy
- . . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/17-062192-01%20-
81 Dec-17  Ipsos-MORI Xj‘:"e“rfgj!”y & Disruption Depth D %20ATfinity%20Water%20depth%20interviews%20-%20Summary %20Repori%20-%20v 2%20- 20 20 20 20 3-Supply, Vulnerabiity
%201.._.docx2d=wéf334095427f4ddfof1a13ce921éfele
. . . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%203%20Blue %20Marble _ .
8  JuFl6  Blue Marble :;Z;DSS Cronguitsiien CRIME SUREY %20JUly%20201 6%20Pre-SDS%20consultation%200n- 20 20 20 20 27 gg"'“ﬁ””/;ses’gn | Monaaement Customer Safisiaction
¢ line%20survey.ppix2d=wdf2eb37ec70b4i0fa210bi9e8ed77c64 PR 9 :
y . Topic 2: Climate Change Attitudes & https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/02%20Climate%20Change%20attit B .
83 Oct21  WaterCommunity  priq it P udes%20and%20priorities%20151021 ppixad=wesih9Socd8ss4ib0965499f3130823ck 20 20 20 2O 3 - Environment
84 Oct-21 Water Community Topic 4 : The Meaning of Community P https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/04%20The%20Meaning%200{%20C 20 20 20 20 3- Community

ommunity.pptxed=we5af?b2fb3eb4856bbbéa?9be8a895e2d
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https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/01%20Water%20Attitudes%20and%20habits.pptx.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/01%20Water%20Attitudes%20and%20habits.pptx.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%209%20Traverse,%20June%202018,%20dWRMP_draft%20Business%20Plan%20Stakeholder%20Engagement%20Summary%20Report.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%209%20Traverse,%20June%202018,%20dWRMP_draft%20Business%20Plan%20Stakeholder%20Engagement%20Summary%20Report.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Appendix%209%20Traverse,%20June%202018,%20dWRMP_draft%20Business%20Plan%20Stakeholder%20Engagement%20Summary%20Report.pdf

Sources

Source

Robustness Scoring

Title/Topic Method Links Key Subject Contribution level

Overall Design Method

https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/FINAL%20Affinity %20S

Interpretatio
n

3 - Demand Management, Customer Satisfaction

85 Aug2l  Absolufe Research  Save Our Streams Stage 2 debrief w 05%20second%20stage%20Debrief%20Issued%209.8.21%20v3%20(2).pdf 22 20 20 20 _supply
o 5 ] - q https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/07%20Transient%20Vul _ -
86  Nov-21  Water Community L‘(’Jp'rf];hgons'em Wlineielailivy & sl P nerability%20and%20Flexible%20Payments_261121%20- 20 20 20 20 ?_ ;’ih’i':erg?'c"':i‘;fs
Y %20FINAL.pptx2d=we3689b7230eb42{8bf383b77910b4f8b 9
g . Topic 8: Explorations into Inter Generational https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/08%20Exploration%20i 2 - Billing & tariffs, Asset Management
87 Dec2l  WaterCommunity oo P nto%20Intergenerational%20Faimess_ FINAL ppix2d=w8e31 défaddf944fab2aae24058d72fdf 20 20 20 20 7 _cCommunity
- . . . 3 — Customer Satisfaction
g . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/ARUP7380_W3_JL.xIsx2 _ R o N
89 Jan-22 DJS Q3 Perception Survey Data fable T d=w36177107C82540579098263558701d32 2.0 1.0 20 3.0 beggr:(e:’r ?Uupo;l:\}/, Billing & Tariffs, Demand management,
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Q3%2021_22%20C- 2 - Billing & Tariffs
90 Jan-22 Affinity Q3 2021-22 CMEX Performance Survey W/T MeX%20Service%20Performance%20Summary.pptx2d=w111f017a5edd411faa2c75b70379cof 1.3 1.0 1.0 20 1 - Water Quality, Low Pressure, Metering, Supply, Customer
8 Satisfaction
92 September Acearil 2021 Crmex & DMeX final report W/T hﬁps://ofﬂnﬁywoterltd.shorepoinf.com/sites/wﬁClE/Resecrch%20Libr0w/2020—21-C-MeX—D— 1.7 10 20 20 3_ Customer Satisfaction
2021 MeX-Final-Report.pdf
g . ] ] https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/10.%20Microdonations o N
93 Dec-21 Water Community Microdonations P PPhed=waaa3955350204bbbafad862{041612d 118 1.0 1.0 20 3 - Billing & Tariffs
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/06%20Customer%20ev
94 Nov-21 Water Community Topic 6: Customer Evaluation of Split Rate Tariff P aluation%200f%20a%20split- 20 20 20 2.0 3 - Billing & Tariffs
rate%20tariff_191121.pptx2d=wf052feb9897b40e2a9d1d0f5c7893592
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/17-054328-
95 Nov-17 Ipsos Usage & Water Quality Survey i 01%20AW%202020%20Water%20usage%20summary_V2_291117.pptxed=w9f8279e3218742d0b 1.3 1.0 1.0 2.0 2 — Water Quality, Demand Management
ebc846e74708c05
: . . . . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/16.%20The %20New%2 _
96 Feb-21 Water Community topic 16: Covid New Normal P ONormal._Final.ppixed=was7cdfé5b184422fbdeaad70e3ae9b20 20 20 20 20 2 - Demand Management
- . . . . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/12.%20%20Trust%20an B .
97 Jan-22. - Water Communily  Topic 12:Trust & Corporafions P d%20corporations.ppix2d=wéfébe75e25a6 4b34a5a3018898120002 20 20 20 2O 2 — Community
- . . . 3 — Customer Satisfaction
. https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/AW1920 xIsxed=w1d4 % et 5
99 Apr-20 Blue Marble Perceptions Survey Data Tables T 31600ba2a41989b76603d7 7264088 1.7 1.0 1.0 3.0 1= Wgter Quality. Billing & Tariffs, Demand Management,
Metering, Supply.
) . . . ) https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/19.%20%20Water%20 _ .
100 Mar-22  Water Community Topic 19: Water Quality #1 P Quality%20 ppix2d=w4495335426a44ef8afad32cea8251d7 Il 2.0 1.0 1.0 3 — Water Quality
102 01/04/2022 Ofwat / CCW Cusfomer Spoftlight: people's views and W/T https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/Customer-spotlight- 10 10 10 10 2 - Bl & fieriTis, Enviemment, Cusiame: Selisieeien
experiences of water report-2022.pdf
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/ AFW_7380_Customer 3 — Customer Satisfaction
103 01/04/2022 DJS Customer perception survey Q4 results T %20Perceptions%20Survey_Quarter%204%202021_22%20(Jan- 1.3 1.0 1.0 2.0 1 — Water Quality. Billing & Tariffs, Demand Management,
Mar) v2.pptxed=w7ff00a87fad74caca400913351003c59 Metering, Suppl
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/DM08%20Atkins%20PC
104 01/04/2020 Atkins PCC Data Insights and Analysis M C%20Data%20Analysis%20for%20Affinity%20Water%20v 1.0%20lssue d%2009%2004%2020%20 (00 2.0 2.0 20 2.0 3 - Demand Management
2).pdf
. . https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/PJM%20Interruptions%
107 01/06/2018 éccgfgxfc M Eé‘v"eﬁ;m"’“ of Supply Outage Compensation w 20to%20supply%20compensation%20work%20P3206pre0]_FinalReport_v1 ppixed=wasdefd8sy 2.0 10 20 30 3-Biling & Tariffs, Supply
1314c4790656fc9ff33b453
. . _— . https://affinitywaterltd.sharepoint.com/:x:/s/w_CIE/EUszPcfTISFCkMe JISL3RHEBhQHoroezTaxégé 3 — Vulnerability
109 26/09/2019 ONS English Indices of Deprivation File 7 K RMKXK6iQze=eUewlk 1.7 1.0 1.0 3.0 1 - Biling & Tariffs
111 27/04/2022 Blue Marble Demand Management Customer Feedback W/P https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/Edtce7NR8WBNuuG3qJlJjowBLs2D3mSF5H 17 20 10 20 3 - Demand Management

wV8tKézCcmggee=uBwJkU

2 - Metering
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https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/AW1920.xlsx?d=w1d431ea0ba2a41989b766b3d772e4b88
https://affinitywaterltd.sharepoint.com/sites/w_CIE/Research%20Library/AW1920.xlsx?d=w1d431ea0ba2a41989b766b3d772e4b88

Sources

Robustness Scoring

ltem Date Source Title/Topic Methodology . Interpretati Key Subject Contribution level
Overall Design Method .
112 19/04/2022 incling Topic 20: Demand Management Survey P ng‘y’&gggmm‘;:%fggggggmsfm/ pi/s/w_CIE/EYOJ7AePVXROJEQSSYUNEKQBVIC2 23 20 20 30 gfazgg:g Management
113 25/04/2022 incling Topic 21: Apps & Digital Delivery P g{;f’nségfgz@ggggﬂdejg‘gﬁlfgg:;om/ A CIFEERINTENNNN T2 A sgBilait:. S 20 20 30 f:gl‘ﬁ;”;‘ﬁlf"f?sg’g:%”n B
114 31/01/2022 incling Topic 13: Communication Preferences P T e o Com/ip:/s/W._CIF/EAIZOIGFARKID B ICDAnWBXMWOT 53 20 20 30 1-CustomerSafisfaction
128 06/04/2022 Savanta gfujjg;‘g;a(rfzpﬁcr)gigg;)F’eople’s views and experiences W/T g;‘rtgi}:éé(gf)f(ig\i;éﬁggegt:%sgovr;goinLcom/:b:/s/w7C|E/ETSGW3ijCJIijchZFSROoBSYPebqe 20 20 20 20 ?:wggr&élcg‘llftfi E)L;eprg?ynd Management
129 08/10/2021 Economic Insight The Role for Rising Block Tariffs in Water Affordability K :mﬁé{ggfgg&%ﬂ;g;’;gf&%‘?gﬁ;om/ Lol CllEEUB AN CE CrlEel DRUEEIMEH) 22 20 20 25  3-Biling & Tariffs
130 15/08/2022 incling Topic 33. Rising Block Tariffs P gﬁL@i{é‘f}g{‘gX’ngl‘éﬁ;‘g;gioi”"Com/ pi/s/w_CIE/EXXIPBFi4VBNiebljWv2EUKBHPGXLVY 23 20 20 30  3-Biling & Tariffs
132 11/07/2022 incling Topic 29 - Resiience live chat notes P 2:g?gfé?;g%’g@ggi‘;ff@i”"Com/ o:/s/w_CIE/EXS0ENL2CSIMseW2hjiOkMBOIBIOg ) o 15 10 30  2-Asset Management, Supply
133 04/05/2022 CCW Water Awareness 2022 T 22Eé/y/_clfggmiﬁyﬁ?ﬁé&%@ﬂkggTs/v:vb:/slw'c'E/ B MEIRCR AL 28 30 30 25  3-Demand Management
134 12/09/2022 Impact MR Affinity Water PR24 Customer Engagement Go/D C;‘rzi’s];\/”/r%gr;i;yj\;\vzoeti:iﬁ:.‘sohorepointcom/:b:/s/walE/EQcPiethIhLIHZzuPIhZSBSTnS1 OxAk 3.0 3.0 3.0 3.0 g:x‘:;?;s;fg;gfﬂg:ﬁg%%ﬁ
135 03/05/2022 Jonny Auld CMeX Full Year & Q4 resulfs 2021-22 W/T ggﬁ;%&”ggggg’;ﬁé’;‘gjﬁfﬁﬂ’zrfqom/ o/ I EGETE CE B OOl AE= 10 10 10 10 ? :;{ﬁi\’g??ﬁif"fﬁs‘c"dio”
137 30/06/2022 Britain Thinks Water Club: Changes of Source K/G/W mep/é ‘;ﬁgﬁﬁﬁ{fg;‘lﬂg@?gf"Com/ :/s/w_CIE/EWBUBUSOKXhISGGIATRHGIBUICWX ) ¢ 30 30 25 ?:é‘;‘jﬁ'}{)ﬁ;ﬂ’f’&;’gmr safisfaction
138 07/06/2022 Absolute Market Leakage Consumer Co_mmuniccmon Programme W https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Ea3- 13 10 10 20 3 - Asset Monoggmen_f
Research Research: Post Campaign mB16PpZJtDcWuVG7uTUBUzZSOUodWOQPDebNW2CbRQ2e=CfkRaJ 2 - Customer Satisfaction
139 01/07/2022 DJS Customer perceptions survey: quarter 1 results T Zt;?;:{(ﬁ;fgggﬁ'fjg;%im%;isgiinLcom/:b:/s/waIE/EfuxOTinLFHhYan3k60HOBOxBSnG 1.5 1.0 13 20 ?:g\lt;?eor%iosl?fvffglﬁzgn& Tariffs, Demand Management,
Metering, Supply
140 25/10/2021 incling Topic 03: Water Bill Evaluation P ggé@;?;{I‘;‘é’ggg;‘g@%ﬁgfimcom/ I QRS ANCTIRAIFORIUEITERT 20 15 20 ?:g’g?@é;‘g‘gﬁimc o
141 05/07/2022 Kantar Public :/;gLiri—:;ewt;?groL\gzurs and initiatives aimed at K :L‘Ifzs'j'/rgifgwgrgx?efarga}i;gr;ep:c;isnl]g;)Dr‘n/:b:/s/wa|E/EoMnoUaneRCgKmOthOmEcBg 30 30 30 30 3-Demand Management
142 10/01/2022 incling Tesite 11 Fuisiie Velue P rgszéggigi;g:ggeigE}s;kc\l,\r,ggg)i(rgjgggv:b:/s/waIE/EbGqu—iHM?ijnAﬁ7uMP4B- 20 20 20 20 ?:Ecnuvsifrzrr?nirei?ﬁsfocﬁon, Community
143 02/05/2022 incling Topic 22 Price Review P 2?gil/F/Sﬁf:w”eixggmwi‘fgg‘;‘;&cOm/ b:fs/w_CIE/EQQaes5aS6 LpTEE32UmIaUBARUFS 5 4 20 20 20 g: Emg‘zfggfﬂ Vulnerabilty
o RS O o o o e
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Sources

ltem Date

Robustness Scoring

Source Title/Topic Method . Key Subject Contribution level
Interpretatio

Overall Method

Design

. . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EXuV20QqgsVNDhKbowWIimHIBP 3 — Customer Satisfaction
145 15/09/2022  Affinity CeW Q1 22/23 review K VXMKWI-ve 4s8pNUW AP WRQ2e=P7i668 L2 L& e 15 _Biling & Tariffs, Metering
s . . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ETUEd]j7DKcZJnCOAIIPfhRWBNGsrf . . .
146 16/05/2022 incling Topic 23: Sewage P G8-DJ49wWIZMIgYKXAZe=Ub7VW2 2.0 20 20 20 1 — Environment, Customer Satisfaction
Household customer written complaint handling by water https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EUKVX8uzYj9Ks1YNfzDhUpsBptg23 _ . .
147 22/09/2022 CCW companies in England and Wales K Ta3-LIMAUHJ77MICQ2e=pKFItY 2.7 2.0 3.0 3.0 3 — Customer Satisfaction
N . X . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EVN1ScutcM9PtHZ JHv-V- _ . .
148 20/05/2022 incling Topic 24; Customer Service P T4BnizupPRAAWFAUZFKADUUeg2e=WOcMoX 20 20 20 20 3 — Customer Satisfaction
- . X https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EU_Opmk4x- 3 — Customer Satisfaction
149 30/09/2022 incling Topic 38: Call Centres P ZASVPr1VKCO1 0Be 1GdioAkgDP_IG52-CRnKw2e=xiLAn 20 20 20 20 Y _Biling & Tariffs
: - . . . . . 3 - Supply
150 07/10/2022 incling Tiarsiie 9: Wiaiier Seuiees P hT'rp&//offlrjltywofeEITd.shorepomt.com/.b./s/wfc|E/ESFllJvfxoZJjuNSXEQOOJYBsdFQBr 20 20 20 20 2 - Water Qudlity
MIzEcUL67finjJsg2e=0OZhEfS
1 — Asset management
. - . . . 3 — Customer Satisfaction
151 13/10/2022 DJS Q2 2022-23 Brand Perceptions Survey Q2 Results T hﬁps.//gfflnnywoferltd_.shorepom1Acom/.bA/s/wfcIE/EYUvaK17BpPupK1|\4W><IABTp6k7 1.5 1.0 1.5 2.0 1 — Water Quality. Billing & Tariffs, Demand Management,
1jH643ZIAcM-ykINw2e=rN3jPa .
Metering, Supply
. . i https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EWNVYNXuxZRJusuKPIJzp48BLW_ 1 - Billing & Tariffs, Environment, Customer Satisfaction,
152 24/05/2022 Incling Topic 28: CCG KLOE Statements P OnoOOgkafisOGDMLAZe=kk6bp2 20 20 20 20 Community
153 31/08/2022 PIJM Customer preferences on added value for large resource W https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ESOCB8W2I6NMhPpByjInGhYBAVL 30 30 30 30 3 - Billing & Tariffs
Economics/Accent schemes Az9sjucLiiGgpdfxPRQ2e=QBjanJ : : : : 1 — Environment, Asset Management, Customer Satisfaction
. https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbmTHpslak1 FhuzcJoK2vmABLwW 3 - Demand Management
154 29/04/2022 CACI Introducing your Water Use Personas M NUItk2442w2intll Jehw@e=5yICFN 1.7 20 2.0 1.0 R
. https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EXE- 3 — customer Satisfaction
156 08/11/2022 Absolute Save Our Streams Phase 4 debrief w po8UIMINmMI3JILzugcpAB_QSwUgT5208GbNC-mbvouQ2e=4ereOP 140 LY L0 14 2 - Demand Management
What does Britain want the new Prime Minister to do about https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbKbéTiDSUFLKIA_8n7hei4BOdXIL_ i . -
157 01/09/2022 Blue Marble the cost of living? X gx_fONASZEYyPsfAZe=qdpaxW 1.7 2.0 1.0 2.0 2 - Billing & Tariffs, Vulnerability
Promoting water efficiency among Non Household customers X - . .
: . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Efdt2uz- _
158 13/08/2022 Blue Marble IEJendduecrﬁoc::wdmg how wholesalers can motivate usage D 88AAIBXTILANCHYBZyfcOqyHAUMUL6CIdpMOHARe=e ALS0a 2.3 20 20 3.0 3 - Demand Management
- . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Ed10_eX9YERPk_SeWW_8- 3 — Customer Satisfaction
159 26/10/2022 Affinity C-MeX Q2 22/23 Performance Review W/T dQBOQYZU_oKoIDAXAURPMGWC AZe=c3fyOr 1.3 1.0 1.0 20 2 —Billing & Tariffs
S . . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQ5IZRELFP9GmQYiA8uceegBTKn i .
160 05/11/2022 incling Topic 41 Bill Breakdown P XGKTIV5LFIX)_He | MGAZe=mGIgkW 2.0 20 20 20 3 - Billing & Tariffs
. . - . https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EY2IBKAOi7XEovAL7 VET5e8B8plIsW 3 — Environment
164 24/10/2022 Incling Topic 37. Efficiency labelling B _TxC-UhAGR5AbAYg2e=00cISK 2.0 20 2.0 2.0 2= DEenE M TEEEmE
Do The Right Thing: Supporting disabled people through the https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ECF8USIU]I9IKE28ZA- B .
169 17/11/2022 Scope cost of living crisis K/x B2twB3bh1VDDIKW3HKV2AVMC Jg2e=TqYaUA 153 10 I3 (LR 3 - Vulnerability
- . . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EexsaVO1suxGgiEXZOSNSncBRdAU 3 - Billing & Tariffs
170 31/11/2020 Blue Marble Affinity Water Social Tariffs Research % QDFZ6S_Jyw97811 JxVwee=bexxer 2.1 2.5 2.0 1.7 3 - Vulnerabilty
. - . . . 3 — Customer Satisfaction
171 14/04/2022 DJS 2021-2022 Full Year Perceptions Survey Tables T hTTp&//folnl'rywo'rerl'rd.sh_orepomt.com/.x./s/walE/EXc&UHOsuszhquyBINusBAxﬁU 2.0 1.0 20 3.0 1 — Water Quality. Billing & Tariffs, Demand Management,
ffpkjkLIOFeYOeoWyQ2e=L0MehJ .
Metering, Supply.
- . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbcAm2ANxuJKpamnF_SbsAEBvf 3 — Customer Satisfaction
172 27/01/2023 Affinity C-MeX Q3 22/23 Performance Review W/T gliskaQa3ibLI8sYOJgg2e=0G6GP 1.3 1.0 1.0 2.0 2 —Billing & Tariffs
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Trust and perceptions: People's views on the water https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbhmmcPLpUNHg7x3RKX211QB6 .
174 16/02/2023 Savanta sector F V8yEiTlyOQ5PSXmME2igYAZe=JulhcC 2.5 3.0 2.5 2.0 3 - Community
Cost of living: wave two https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbchwpalUgdBoxAQ8VaOpQB T .
175 01/12/2023 Savanta/Ofwat Water customers’ experiences W DIXKf3wIGCSebPckpMUyg2e=MzmEno 1.7 1.5 1.5 2.0 2 - Billing & Tariffs
- - https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EcydEqSNGORNjIfHYN15y6MB22P ) .
177 10/03/2023 Affinity Affinity Area Census 2021 Data K F6FCTVOTS8I07ZC A4 AZE=TEaVVK 2.3 IES 3.0 2.5 3 - Community
. Collaborative ODI Research: Analysis and Modelling https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Eb9gysgMuU91uChhNWxXTmMF4BP1 T .
G TS [PIM ESemeriles Sub population and sensifivity analysis results L ZehpaUxCmDpLDQAJKC_bAZe=CIRkbZ 27 28 g 25 H=[lling) & s
. Demand reduction behavioural research: Customer survey https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ERSO- 3 - Demand Management
187 09/01/2023 Kantor Public and qualitative research findings O/F/B/T 600coNPrymRdpaQYwIBFzRrDyOKkr2VnSTolgVdég2e=6gkios 27 o 28 25 1 — Metering, Environment, Vulnerability
. . . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EdbwKoja5I9HtOcZ 1 Jex7- 2 - Demand management
188 27/01/2023 Incling Topic 50: SOS Shower Challenge P EBMBII9O4INYN2mzu9ErOynw2e=bVTnme 20 20 2.0 20 S ———
. https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ERceW 116KhhCIaORr3HpY34BQ n . . .
189 23/02/2023 Absolute SOS Phase 2 mid-dip W 4VNP1soLUQUVGAKCTuwZe=ivotny 22 20 20 2.5 3 - Demand management, Customer Satisfaction & Branding
. . i . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EfKtpq_iUMdJIné6Gdw9oWSSKBSR i .
192 04/04/2023 Incling Topic 55: Standing charges P 25kJpx_x_dGP388UGgwae=Joy34t 2.0 20 20 20 3 - Billing & Tariffs
193 12/01/2023 Blue Marble Evidence Review of Retail Business Water Market K hTTps://folnl'rywo'rerI'rd.shor?pomt.com/:b:/s/w7C|E/EWPTpudXNQVqunszch\oB97T 2.0 1.5 20 2.5 2 -Billing & Tariffs, Customer Satisfaction & branding
gpELLCecU_uYqgz5npUw2e=P4Uon9
Market Operator g T https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ERnhM9laxVplgX- _ . .
194 29/03/2023 Services Itd R-MeX — Affinity Water (WSL) W/T NIONNIjoBENChZX ] -SsWwPvIAXsQOaw2e=ZigmYN 1.7 1.0 1.0 3.0 3 — Customer Service & Branding
- https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYjPddg- 3 — Customer Satisfaction & Branding
198 24/04/2023 Affinity CMeX22/23 Q4 & Full YearResulls Wi nV50mMhK_dnRGCYgBQIMVBEN7QQBVPIMRIXbIQ2e=ulECHF 13 10 10 20 2 Biling & Tariffs
3 - Billing & Tariffs
L - . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYbi?p8z715CaTQF? AlgjVOBE4Y - 2 - Supply, Environment
199 17/04/2023 Eftec/ICS Customer Priorities for Long Term Ambitions - Summary W/D/T/Go 9m7mFZkxnnpVgHB1 g2e=X8eAb) 29 3.0 3.0 2.7 il = Wi a1 @iy, (ewy Fressurs, Bemenel MemeEement, A
Management, Vulnerability, Customer Satisfaction, Community
. - . . 3 - Billing & Tariffs; 2 - Supply, Environment
200 16/11/2022 ICS Customer Priorities for Long Term Ambitions — Qual Report Go/D hﬁps.//qfflnnywoterlfd.shor?pomtcom/.bA/s/wf(:IE/EVUUn5fBZUNgOUfBzB7vNQBTVO 2.5 2.5 3.0 2.0 1 — Water Quality, Low Pressure, Demand Management, Asset
cXQW1KxdZ3znJSpoYuw2e=5A107H P . N K
Management, Vulnerability, Customer Satisfaction, Community
X . : - 3 — Customer Satisfaction
201 03/05/2023 DJS Perceptions Tracker Q4 2022-23 data tables T s/t el el ek e mik etz ClE/ET o PYEOHpMEL TIPS INEWERARY -y 10 20 30  1-Water Quality. Biling & Tariffs, Demand Management,
_DuF4e0hx8x1b9-zpA2e=2L3JWe .
Metering, Supply.
. . . 3 — Customer Satisfaction
. https://affinitywaterltd.sharepoint.com/:x:/s/w_CIE/ER4IqozdIH1 AIT1XUKRNS- _ N L N
202 03/05/2023 DJS Perceptions Tracker Full year 2022-23 tables T ABTKIXT7 OZXmMyvWQ-PYWUAZe=3XbBGK 20 1.0 2.0 3.0 1 quer Quality. Billing & Tariffs, Demand Management,
Metering, Supply
. . i . . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ETzm5rL.zoMBDUvVAFGWbtg 1wBV 2 — Community
208 oA Imneling eglle 453k ImisTgemeei fomel elmess 2 3 WOrsu8M4wpb3p4mIZmOFg2e=q1vOqd 20 20 20 20 1 - Billing & Tariffs, Environment, Asset management
. . X https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EXx4u2vogGJGkI3XB- 3 — Customer Satisfaction & Branding
206 03/02/2023 Incling Topic 51: Water Stress P QCE3YBAK103xbuOCchuR3kxY BSilg2e=J6KUMr 2.0 20 20 20 2 _ Environment
3 - Billing & Tariffs; 2 - Supply, Environment
207 19/05/2023 Eftec Customer Priorities for Long Term Ambitions — Quant W/T https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EWRNMtA4VGllviQobc1F5SkBI4f 3.0 3.0 30 30 1 — Water Quality, Low Pressure, Demand Management, Asset
technical report MQhVmcUgGlL74hg9aSQ2e=0CGVgc . : : : Management, Vulnerability, Customer Satisfaction & Branding,
Community.
Customer Priorities and Values Research https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EW_Z|6Lzzy 1 Ejf- 3 — Low Pressure, Asset Management, Supply
208 19/05/2023 Eftec/ICS Summary Report wim uy7SXTQOBFP9KMEPtOY7btWsizONXIg2e=mDnW4h 2 o S0 28 1 = Vulnerability, Billing & Tariffs
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https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ERceW1I6KhhCla0Rr3HpY34BQ_n4VNPtsoLuQuVgdKCTuw?e=ivotnv
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Overall Design Method TS
L R s . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EZobZI8J5JZKnVYawUgNJZMB_IFk i N -
210  30/05/2023 Ofwat Cost of living: wave three - Water customers’ experiences W UsvnHRPJRU7 p_Q-9w2e=JmIZMU 1.7 1.5 1.5 20 2 - Billing & tariffs, Vulnerability
Bridging the gap: Awareness and Understanding of Water https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbX_guiSk85MréLoQQyétWoBpXU 2 - Asset management, Customer Satisfaction & Branding
20N A e Issues Wice WdONAVYBRVQSIkKGPWmg2e=sCaYhQ 20 20 20 1 1 - Demand Management, Environment
Acceptability and Affordability Testing Stage One: https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EYUI90inzipBrOWégeHleugB2Allul 3 - Billing & Tariffs
213 16/06/2023 Accent MR Qualitative Research Gt a3EgiGPfCmgJhV5Q2e=mTGKFH 26 20 S0 30 1 — Asset Management, Water Quality, Supply
. . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ESIYzQyh309LjaiwGjsWa7MBhaTG T . L.
215 20/02/2023 Eftec Social Tariff Customer Preferences W/F aCnéMKeuBaYIRJBBAQZe=peYaDr 3.0 3.0 3.0 3.0 3 - Billing & Tariffs, Vulnerability
. . . . https://affinitywaterltd.sharepoint.com/:p:/s/w_CIE/EWyoUO38ukiCvDjBLVCHs8gBAQ B . . )
216 03/07/2023 Incling Topic 60: Optimism 2 P krkQgbZ3udienwisgPHAZe=T4fkHy 20 2.0 2.0 20 3 — Customer Satisfaction & Branding
. . The long term potential for deep reductions in household https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ESo8BtdSkfBJoHC|1Z- _
217 26/04/2018 Artesia consulfing S o~ K GOMABHQVWXN14vYtULGRNLGH8g2e=JQDCN4 1.3 1.0 1.5 1.5 3 - Demand Management
CCW Citizens Forum: https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Edql- _ . . .
218 31/03/2023 Blue Marble Customers’ views on water Campaigns P/Go DekQrBDIOKHGWAWOKABIBG VISUR2F04XVTZ6PVPTQ2e=0JYLZP 20 20 20 20 3 - Demand Management, Customer Satisfaction & Branding
219 10/05/2023 DJS Water Matters: hgusehold customers' views on their water T htfps://afflmfywoferlfd.ihorepomt.com/:b:/s/w_CIE/EbSUZngLvBM|8nYF2BSGROBHvE 17 15 15 20 3— Customer Satisfaction & Branding
& sewerage services 2022 MoklYInL9xélsehcvw2e=x2sGo7
Institute of Customer . https://affinitywaterltd.sharepoint.com/:x:/s/w_CIE/EUf68v2_jz1Jot-YDo4cVywBt- B . . .
221 11/07/2023 Service UKCSI July 2023 Results Utilities Sector Resource Pack W gacaPQFHRWIyKVmnAGiQ2e=LipUcP 2.0 2.5 15 2.0 3 — Customer Satisfaction & Branding
g . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ET9hFOEyu- _ . . .
223 28/07/2023 Impact Q1 2023-24 Perceptions Survey T hLizblhs_wSOUBKXVXIdyFphyousYE-PZu6A2e=NXOICP 22 20 2.0 2.5 3 — Customer Satisfaction & Branding
. X i s https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/ERsgEzZMPOItPtxPpPHX6STkBXCUKD
225 28/07/2023 Incling Topic 62: Leak Prioritisation P RAEX5pOSNGNT{E_cw2e=E85jn2 20 20 20 20
. . f dep _ 3 - Supply, Environment
237 16/12/2022 Incling Topic 43~46: WRMP Deep Dive P ht'rpsj/qfﬂnnywoterltq.shgrepomt.com/.b._/s/wfcIE/EYIcLHSqupJn 2.0 20 20 2.0 1 — Water Quality, Demand Management, Asset Management,
7Y9CnqresBUnDGBg7j3DiufgvVSDYK-w2e=6gTH18 N - . ;
Customer Satisfaction & Branding, Community
. - . . . 1 — Water Quality, Billing & Tariffs, Demmand Management,
- - . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EbtO9AJdC- . .
238 28/06/2023 Affinity Affinity Water June 2023 YWYS session notes Q 5Gs6a2K5I5dGEBAQ28INSUWHUVPrevHGWOTQ2e=leltiA 1.0 1.0 1.0 1.0 Meienngl.SuppIy, Enwronm‘em, Assef Manqgemem, )
Vulnerability, Customer Satisfaction & Branding, Community
: - . e . 2 - Billing & tariffs
239 18/01/2023 PJM Economics Collaborative ODI Research Guidance Notes T/R hﬁp&//offlnlfywoferlfdAshore_pomtcom/.bA/s/wfcIE/EWQSIQvaOJAmUvbngO\TIBf7dr 22 2.5 20 2.0 1 — Water Quality, Low Pressure, Supply, Environment,
pJafpMGO1g7JHvnDew?2e=SqaCBH C oo
240 18/01/2023 PJM Economics 2022 ODI results fables R hitps://affinitywaterlid sharepoint.com/:x:/s/w_CIE/EYUUSTGhxvJGsESYkwécdclBAdYF ) 5 25 20 B s i, Low Pressure, Supply, Envionment
h50d5nYOMWJhP4P6Q2e=6ETj) : : : : c i & - SupplY. ’
ommunity
Ofwat - Environmental Performance Commitments https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EQATLAD- B )
201 QAR Seviemiie Qualitative Research = WMSLiagLCA3GVFYBIsUykY A-5k307UeDFEWC Ww2e=IMEbrC 20 20 20 20 [Epkicqment
. . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/Ebil CNaBz8hOvir- B . .
244 01/08/2023 ICS UK Customer Satisfaction Index July 2023 W d7a_XLBBTrCHITXShmAjdPOZISXOAg2e=V7khge 1.8 20 1.0 2.5 1- Customer Satisfaction
: . . . 3 - Supply
248 01/09/2023 Affinity WRMP Consultation Statement of Response Q hffp&//cxfﬂnlfywoferlfd.shEJrepomtcom/.bjs/walE/EYTlwPavaZCohOoyArnchBééB 1.0 1.0 1.0 1.0 2 — Environment, asset Management
2XnE4FyvaOhTeffh1uQ2e=Jr4004 o . .
1, Billing, Demand Management, Metering, Community
1 - Water Quality, Low pressure, Demand Management,
3 https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EZEMEV9CHK5In4j6fS714SMBPHKIx Metering, Supply, Environment,
249 08/12/2022 Ofwat Water Company Performance Report 2021-22 K MhomGzE3ACMbXIhJg2e=DV8TOo 20 20 20 20 Asset management, Vulnerability, Customer Satisfaction,
Community
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Overall Design
https://affinitywaterltd.sharepoint.com/:x:/s/w_CIE/EfmTLs- B
250 22/03/2023 Ofwat Leakage Dataset March 2023 K eBQVDrIGQATepdLsBQIUI!-D619K7kNZ5Vwiwae=1ETxhY 2.3 20 20 3.0 3 - Asset Management
Acceptability & Affordability Testing Quantitative https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EdLgvhl_GpZCusPPggmhl_ABeFe 3 - Billing & Tariffs
231 AR i Summary L iEvc27c7ghfONpq7t3g2e=dwCElo 26 28 253 27 1 — Water Quality, Supply, Asset Management, Environment
. . . https://affinitywaterltd.sharepoint.com/:b:/s/w_CIE/EeDgFMQsI9FBuécpcKBeBZOBXu 3 - Billing & Tariffs
252 08/09/2023 Incling Topic 65: AAT & LTDS P NBMOd-x3ev_-qrcSMn2g2e=FpDCHf 20 20 20 20 1 — Water Quality, Supply, Asset Management, Environment
- . o . : - . . . . 3 - Billing & Tariffs, Vulnerability
253 28/06/2023 Community Research Affinity Water Business Plan Acceptability: research with GiD htfps//afflnlfywoferlfd.shc:r_epomt.com/.b./s/w_CIE/EZ2MePJGAPBDpSnSTTUlHq4BFNf 20 20 20 20 1 - Water Qudlity, Environment, Asset Management, Customer
vulnerable and future customers DMe5dy2ABYIS0TB8gxw2e=ykQZGy . . 5
Safisfaction, Community
Items still in draft & not yet available in the Research Library
XXX Affinity PR24 Consultation results Q

Methodology Codes

D Quallitative Depth Interviews

E CAPI/Face to Face quantitative
surveys

Face to Face Focus Groups

©
o B

Online Focus Groups

Desk Research

Data Analytics & Modelling
Observation/"Ethnography”
Qualitative Customer Panel

Town Hall/Public Consultation

Postal Survey

CATIl/ quantitative telephone survey
Data from customer feedback surveys
CAWI/ Online quantitative survey
Quant Survey of unknown method

X T <= AP TVOIRQO

Not enough info fo determine

Affinity
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