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Methodology changes 2

'21/'22 - ‘23/ ‘24 Q1 & Q2 '24/°'25 Q3’' 24/25 onwards
Sa.m'p.le All adults 18+ living in the Wessex Water region
definition
Demographic Demographic profile weighted to match ONS (2019-20) for Wessex Water region
profile Supply areas represented in actual proportions
Interview 50% telephone 20% telephone 20% telephone
method 50% online survey 80% online survey 80% online survey
Sample Customer sample Customer sample (Wessex Water)
Panel sample .
source (from Wessex Water) Online panel
Bill payer 80% bill payers : 0% bill payers
status 20% non bill payers 1897 il peners ey 10% non bill payer

Note: Given that the sample size for non bill payers is 55/543 for Q1 25/26, we have decided to report the total (but will make
note if the differences between bill payers and non bill payers in the latest Quarter are significant throughout the report).
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Note on the new segmentation (2024)

Customers are assigned
info one of 6 segments.

The segments are
based on the
segmentation from
November 2024 — which
comprised
quantitative survey
amongst Wessex Water

customers, as well as
focus groups.

There is some variation
in the sizes of segments,
and this should be
taken info account
when considering the
opportunity each
represents.

Segment 6: Carefree Consumers
Climate change sceptical — unwilling to make
changes for environmental purposes, do not
believe in or care about the issues and are
negative about bills. High water consumption and
uninterested in changing.

Segment 5: Pro-Planet Advocates
Climate anxious, company critical — strongly
pro-eco action and feel it's important we all
do our bit. Would be prepared to do more,
negative company outlook but has room to
know more about Wessex Water.

Segment 4: Frugal Traditionalists
Disengaged and lacking concern — environment
isn't top priority though and have some
scepticism and budget concerns. Some
openness for change due to having less water-
intensive behaviours already.

Segment 1: Responsible

Environmentalists

Action-oriented environmentalists — passionate
about making eco changes and are likely to
already be taking steps to reduce consumption.
Knowledgeable on the topic and more positive
company outlook.

Segment 2: Lifestyle Empowered
Comfortable, information driven, more
families — fairly concerned about the
environment, willingness to put money into
water saving devices, prioritise values of
hygiene and relaxation. Diverse media
consumption, using many sources.

Segment 3: Convenience Cost-Savers
Younger, occupied, more families — enjoy
relaxing and daily bathing, some environmental
concerns but less proactive, feel a bit more
negatively/less trusting towards Wessex Water.

Figures in the chart represent the customer proportions found in the original segmentation research sample. @

The circle figures represent the proportions among this sample for Q1 25/26.
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Headline Summary: April-June 2025 -

Overall satisfaction with Wessex Water seems to polarise more this Quarter. Perceptions of value for money reach a record
1 low - with a disproportionately significant drop off among the Lifestyle Empowered segment. A year-long downward trend
suggests customers feel the service no longer justifies increased bills rolled out at the start of the Quarter.

Although the proportion of customers feeling ‘worse off’ has tailed off from the peak last Quarter, disagreement about
charges being affordable peaks and anxiety about paying these remains high. The trade off between environmental
friendliness and costs has shifted this Quarter, with costs being significantly more prioritised - despite environmental
concern levels remaining stable with previous waves.

Customer priorities hold fast, with a reliable water supply and ensuring the sewerage system works properly coming out on
top. When asked what Wessex Water could improve or do more of, customers still prioritise environmental action. Bill
payment ease continues to decline, although it still performs best among the tracked service areas.

Trust in Wessex Water to provide a reliable supply and manage wastewater hits its lowest levels, despite customer
knowledge rising slightly. However, although knowledge improves, a growing knowledge gap emerges with Quarter - with
Carefree Consumers and Pro-Planet Advocates lagging behind after a notable drop this Quarter.

Amidst value for money and affordability concerns, appetite for water usage updates continues to rise. Aimost all
customers claim to be making efforts to keep usage down but while these behavioural change attitudes are growing,
uptake and willingness to use water saving devices remains unchanged for a while. Has a behavioural ceiling been
reachede

Storm overflow awareness hits its highest levels, with news and word of mouth as main sources. However, methodological
changes to question wording this Quarter may account for this and will be closely observed. Awareness of the company’s
efforts to reduce overflows also peaks, potentially contributing to the greater awareness of overflows overall.

@
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Overall context: April = June 2025

Timeline of key events

1 Oct
Ofgem 7 Nov 7 Dec
15 Jun energy cap  BOE cufs o 27 Jan
2 May Heatwave, increases &  interest rates Darrag v re University of
5 Apr Local with some bills see by0.25%  Weather Portsmouth 28 May 6 June
p areas of the i warning : 1 Apr Thames Water
Thames government UK hi 26 July Increase study finds Household \ Six water
Water elections reaching ol . that UK water ) fined £122.7m }
ater’s 300 ympics 16 Oct 19 Dec ¢ ) water bills o companies
bedi Sep c 19 Nov industry is ) in biggest inc. W
parent egin inflati Ofwat 18 Feb increase by an (inc. Wessex
company 22 May News about UKinflation {ygji5w snow 4 using Six water Y penalty ever Water)
s crodi Rishi Sunak 4 Jul 1Aug post-election falls to lowest |~ mings _publishes 4o cention : average of issued by ffected b
tells creditors u : level in 3 95 | Final Determi- - companies 26% Ofwat affected by
it has announces General Drop in budget evell disruptions ; tactics oo wd bonus bans
! i nations for appeal fo CMA nationwide
defaulted on | Seneral Election | gection/ | mortgage years across UK PR o be able fo
its debt fo belheld inJUly | abour wins rcies raise bills further

|
nnnunu |II|E|I

|6Apr

Storm 0 Jan 29 6 Mar
10 May 1Jul 30 Oct High rainfall Jan River Action
Kathleen  ons publishes UE]:AJIlEJSro Ofgem 6 Aug UK budget 26 Nov Igods to Environment 24 Feb plans to sue 1 May 2 Jun
figures showing 04 lowers UK riots revealed, incl Yellow high Agency secures  Water Ofwat over bill Local Met Office
UK moves out £40bnintax  weather ) £22bn of (Special increases reports that
: energy : ground . government 4 (- Mav was
of recession, : rises and warnings environmental Meosures) . Yy
- o price cap water levels h elections the warmest
with GDP rising increased ~_ ahead of and river  commitments  Act 2025 \
by 0.6% in QI funding for  Storm Conall fromwater  launched Spring on
flows . dinth
NHS companies recorainine
UK
Wessex Water Jlll| @

YTLGROUP B & BLUE MARBLE



Some level of optimism around customers’ financial situation is returning, with nearly 1 in 10 feeling they

will be better off, although many still feel they will be worse off.

Bill payers, vulnerable respondents, those aged 55+, and those with less positive sentiment towards Wessex Water are more likely to feel they
will be worse off in 12 months tfime. Feelings are similar across the customer segments — though Lifestyle Empowered has increased most.

QF5. Thinking about the current economic climate, do you expect your household to be better off,
worse off or about the same in the next 12 months? Base: All respondents

Don't know /% 1% 7% 8%
m Worse off 61% 53%
= The same
m Better off
6% 7% 7% 6% 6% 7% 6%
21/22 22/23 Apr-Jun 23  Jul-Sep 23 Oct-Dec 23 Jan-Mar 24 Jan-Mar 24 Apr-Jun 24 Jul-Sep 24 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(1000) (1000) (250) (250) (250) (250) (206) (356) (360) (691) (694) (543)

Bill payers only

Wessex Water g!“.“; Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 - includes non bill payers LT ERELE
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Providing a reliable water supply and acting on sewerage and water quality remain the top priorities.

Q7. How important do you think it is for Wessex Water to focus on each of the following things?
Mean score (10 = ‘a top priority’ 0 = ‘not a priority’). Base: All respondents

25/26 2uj25 2425 24125 2425 2ipe A2 23
(543) (694) (691) (360) (356) (206)
Ensuring a reliable watersupply [ 95 95 96 96 9.6 94 92 92
Ensuring the sewerage system is working effectively* [ ot N/A
Protecting and improving river/beach water quality* [ 89 N/A
Giving great customerservice [ 87— 87 89 89 89 86 85 85
Improving local habitats for plants and animals [ g1 86 87 87 88 8l 79 79
Reducing amount of water taken from local habitats* [ g0 N/A
Supporting customers who struggle to pay their bills [ g0 79 8. 8.1 84 86 84 84
Investing in infrastructure to support growing... e 7y N/A
Reducing their own carbon emissions [ 75— 79 80 81 83 82 8 8.1
Being innovative and quick to launch new technologies [ 74— 75 7.6 7.9 8 7.9 7.7 7.8
Working together with communities on local activities** [ 68 7.4 7.5 7.5 7.7 7.5 7.3 7.4
Promoting social equality and equal opportunities [T 67 6.7 7.1 7.1 7.1 7.1 7.1 7.2
Wessex Water III *New statements infroduced in Q1 2025/26 *New statement wording infroduced in Q1 2025/26 @
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While average satisfaction continues to decline, the proportion of ‘satisfied’ customers slightly increases — 10

suggesting a growing polarisation in customer satisfaction with Wessex Water.

Satisfaction is lower among single service customers than dual service customers. Convenience Cost-Savers take a notable dip this Quarter
(now the least satisfied), while Carefree Consumers show a significant uplift by contrast.

Q11. Taking everything into account, how satisfied are you with Wessex Water? Base: All respondents

Neft (7-10): 73% 74% 73% 69% 74% 73% 68% 63% 64%

m 9 or 10 (extremely
satisfied)

m7/-8

m4-6

m2-3

m (0 (extremely
dissatisfied) or 1

2021/22 2022/23 2023/24 2024/25 Apr-Jun24  Jul-Sep 24 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25

(1000) (1000) (1000) (2126) (356) (360) (691) (694) (543)
Mean 7.9 7.6 7.6 7.4 7.6 7.6 7.3 7.2 7.0

Bill payers only Bill payers only
Wessex Water ICH G @D

1]
YTL GROUP gﬂ} Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 - includes non bill payers BLUE MARBLE




Satisfaction with value for money has dropped this Quarter, to the lowest on record.

Dissatisfaction is highest among those who feel the water quality is ‘poor’ and the Lifestyle Empowered segment — a drastic 23% point
increase in dissatisfaction for this segment since last Quarter. Most segments have become increasingly dissatisfied, compared with 2024/25.

Q16. Thinking now about value for money, how satisfied or dissatisfied are you with the value for money of the water and sewerage

Net (Top 2): 70% 69%

m Very satisfied

® Fairly satisfied

m Neither nor

® Fairly dissatisfied

m Very dissatisfied
Don't know 5%
2%
Jan-Mar 23 2022/23
(214) (838)

Wessex Water Wil

YTLGROUP B'&E

services in your area? Base: All bill payers

60% 63% 58% 61% 63% 56% 52% 51% 48%

5% 7% 59, % 4%

Apr-Jun 23  Jul-Sep 23 Oct-Dec 23 Jan-Mar 24 Apr-Jun 24 Jul-Sep 24 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(203) (203) (211) (206) (356) (360) (648) (659) (488)

@
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Over 1 in 3 remain anxious around affording their water bills, reaching peak levels.

Pro-Planet Advocates, Convenience Cost-Savers, those without a water meter and C2DE customers are more likely to feel worried.
Responsible Environmentalists are the least worried segment — the anxiety gap now widening between segments since last Quarter.

Q15. How strongly do you agree or disagree...? | worry about being able to afford my water bill
Base: All bill payers

m 0-1. Strongly disagree m? =3 4 w5 6 w7 =8 =9 = 10. Strongly agree % 7-10

Jan-Mar 25 (659) 25% 8% Y/ 6% _ 9% 8% 4% 12% 34%
Oct-Dec 24 (648) 28% 9% S/ 5% - 6% 9% 5% 11% 34%
Apr-Jun 24 (356) 30% % | &% A Nz o 77
22/23 (838) 23% 9% 9% 6% _ 7% 9% 2% 7% 29%

21/22 (827) 39% 10% 8% WA - 5% A BANTE 207

Wessex Water Wil @
YTLGROUP B'&E BLUE MARBLE



Almost 1 in 4 customers now believe their water and sewerage charges are unaffordable - yet
affordability levels stay stable.

Q17. How much do you agree/disagree: “The total water and sewerage charges that you pay are affordable to you”?
Base: All bill payers

m Strongly agree

m Tend to agree

m Neither nor

m Tend to disagree

m Strongly disagree

= Don't know

2021/22 2022/23 2023/24 Apr-Jun 24 Jul-Sep 24 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(827) (838) (823) (356) (360) (648) (659) (488)

Wessex Water Jlll| @
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Awareness of financial support increases again alongside rising affordability concerns, while Priority
Services remain stable.

Q20r1: Are you aware of Wessex Water doing any of the following? - Assisting customers who struggle to afford their water bill Base: All respondents

47%  AT% a5y 47% V9% 4%

43% 0% 39% 1% . 4% PP

re you worried about being able to pay your
water bill due to Covid-19?

We're here to help.

2018-19 2019-20 2020-21 2021-22 2022-23 Apr-Jun Jul-Sep Oct-Dec Jan-Mar Jan-Mar Apr-Jun Jul-Sep Oct-Dec Jan-Mar Apr-Jun
(1019) (720) (1000)  (1000)  (1000) 23 (250) 23 (250) 23 (250) 24 (250) 24 (206) 24 (356) 24 (360) 24 (691) 25 (694) 25 (543)

Bill payers only

wessexwter P FOR You. ok LE.

Q20r2: Are you aware of Wessex Water doing any of the following? - Providing priority services for customers who need them, such as braille or extra support
during a supply interruption Base: All respondents

: 52%
EXTRA SUPPORT  ristms 47% 44T A4

R % 45%
WUEN YOU NEED iT S[RVE(S 38% 41% 42% 38% A% 38% 41% 447

2018-19 2019-20 2020-21 2021-22 2022-23 Apr-Jun Jul-Sep Oct-Dec Jan-Mar Jan-Mar Apr-Jun Jul-Sep Oct-Dec Jan-Mar Apr-Jun
(1019) (720) (1000)  (1000) (1000) 23 (250) 23 (250) 23 (250) 24 (250) 24 (206) 24 (356) 24 (360) 24 (691) 25 (694) 24 (543)

Bill payers only

Eél_.'g Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 - includes non bill payers

v (PR FOR YOU. R LifE

@
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Indicators of trust

The current tfracking
study incorporates
several image and
performance
measures that are
known to drive frust,
based on
components of trust
from ICS and Edelman
models. The new ‘Trust
Index’ is made up of é
dimensions

Trust dimensions

Customer ethos

Competence and
capability

Reliability and
dependability

Transparency

Ethics

Brand validation

15

Tracker measures included

« Care about you and your community
* Making it easy for you to deal with them

* Provide exceptional service
* Fix any problems quickly

» Reliability of their services
* Easy to contact

+ Open and fransparent company
* Providing clear and easy to understand information

* Aresponsible and ethical company that does the right thing
« Care about the environment

* Wellregarded in your community

@
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The Trust Index scores continues to fall after the plateau last Quarter.

There are no significant differences between subgroups, with Convenience Cost-Savers now the most negative across all components.
Responsible Environmentalists score highest an all metrics.

100
90 TRUST INDEX - Maximum 100
80
70 -
60 -
50 -
40 -
30 -
20 -
10 -
O |
2021-2022 2022-2023 2023-2024 Apr-Jun 24 Jul-Sep 24 Oct-Dec 24  Jan-Mar 25 Apr-Jun 25
(1000) (1000) (1000) (356) (360) (691) (694) (543)
Reliability and
dependability 8.20 8.05 8.18 8.30 8.33 8.12 8.02 7.99
Competence
and capability 7.68 7.39 7.23 7.44 7.56 7.22 7.23 7.19
Customer ethos 7.64 7.40 7.34 7.63 7.41 7.29 7.27 7.11
Transparency 7.78 7.62 7.73 7.73 7.79 7.47 7.47 7.35
Ethics 7.44 7.16 6.93 7.08 6.93 6.87 6.81 6.75
Brand validation 7.42 6.98 6.97 7.06 7.13 6.57 6.66 6.51

Bill payers only

Wessex Water !!“,"g Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 — includes non bill payers

YTL GROUP
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The proportion of
customers who feel
knowledgeable about
Wessex Water has
marginally increased,
the highest fracked so
far.

The proportion of
customers who feel
negative about
Wessex Water has also
increased, to just over
1in 10. Those feeling
‘very positive’ falls.

Wessex Water [l||

YTLGROUP B&E

Knowledge and Sentiment

17

( Q6. How much do you feel you know about Wessex Water and what they do? )
Base: All respondents
®m Nothing at all " A little = A fair amount m A lot
Apr-Jun 25 (543)  Fe 47% 39% 7%
2024-25 (2126) A 47% 39% 5%
2023-24 (1000) N4/ 47% 38% 7%
2022-23 (1000) A7 50% 33% 6%
. W,
( Q4. Now thinking about Wessex Water. Please tell us how do you feel about them overall? A
Base: All respondents
. . - . Mean
®m Negative (0-3) = Neutral (4-6) = Fairly positive (7-8) m Very positive (9-10)
Apr-Jun 25 (543)  EREEZ 28% 34% 26% 6.8
2024-25 (2126) B/ 28% 30% 33% 7.1
2023-24 (1000) Bz 30% 39% 26% 7.2
2022-23 (1000) &7 32% 37% 27% 7.2
2021-22 (1000) &7 27% 34% 33% 7.5
- @

Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 — includes non bill payers
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Notable gaps in perceived knowledge about Wessex Water open up between the customer segments this 1s
Quarter.

Q6. How much do you feel you know about Wessex Water

and what they do?
(% A fair amount/a lof)

Total (543) 46%

Responsible Environmentalists

(137) 56% A

Lifestyle Empowered (101) 56%

Convenience Cost-Savers (89) 37%

Frugal Traditionalists (66) 55%

Pro-Planet Advocates (92)

35% &

Carefree Consumers (58) 26% ¥

Wessex Water
YTL GROUP

g!l"lg Methodology change in Q1 2024/25 — excl. non bill payers;
=7 Dill payers

Q4. Now thinking about Wessex Water. Please tell how do you
feel about them overall?
(% Fairly/very positive, 7-10)

Total (543) 59%

Responsible Environmentalists

(137) “

69%

Lifestyle Empowered (101) 60%

Convenience Cost-Savers (89)

Frugal Traditionalists (66) 63%

50%

Pro-Planet Advocates (92)

Carefree Consumers (58) 61%

@
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A Sig higher than Q1 totall
WV Sig lower than Q1 total

Methodology change in Q3 2024/25 — includes non




Trust in Wessex Water to responsibly manage wastewater and sewage has recovered from the dip across 19

2024/25.

Responsible Environmentalists are the most trusting of their tap water quality, while Carefree Consumers are highest for wastewater.

QT1. How much do you trust Wessex Water to provide a
reliable supply of good quality tap water?
Base: All respondents in Wessex Water supply area

Neft (7-10): 87% 90% 85% 82% 84% 82%

m 9 or 10 (Trust completely)
m7-8
m4-6

2-3

m 0 (Don't frust at all) or 1

m Don't know 11% 1

2023-24 Apr-Jun Jul-Sep Oct-Dec Jan-Mar Apr-Jun
(599) 24 (211) 24 (218) 24 (371) 25(382) 25 (289)
Mean 8.5 8.7 8.3 7.9 8.3 8.1

Bill payers only

Wessex Water

QT2. How much do you trust Wessex Water to take away
wastewater and sewage and deal with it responsibly?
Base: All respondents

64% 61% 56% 54% 53% 60%

32% 2%
26%

24%

20% 24%

& 4% 7% 9% 7% 7%
10% 7% 12% 10%
2023-24 Apr-Jun Jul-Sep Oct-Dec Jan-Mar Apr-Jun
(1000) 24 (356) 24 (360) 24 (691) 25 (694) 25 (543)
7.4 7.0 6.8 6.7 6.8 6.9

Bill payers only

P g!“,“g Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 — includes non bill payers @
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Brand health
and image

o
—
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This Quarter, most of the brand image metrics appear to be consistent with last year’s average.

‘Care about the environment’ has seen a small uplift — now the third most positive impression associated with Wessex Water.

Q8. Thinking about your impressions of Wessex Water, how much would you agree or disagree with the
following statements? % rating 7-10 (10 = ‘strongly agree’ 0 = ‘strongly disagree’).* Base: All respondents

m21/22 (1000) ®22/23 (1000) m23/24 (1000) ®W24/25(2126) m Apr-Jun 25 (543)

64%

50% 54%

62%
59% 59% 58%°'% " 59%59%

55% 5 19%.51%

45% 48%

51%51%51

49% 6% 46%

41 %43%.

407, 45%46% 437 44%  46%46% 4re 40%42%

A responsible and

They are easy to Provide Care about the Fix any problems  Care about you

They are well

contact exceptional service environment quickly and your ethical company regarded in your
community that does the right community
thing
Wessex Water muj Methodology change in Q1 2024/25 - excl. non bill payers; Methodology change in Q3 2024/25 —includes non bill payers; *Code list change in

YTLGROUP B'&E

Q1 2025/26 - ‘Innovative and fechnologically advanced’ dropped

287,39% 2R 1% 41%

An open and
fransparent
company

@
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Although still the leading performance areq, ease of paying bills shows a decline against last year's

average - in line with Q4.

Among those who have received a text or seen Wessex Water's social media activity in the past 6 months, 8 in 10 feel Wessex Water keep
them informed during an incident.

Q13. How would you rate Wessex Water’s performance in the following areas?
(% rating 7-10, 10 = ‘excellent’ 0 = ‘very poor’). Base: All respondents

=21/22 (1000) m22/23 (1000) m23/24 (1000) m24/25 (2126)  m Apr-Jun 25 (543)

88%87757 R 6%

| 827

67%67%5%, 68%

61%59 61% 0%59 A 59 59%59 607
% o> RE7% 9% 7t °57% 55% . 50953%
437A5%
Making it Reliability of their Providing clear Keepingyou up  Therange of Making it easy for Helping you to Keeping you Providing

straightforward services and easy to  to date with their methods through you to deal with save water informed during information

for you to pay understand  work in your area which you can them (Wessex supply anincident (e.g. about how your

your bill in the information contact them area only) water supply household can

way you prefer interruption)*  help to prevent

(Bill payers only) sewer blockages
Wessex Water Wil Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 — includes non bill payers *New statement @

vitcrour 243 infroduced in Q1 2025/26 — ‘Keeping you informed during an incident (e.g. water supply interruption)’ BLUE MARBLE



Compared to previous years, Q1 is showing an increase for wanting pricing and bills to be addressed.

For those unsatisfied with Wessex Water, 1 in 4 spontaneously mention this. This coincides with the increase to customer bills at the start of this
Quarter.

Q14: Thinking of all the things that Wessex Water do and could do in future, what do you think it could
do more of, or do better at? Base: All respondents

Apr-Jun 25 (543) 24/25 (2126) m 23/24 (1000) m22/23 (1000)
2% Should be no sewage in rivers/sea 10%
Environmental — %f’? Should be less sewage in rivers/sea 4%
) ) 10% Be more environmentally friendly 5%
Price and bills %
Communications (better comms / engagement) -4% Spontaneous mentions of ‘Environmental’
6 related comments
Water supply (incl water quality, hardness, pressure) L 7%7 40%
6%
0% 25% 245 28% 100 2 o 2401
Infrastructure and works (incl fix leaks, less disruption) ﬂ% 16% 18% 18% . ° °
' 1% 20% 15%16%15% =2 2
Water saving (incl teach people how to save water) f 10%
4%
1% % 0%
Sewerage service ‘% OO IO IO OO O O NI NIRSNIRAN
2 SO E S
Accessibility (Egs y e - "% P PP P ff-’ AN (ﬁ3 Ui
y (Easier to contact; improve website; modernise) |1 \o e @ @O \)o @Q @ @O \)0 @Q @ @ \00
C: C:
\/ \ \

8
Nofhing -.8%;
@

Wessex Water g!“,“g Methodology change in Q1 2024/25 - excl. non bill payers; Methodology change in Q3 2024/25 — includes non bill payers B JN—

YTL GROUP



Compared to previous years, a higher proportion of customers are proactively engaging with
Wessex Water.

Q23: Thinking about Wessex Water, in the last six months do you recall...?

Base: All respondents
m22/23 (1000) = 23/24 (1000)

©24/25 (2126)  m Apr-Jun 25 (543)

62%

O60%

248%47%,
43 %47‘7 047 %

34% 31% 30% 26%32 %55
26% 25% 23%
8%]67 ]7%]87 ]7% ]67] 7% 16%

Seeing their Receiving their ~ Seeing or Using their Making Discussing Receiving a Receiving a Seemg or Seeing any Seeing or Seeing their
employees, magazine  hearing about website contact with them with letter from text message hearing about other hearing a social media

vans or them in the them for any | family or friends them excl. bill fromthem  them active in advertising for Wessex Water posts*

signage news reason your Wessex Water TV orradio

community* advert**
Wessex Water Methodology change in Q1 2024/25 — excl. non bill payers; Methodology change in Q3 2024/25 — includes non bill payers *Statement wording @

¥YTL GROUP

gél"lg

change in Q1 2025/26 **New statement infroduced in Q1 2025/26
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Nearly half of the Lifestyle Empowered segment contacted Wessex Water within the last six months.

Convenience Cost-Savers are significantly less likely to recall receiving direct postal communications or reaching out to Wessex Water,
compared to the average. Pro-Planet Advocates are the least likely to have made contact themselves.

Q23: Thinking about Wessex Water, in the last six months do you recall...? Base: All respondents

Responsible Lifestyle Convenience Frugal Pro-Planet Carefree
Total Environmentalistsy Empowered Cost-Savers Traditionalists Advocates Consumers
543 140 102 8¢9 63 93 56

Base size

Seeing their employees, vans or signage 57% 69% 59% 49% 48% 51% 59%
47% 60% 53% 2% ¥ 35% 45% 45%
38% 47% 43% 36% 27% 29% 34%
34% 38% 40% 20% v 34% 35% 29%
31% 36% 45% 1% ¥ 25% 18% V 38%
30% 34% 29% 26% 28% 27% 35%
28% 33% 33% 7% v 21% 23% 38%
19% 18% 20% 15% 18% 16% 26%
N T R B B

communit
16% 18% 18% 15% 13% 12% 16%
16% 12% 23% 17% 17% 9% 17%
14% 9% 21% 17% 6% V¥ 14% 16%
Wessex Water il Methodology change in Q1 2024/25 - excl. non bill payers; Methodology change in Q3 2024/25 - includes Sig higher than Q1 fotal D
non bill payers W Sig lower than Q1 total BLUE MARBLE
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Although environmental concern has remained stable, the relative importance of cost in this trade off has 27
risen significantly.

Q3. Thinking about your own social and environmental views, how much do you agree
or disagree with the following statements? (% strongly agree/somewhat agree)

“I am very

Base: All respondents

concerned with -

environmental issues”

S

“Keeping my costs m

down is more
important than being
environmentally
friendly”

Oct-Dec 24
(691)

Wessex Water El‘lg i
vieeroue B225 0 Source: New question for Q3 2024/5

g 327 o

Jan - Mar 25 Apr-Jun 25
(694) (543)

@

BLUE MARBLE



More customers are now focused on keeping their costs down, versus being environmentally friendly.

Q3. Thinking about your own social and environmental views, how much do you agree
or disagree with the following statement: “Keeping my costs down is more important
than being environmentally friendly”?

Base: All respondents

Disagree NET 34% 34% 32%

mDon't know

m Strongly disagree

m Tend to disagree

= Neither agree nor disagree

m Tend to agree 24% 21%
m Sirongly agree 11% 1%
Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(691) (694) (543)

Wessex Water EIE ] @
vitoroue 225 Source: New question for Q3 2024/5 BLUE MARBLE



The majority believe both society and water companies must take responsibility for the environment.

Q3/5b. How much do you agree or disagree with the following statements?
Base: All respondents

Agree NET 72% 72% 72% 83% 80% 81%
Disagree NET 18% 16% 17% 10% 8% 9%
14% 12% 12% %% 3%
m Don’t know 4% 4% 5% 7% 10%
9% 1% 9%
m Strongly disagree 28%
18% 19% 16% 28%
m Tend fto disagree
= Neither agree nor disagree
54% 53% 55% 53%
mTend fo agree
m Sfrongly agree
Oct-Dec 24 Jan-Mar 25 Apr-Jun 25 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(694) (691) (543) (694) (691) (543)
“Water companies should be doing more “We must all do our bit to reduce the
to look after the environment” effects of climate change”

Wessex Water El‘lg i
vieeroue B225 0 Source: New question for Q3 2024/5

@

BLUE MARBLE
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9 in 10 customers claim to keep their water usage down - a higher proportion than when focussed on
doing so to manage bill prices.

QF1. And how much would you agree or disagree with ...? % rating 7-10 (10 = ‘strongly agree’).
Base: All who have a water meter

Apr-Jun 21 Jul-Sep 21 Oct-Dec 21 Jan-Mar 22 Apr-Jun 22 Jul-Sep 22 Oct-Dec 22 Jan-Mar 23 Apr-Jun 23 Jul-Sep 23 Oct-Dec 23 Jan-Mar 24 Apr-Jun 24 Jul-Sep 24 Oct-Dec 24 Jan - Mar  Apr-Jun 25
(120) (135) (136) (126) (123) (120) (131) (116) (123) (134) (138) (120) (233) (240) (446) 25 (469) (543)

*Base: Respondents with a water meter. **Question wording changed in Q1 2025/26 from ‘| manage my water use to keep the water bill down’
Wessex Water E!I!Ig New methodology: Customer sample used from Q1 2024-2025 (excludes non bill payers Methodology change in Q3 2024/25 — includes non bill @

YTL GROUP poyers) BLUE MARBLE



The proportion of customers interested in the principle of smart metering continues to increase.

QF1. And how much would you agree or disagree with ...? % rating 7-10 (10 = 'strongly agree’). Base: All respondents*

Apr-Jun 21 Jul-Sep 21 Oct-Dec 21 Jan-Mar 22 Apr-Jun 22 Jul-Sep 22 Oct-Dec 22 Jan-Mar 23 Apr-Jun 23 Jul-Sep 23 Oct-Dec 23 Jan-Mar 24 Apr-Jun 24 Jul-Sep 24 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(250) (250) (250) (250) (250) (250) (250) (250) (250) (250) (250) (250) (356) (360) (619) (694) (543)

*New methodology: Customer sample used from Q1 2024-2025 (excludes non bill payers) Methodology change in Q3 2024/25: (includes non bill
Wessex Water !I_I!I! payers) Methodology change in Q1 2025/26: all respondents (previously only those with a water meter) ** Statement wording changed in Q1 2023- @
FLerour BEES 94 from “I'd be interested in having a smart water meter” BLUE MARBLE



The proportion of customers engaged in water saving behaviours remains stable.

There has been little change since these measures were first fracked, indicating that perhaps a ‘soft limit’ has been reached on the
proportion of customers willing to make these changes without new approaches.

QF2c1. Please tell us which of these you are already doing / you have already done, and which others, if any, you would be
prepared to do, to reduce your use of water? Base: All respondents

m Already doing /
done

® Would be prepared
to

B Would not be
prepared to

®m Not applicable

/unable
Don’t know
Apr-Jun Jul-Sep Oct-Dec Jan-Mar Oct-Dec Jan-Mar Apr-Jun Apr-Jun Jul-Sep Oct-Dec Jan-Mar Oct-Dec Jan-Mar Apr-Jun
'22 (250) '22 (250) 22 (250) '23 (250) 24 (619) '25 (694) '25 (543) '22 (250) 22 (250) 22 (250) '23 (250) 24 (619) '25 (694) '25 (543)
Not flushing the toilet after every use Not having a shower or a bath every day
Wessex Water Wil @

V1L croup E&d This measure was not fracked in FY 23/24, but revived as it is a Golden Question in the segmentation. BLUE MARBLE



34

The proportion of customers who have or are prepared to use water saving devices is also unchanged.

Almost 1 in 3 Carefree Consumers (a ‘resistant’ segment) would not be prepared to use an eco-flow shower head.

QF2c2. Please tell us which of these you are already doing / have already done, and which others, if any, you would be prepared
to do, to reduce your use of water?
Base: All respondents

® Already doing /
done

= Would be
prepared to

® Would not be
prepared to

E Not applicable

/unable 137
4% 5% 4% 4% 4% 4% 5% 2 6% ’
Don't know 2023/24 Jan-Mar  Apr-Jun Jul-Sep 24 Oct-Dec Jan-Mar  Apr-Jun 2023/24 Jan-Mar  Apr-Jun Jul-Sep 24 Oct-Dec Jan-Mar  Apr-Jun
(1000) 24 24 (360) 24 25 25 (543) (1000) 24 24 (360) 24 25 25
(206) (356) (691) (694) (206) (356) (691) (694) (543)
Bill payers only Bill payers only
Install a water butt Fit an eco-flow head with a lower flow rate*
Wessex Water il New methodology: Customer sample used from Q1 2024-2025 (excludes non bill payers Methodology change in Q3 2024/25 - includes non bill @

YTLGROUP BAE payers) *Statement wording change in Q1 2025/26 from ‘fit an eco shower head with a lower flow rate’ BLUE MARBLE
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3 in 4 customers have heard of storm overflows - the highest level of awareness to date.*

Impressions of local water quality remains mostly consistent with previous Quarters, suggesting using ‘sewer overflows’ improves clarity*.

QF1c. Have you heard anything about storm / sewer overflows QF1b. Thinking about rivers or the sea in your area - whichever
into rivers or the sea before? - % aware* you are most familiar with — what is your impression of the water
Base: All respondents quality? Base: All respondents

m Good 257 25% 23% . 237 . > (7,
4% .
m Neither
good 29% 30%
nor poor 27% - 7 . 057,
70% = Poor 30%
60% 59%
56% % 32%
50% 55%
Don't 35% 37% ' 7 I 337
know 25%
19%
0% gz 12%  13%  12%  10% 6% 12%
2021/22 2022/23 2023/24  Apr-Jun 24 Jul-Sep 24 Oct-Dec 24 Jan-Mar 25 Apr-Jun 25
(1000) (1000) (1000) (356) (360) (691) (694) (543) 2021/22 2022/23 2023/24 Apr-Jun Jul-Sep 24 Oct-Dec Jan-Mar Apr-Jun
(1000)  (1000)  (1000) 24 (385) 24 25 25
(356) (691) (694) (543)

Bill payers only Bill payers only

Wessex Water il New methodology: Customer sample used from Q1 2024-2025 excludes non bill payers. Methodology change in Q3 2024/25 now includes non bill payers. @
vTLGRoup 44 *Question wording updated in Q1 2025/26 from ‘Have you heard anything about releases from storm overflows or CSOs into rivers or the sea before?’ BLUE MARBLE



News coverage and word of mouth remain the primary channels for hearing about storm overflows.

QF1e. And where did you hear about this topic? Base: Those aware of storm overflows

m Apr-Jun 24 billpayers (209) m Jul-Sep 24 billpayers (252) = Oct-Dec 24 (415) mJan-Mar 25 (411)  m Apr-Jun 25 (543)

; 7%28%

23%

23

;30'; 30 y 30
:EO :5057:: ;70830550830550

2%
1528%16%7 7
e S —— — el

In the news Friends/ family ~ Social media Local WW magazine/  WW adverts WW website  WW employee Other Not sure/ Can't
(not WW) publications email such as radio or remember
TV adverts, and
social media
posts*

Wessex Water Jlll| New methodology: Customer sample used from Q1 2024-2025 (excludes non bill payers Methodology change in Q3 2024/25 — includes non bill @
YL GRouP BEE payers) *New statement infroduced in Q1 2025/26 — ‘Wessex Water adverts such as radio or TV adverts, and social media posts’ BLUE MARBLE



Awareness of Wessex Water’s efforts to reduce storm overflows peaks, but still remains low overall.

The news is now the top channel for spreading awareness of these efforts after dropping last Quarter. The Wessex Water magazine and
emails have the most cut-through of all of Wessex Water's channels.

QF1g. Have you heard or seen any information about what QF1h And where did you hear about this topic?
Wessex Water is doing to reduce storm overflows into rivers Base: All aware of Wessex Water activity to reduce storm overflows (88)
or the sea?

Base: All respondents I T (s _ 46%
Wessex Water magazine or email _ 43%
Local publications - 19%

Wessex Water welbsite - 15%
Discussed among friends/family . 13%

social media (NOT Wessex Water) [ 11%

Wessex Water adverts such as radio or . 1%
TV adverts, and social media posts* °

16%
l In person discussion with WW employee I 7%

Q4 23/24 Q423/24 Q1 24/25 Q224/25 Q324/25 Q424/25 Q1 25/26
(250) (206) (356) (360) (691) (694) (543) Other I 3%
Bill payers only Not sure/Can't remember I 2%
Wessex Water il New methodology: Customer sample used from Q1 2024-2025 (excludes non bill payers) Methodology change in Q3 2024/25 — includes non bill @

vLorour BEES S payers) *New statement infroduced in Q1 2025/26 - ‘Wessex Water adverts such as radio or TV adverts, and social media posts’ BLUE MARBLE
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Overall satisfaction with Wessex Water - by key groups Q1 2025/2026.

Q11. Taking everything into account how satisfied are you with Wessex Water?
(% Rate 7-10)

m Q4 24/25 = Q1 25/26
Total Age Social Grade Gender
63% 64% 61% 67% 62% 60% 66% 67% 61% 63% 67% 67% 589, 61% 69% 68%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (91) (91) (218) (177)  (365) (262) (316) (266)  (332) (247) (293) (254)  (389) (282)
Vulnerability Aware of financial Aware of priority
Meter indicators assistance measures services
A
80% 76% 76%
66% /0% 2 68%  65% 71%
63% s 62% 60% - 58% 519 54% 54%
Meter No meter Yes No Yes No Yes No
(469) (335) (183) (166) (367) (286) (327) (257) (306) (243) (388) (300) (311) (243) (383) (300)
" " A Sig higher than Q4 total @
S “a“t"%: !I'I Base: All respondents. ¥ Sig lower than Q4 fotal BLUE MARBLE




Overall satisfaction with Wessex Water - by segments Q1 2025/2026.

Q11. Taking everything into account how satisfied are you with Wessex Water? - by segment
(% Rate 7-10)

mQ424/25 ©Q125/26

72% 74% 70%
66% 64% 67%

63% 64% 62%

55% 56%

Total Responsible Lifestyle Empowered Convenience Cost-  Frugal Traditionalists Pro-Planet Advocates Carefree Consumers
(694) (543) Environmentalists (136) (101) Savers (87) (66) (94) (92) (82) (58)
(186) (137) (109) (89)

A Sig higher than Q4 total @

Wessex Water Hill] [
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower fhan Q4 fofal e




Satisfaction with value for money - by key groups Q1 2025/2026.

Q16. Thinking now about value for money, how satisfied or dissatisfied are you with the value for money of the water and sewerage
services in your area? (% Rate Very/fairly satisfied)

mQ424/25 wQ125/26 .
Total Age Social Grade Gender

51% 48% 5% 54%  50% 4 53% 48% 46% 48% i 5% 137 OOF. 52%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (488) (21) (62) (218) (164) (365) (249) (316) (235) (332) (224) (293) (226) (389) (255)
Meter Vulnerability Aware of financial Aware of priority
indicafors assistance measures services
53% 50%  49% 52% 48% 5% 57% 60% 57% 56%
-o | -o -47% - 38% - B
Meter No meter Yes No Yes Yes No
(469) (306) (183) (147) (367) (258) (327) (230) (306) (213) (388) (275) (311) (216) (383) (272)
w Water Bl A Sig higher than Q4 total @
essex Water i .
viicrour BE2S 0 Bse: All respondents. V Sig lower than Q4 total ALl L L e




Satisfaction with value for money - by segments Q1 2025/2026.

Q16. Thinking now about value for money, how satisfied or dissatisfied are you with the value for money of the water and sewerage
services in your area? (% Rate very/fairly satisfied)

mQ424/25 ~Q125/26

51% 55% % 52% —
b 48% v 47%  48% 5% g 49%
. 38% o
Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(694) (488) Environmentalists (136) (85) Savers (87) (62) Advocates (82) (54)
(186) (129) (109) (74) (94) (84)
w Water B A Sig higher than Q4 total @
essex Water I .
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower fhan Q4 fofal LEDELLELE




Bill affordability - by key groups Q1 2025/2026.

Q17. How much do you agree or disagree: “The total water and sewerage charges that you pay are affordable to you”?
(% Strongly/tend to agree)

B Q4 24/25 mQl 25/26

Total Age Social Grade Gender
61%
51% 51% 49% .7 9% 49% % 51% 56% 56% 499 4% 50% 50% 4% 52%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(659) (488) (78) (62) (210) (164) (351) (249) (302) (235) (311) (224) (280) (235) (367) (224)
Meter Vulnerability Aware of financial Aware of priority
indicators assistance measures services
A 57% 58% 58% 59% 7 56%
53% 55% 479 s 45% 44% - 46% 45% i 49% 47%
Meter No meter Yes No Yes No Yes No
(435) (306)  (169) (147) (323) (258)  (325) (230) (268) (213)  (380) (275) (285) (216)  (363) (272)
w Water Bl A Sig higher than Q4 total @
essex Water [l )
viicrour BE2S 0 Bse: All respondents. V Sig lower than Q4 total ALl L L e




Bill affordability - by segments Q1 2025/2026.

Q17. How much do you agree or disagree: “The total water and sewerage charges that you pay are affordable to you”?
(% Strongly/tend to agree)

mQ424/25 Q1 25/26

65%
53% 54% 54% 5 ] %

51% 51%

48% 50%

Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(659) (488) Environmentalists (133) (85) Savers (96) (74) (86) (62) Advocates (77) (54)
(182) (129) (85) (84)
w Water B A Sig higher than Q4 total @
essex Water .
viorour BEES - Bse: All respondents. ¥ Sig lower than Q4 fotdl e




Knowledge about Wessex Water - by key groups Q1 2025/2026.

Q6. How much do you agree or disagree: “How much do you feel you know about Wessex Water and what they do?”

(% A fair amount/a lot)
BQ424/25 mQ125/26

Total Age Social Grade
56% 4
5% 46% 42% 397 41%  46% . 8%I A8%  3gq 44%
Total 18-34 35-54 55+ ABCI C2DE
(694) (543) (91) (91) (218) (177) (365) (262) (316) (266) (332) (247)
Meter Vulnerability Aware of financial
indicators assistance measures
A
50% 5% 55% 56%

46%

46%

45%

Gender

4% 4%

Male

(293) (254)

Female
(389) (282)

Aware of priority
services

55% 54%

Yes
(311) (243)

349 7%

(383) (300)

2% 399 44% 43% 40% . 357 38%
Meter No meter Yes No Yes
(469) (335) (183) (166) (367) (286) (327) (257) (306) (243) (388) (300)
Wessex Water Jlll|
YTLGROUP B'&E

A Sig higher than Q4 total
W Sig lower than Q4 total

@

BLUE MARBLE

Base: All respondents.



Knowledge about Wessex Water - by segments Q1 2025/2026.

Q6. How much do you agree or disagree: “How much do you feel you know about Wessex Water and what they do?”
(% A fair amount/a lof)

mQ424/25 Q1 25/26

56% 56% 55%
43% 46% 47% 46% 42% 44%
34 VP
Total (694) (543) Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
Environmentalists (136) (101) Savers (87) (66) Advocates (82) (58)
(186) (137) (109) (89) (94) (92)

A Sig higher than Q4 total @

Wessex Water Hill] [
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower fhan Q4 fofal e




Opinions of Wessex Water - by key groups Q1 2025/2026.

Q4. Now thinking about Wessex Water. Please tell how do you feel about them overall?
(% Fairly/very positive)

Total Age mQ424/25 ®QI25/26 Social Grade Gender
59%  59% g 9% 58% 60%  64% 60% 57% 56% O 4% 57% 58% 2% 60%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (21) (91) (218) (177) (365) (262) (316) (266) (332) (247) (293) (254) (389) (282)
Vulnerability Aware of financial Aware of priority
Meter N . .
indicators assistance measures services
75%
68% 70% 71%
61% 9% 1% W 61% % o
. 53% 53% 47% 51% 50%
Meter No meter Yes No Yes No Yes No
(469) (335)  (183) (166) (367) (286)  (327) (257) (306) (243)  (388) (300) (311) (243)  (383) (300)
A Sig higher than Q4 total @
Wessex Water Bl W Sig lower than Q4 total BLUE MARELE

&l
VL GRoUR B2 Base: All respondents.



Opinions of Wessex Water - by segments Q1 2025/2026.

Q4. Now thinking about Wessex Water. Please tell how do you feel about them overall?
(% Fairly/very positive)

mQ424/25 Q1 25/26

67% 6% 65%
59%  59% 60% 60% % 63% 0%  61%
. -5]% ‘ 52% 50%
Total (694) (543) Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
Environmentalists (136) (101) Savers (87) (66) Advocates (82) (58)
(186) (137) (109) (89) (94) (92)

A Sig higher than Q4 total @

Wessex Water Hill] [
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower fhan Q4 fofal e




Impressions of water quality - by key groups Q1 2025/2026.

QF1b. Thinking about rivers or the sea in your area — whichever you are most familiar with - what is your impression of the water
quality? (% Poor)

mQ424/25 mQ125/26

Total Age Social Grade Gender
A
31% 33% 30% 8% S7% seq 79 35% 34% 34%  ogy 32% 30% 39%  30% 32%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (91) (91) (218) (177)  (365) (262) (316) (266)  (332) (247) (293) (254)  (389) (282)
Meter Vulnerability Aware of financial Aware of priority
indicafors assistance measures services
A
32% 31% ﬁ%% 30% 34% 3% 32% 31% 4o h”% o o7 A% .38%
Meter No meter Yes No Yes No Yes No
(469) (335) (183) (166) (367) (286) (327) (257) (306) (243) (388) (300) (311) (243) (383) (300)
w Water mil A Sig higher than Q4 total @
essex Water i .
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower than Q4 fofal LLLEd B




Impressions of water quality - by segments Q1 2025/2026.

QF1b. Thinking about rivers or the sea in your area — whichever you are most familiar with - what is your impression of the water

quality?
(% Poor)

mQ424/25 Q1 25/26

40% 41%
) 33% ’ 32% -34% -29%
Total Responsible Lifestyle Empowered Convenience Cost-
(694) (543) Environmentalists (136) (101) Savers
(186) (137) (109) (89)

Wessex Water Bl

&l
VL GRoUR B2 Base: All respondents.

35%

31%

28%

24%

Frugal Traditionalists Pro-Planet
(87) (66) Advocates
(94) (92)

27%

A Sig higher than Q4 total
W Sig lower than Q4 total

26%

Carefree Consumers
(82) (58)

@

BLUE MARBLE



Awareness of Storm Overflows - by key groups Q1 2025/2026.

QF1c. Have you heard anything about storm/sewer overflows into rivers or the sea before?*

(% Aware(yes))
Total Age A. Q4 24/25 = Q1 25/26  Social Grade AGender
- A 83% - 80% -
/5% 43% 9%  70% gz % 5% 69% %
-45% -5]% - - -55% - “
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (21) (27) (218) (177) (365) (262) (316) (266) (332) (247) (293) (254) (389) (282)
Vulnerability Aware of financial Aware of priority
AMe’rer indico’rors ossmance measures services
A A
80% 80% A A
9% 74% 76% . 72% 78% 73%
'2% -9% i ' ' ' ] !
Meter No meter Yes Yes Yes No
(469) (335) (183) (166) (367) (286) (327) (257) (306) (243) (388) (300) (311) (243) (383) (300)
A Sig higher than Q4 total @
Wessex Water HIlll - pgse: All respondents. *Question wording updated in Q1 2025/26, previously: Have you heard anything about .
. !‘!5 releases from storm overflows or CSOs into rivers or the sea before2* W Sig lower than Q4 fotal BLUE MARBLE




Awareness of Storm Overflows - by segments Q1 2025/2026

QF1c. Have you heard anything about storm/sewer overflows into rivers or the sea before?*
(% Aware(yes))

mQ424/25 Q1 25/26
A

A 83% A
75% % 817 70A7 737 76%
59% 85% Io :
° 57%
- !
Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(694) (543) Environmentalists (136) (101) Savers (87) (66) Advocates (82) (58)
(186) (137) (109) (89) (94) (92)
A Sig higher than Q4 total @
Wesse)\(fxﬂﬁaﬁ: !!_I!I! Base: All respondents. *Question wording updated in Q1 2025/26, previously: Have you heard anything about W Sig lower than Q4 total PO A~

releases from storm overflows or CSOs into rivers or the sea before2*



Awareness of Wessex Water’s activity to reduce Storm Overflows - by key groups Q1 2025/2026.

QF1g. Have you heard or seen any information about what Wessex Water is doing to reduce storm overflows into rivers or the sea?

Total Age
A
A
10% 16% 15% 7% 13% 10% 20%
S -
Total 35-54 55+
(694) (543) (91) (91) (218) (177) (365) (262)
Meter V'uln.ero bility
indicators
A A
20% 18%
Meter No meter Yes No

(469) (335)  (183) (166)

Wessex Water Jlll|
YTLGROUP B &8

Base: All respondents.

(367) (286)  (327) (257)

B Q4 24/25 m Q1 25/26

Social Grade

A A
10% 8% 0% 16%
ABRCI1 C2DE

(316) (266)  (332) (247)

Aware of financial

Gender

A A

-
Male Female (389)
(293) (254) (282)

Aware of priority

assistance measures services
A A
25% 24% A
16% s 9% 15% s 10%
‘ — ——
Yes No Yes No

(306) (243)  (388) (300)

(311) (243)  (383) (300)

A Sig higher than Q4 total @
W Sig lower than Q4 total

BLUE MARBLE




Awareness of Wessex Water’s activity to reduce use of Storm Overflows - by segment Q1 2025/2026.

QF1g. Have you heard or seen any information about what Wessex Water is doing to reduce storm overflows into rivers or the sea?
(% Yes)

mQ424/25 Q1 25/26

A A
16‘7 21% 2%
o = N malll o
Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(694) (543) Environmentalists (136) (101) Savers (87) (66) Advocates (94) (92) (82) (58)
(186) (137) (109) (89)
w Water Bl A Sig higher than Q4 total @
X r .
S Grous B4 Base: All respondents. ¥ Sig lower fhan Q4 fofal e




Interest in the principle of smart water meters - by key groups Q1 2025/2026.

QF1. How much would you agree or disagree with the following statements? : “I'd be interested in having more frequent updates on
how much water I'm using and how much it is costing”
(% Strongly/tend to agree)

B Q4 24/25 mQl 25/26

Total Age Social Grade Gender
A A A A A
61% 64% 61% A 61%
49% 7% & 53% 6% i 52 79 5% som 0" 45z, 5% 533 817

Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (21) (921) (218) (177) (365) (262) (316) (266) (332) (247) (293) (254) (389) (282)
Meter Vulnerability Aware of financial Aware of priority
indicators assistance measures services
A A A A
6]% 58% 56 62% 62%
52% s 4% A7 51% 6% 51% I 17, 53% 51% 47% 3%
Meter No meter Yes No Yes No Yes No
(469) (335)  (183) (166) (367) (286)  (327) (257) (306) (243)  (388) (300) (311) (243)  (383) (300)
w Water Bl A Sig higher than Q4 total @
essex Water '
viicrour BE2S 0 Bse: All respondents. V Sig lower than Q4 total ALl L L e




Interest in the principle of smart water meters - by segments Q1 2025/2026.

QF1. How much would you agree or disagree with the following statements? : “I'd be interested in having more frequent updates on
how much water I'm using and how much it is costing”
(% Strongly/tend to agree)

mQ424/25 Q1 25/26

- A
72%

A 66%

57%

49% 52% 52% 53% 50% 55%
- . ! 46%
Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(694) (543) Environmentalists (136) (101) Savers (87) (66) Advocates (82) (58)
(186) (137) (109) (89) (94) (92)
w W . A Sig higher than Q4 total @
essm\(m;tcs: 225 Base: All respondents. ¥ Sig lower than Q4 fotal BLUE MARBLE




Managing water use to keep bills down - by key groups Q1 2025/2026

QF1. How much would you agree or disagree with the following statements? : “I| make an effort to keep my water usage
down"*
(% Strongly/tend to agree (7-10), among those who have a water meter)

Total Age mQ424/25 wmQ125/26 Sociol Grode Gender
A A
90% 58% 87% 72% 90% % 7%
79% 80% 74%,
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(469) (335) (48) (42*) (134) (94) (270) (192) (216) (166) (223) (150) (212) (178) (248) (153)
Vulnerability Aware of financial Aware of priority
indicators assistance measures services
937 = 7 -
91% 89% ° 87% ° 87%
78% 78% 79%
- -67% )
Yes Yes No Yes No
(247) (180) (222) (155) (210) (169) (259) (166) (214) (161) (255) (174)
. i . ) ‘ A Sig higher than Q4 total @
Wesseﬂwl%toﬁz ,!II Base: All respondents. *Statement wording changed in Q1 2025/26 from ‘| manage my water use to keep v Sig lower than Q4 total I AR

the water bill down’



Managing water use to keep bills down - by segments Q1 2025/2026.

QF1. How much would you agree or disagree with the following statements? : “I make an effort to keep my water usage
down”*
(% Strongly/tend to agree (7-10), among those who have a water meter)

mQ424/25 Q1 25/26

A
90% 94% 91% A
799, 83% 79% 83%
72%
64%
N/A N/A
(hone have a (hone have a
water meter) water meter)
Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(469) (335) Environmentalists (136) (101) Savers (83) (56) Advocates (64) (41)
(186) (137)
' i . ' . ‘ A Sig higher than Q4 total @D
Wesseﬂﬁtoﬁrr’ ,!II Base: All respondents. *Question wording changed in Q1 2025/26 from ‘| manage my water use to keep the v Sig lower than Q4 total .. S

water bill down’



Awareness of financial aid provided by Wessex Water - by key groups Q1 2025/2026.

Q20r1. Are you aware of Wessex Water doing any of the following? “Assisting customers who struggle to afford their water bill”
(% Yes)

m Q4 24/25 = Q1 25/26

Total Age Social Grade Gender
A A

4% 45% N% 45% 44T geq 419 OOP s 4% A% 4T% 3% 43%  43% A6%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (91) (91) (218) (177) (365) (262) (316) (266) (332) (247) (293) (254) (389) (282)

Meter V_uln_erobili’ry Aware of priority

indicators services
727 7%

50% 47%

- - - - - -
Meter No meter Yes No Yes No
(469) (335) (183) (166) (367) (286) (327) (257) (306) (243) (388) (300)

A Sig higher than Q4 total @

Wessex Water il [
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower fhan Q4 fofal e




Awareness of financial aid provided by Wessex Water - by segments Q1 2025/2026.

Q20r1. Are you aware of Wessex Water doing any of the following? “Assisting customers who struggle to afford their water bill”
(% Yes)

Q424 /25 = Q1 25/26

A
56%
49% 47%
o7 A5% 44% 46% 41% % A% ag9
35% ° 36% 34%
Total Responsible Lifestyle Empowered Convenience Cost- Frugal Traditionalists Pro-Planet Carefree Consumers
(694) (543) Environmentalists (136) (101) Savers (87) (66) Advocates (82) (58)
(186) (137) (109) (89) (94) (92)

A Sig higher than Q4 total @

Wessex Water Hill] [
viicrour BE2S 0 Bse: All respondents. ¥ Sig lower fhan Q4 fofal e




Awareness of priority services provided by Wessex Water - by key groups Q1 2025/2026.

Q20r2. Are you aware of Wessex Water doing any of the following? : “Providing priority services for customers who need them, such
as braille or extra support during a supply interruption.”

(% Yes)
m Q4 24/25 m Q1 25/26
Total Age Social Grade Gender
44, A5% 50% 439 45% 419 40% 49% 0% 42% 49% 49% 42% 44% 45% 47%
Total 18-34 35-54 55+ ABCI1 C2DE Male Female
(694) (543) (91) (91) (218) (177) (365) (262) (316) (266) (332) (247) (293) (254) (389) (282)
Vulnerability Aware of financial
Meter - .
indicators assistance measures
74%  77%
45%  48% 3% 40% 48%  48% 397 43%
Meter No meter Yes Yes
(469) (335) (183) (166) (367) (286) (327) (257) (306) (243) (388) (300)

A Sig higher than Q4 total @

Wessex Water Wil i
viicrour BE2S - Bse: All respondents V Sig lower than Q4 total ALl L L e




Awareness of priority services provided by Wessex Water - by segments Q1 2025/2026.

Q20r2. Are you aware of Wessex Water doing any of the following? : “Providing priority services for customers who need them, such
as braille or exira support during a supply interruption.”

(% Yes)
mQ424/25 Q1 25/26

51% 4% 48%

-4]%

45%

44% s3% 9%

Total Responsible Lifestyle Empowered Convenience Cost-
(694) (543) Environmentalists (136) (101) Savers
(186) (137) (109) (89)

Wessex Water Bl

&l
VL GRoUR B2 Base: All respondents.

38%

35%

Frugal Traditionalists Pro-Planet
(87) (66) Advocates
(24) (92)

33%

Carefree Consumers

31%

(82) (58)

A Sig higher than Q4 total
W Sig lower than Q4 total

@

BLUE MARBLE




BLUE MARBL

-n
RV

]
E',MRS Evidence
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http://upload.wikimedia.org/wikipedia/commons/9/97/The_Earth_seen_from_Apollo_17.jpg
http://www.bluemarbleresearch.co.uk/
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