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Background

Research has shown that customers have grown more distrustful of big companies. The
government’s handling of the pandemic, as well as rising costs have made customers sceptical
about who has their best interests at heart. Research is required to determine what makes an
organisation trustworthy and how that extends across sectors and businesses.

Objectives Methodology

¢  Whatmakes someone trustworthy in the eyes of We ran a survey on the Your Water
customers? community

e  Whatcompanies do customers consider ath "
trustworthy and why? DATE: 6thMarch —13thMarch

e  Howmuch do customers trust the water
industry?

e Howmuch do customers trust Yorkshire Water? 335 members of the community

e  Whatarethe mostimportant factors that affect took partin the survey

customer trust and perceptions of large

companies? 147 members of the community
e Arethese perceptions likely to changein the took partin the discussion
future?
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Key insights & recommendations

Many consumers are struggling with the impact of
societal challenges and are disillusioned with the
way organisations have responded. They are
sensitive to signs that companies may not be
looking out for their best interests or acting with
integrity, and the water industry is no exception.

There are many who trust YW on the basis that they
have never experienced any issues with their billing
or water supply. While they are predisposed to trust
YW, this can be disrupted — for example, if they
come across negative media stories. With over 55%
having encountered negative mediq, this is a real
barrier to building trust.

There are a number of trust attributes relating to
organisational values that YW performs lower for —
specifically: acting with integrity, putting customers
before profits and having customers’ interests at
the heart of the business. Lower scoresin these
areas tend to be linked to negative perceptions
around keeping waterways clean, dealing with
leaks and supporting customers in need.

Companies needto work hard to convince
consumers of theirintegrity. Being completely
transparent about issues, underlying causes and
actions being taken to address them is key. For YW,
this particularly applies to issues around sewage
release/river quality as well as leaks and the time
taken to fix them.

It's important to be proactive in building on
trusting relationships with customers. YW cannot
assume that passive trust will remainin place,
particularly in the face of a high level of media
negativity. Anticipating challenges to trust and
communicating proactively would be beneficial.

Proactively finding ways to support customers who
may be struggling would be beneficial, as well as
being transparent about prices and the reasons
for any increases. Customers are opento YW
offering more support and education around how
they could manage their water usage better; this
has the dual benefit of being good for customers

HUMANAK
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A series of societal events have converged to create an

environment of low consumer trust

Cost of living crisis

Customers believecompanies are

profiteering from consumers’ misfortune and
using it as an excuse to raise prices. It is felt that
little is being done to support those in need.

Government actions/policies

Declining trust in governmentislinked to perceived
liesand mismanagementduring and after the

pandemic. Many doubt whether they have the public’s best
interests at heart and feel they could do more to help.

has led to more difficulties for people in the UK
e.g. supply shortages, pricerises, deregulation of
some industries etc.

Supply shortages Strikes

Some feel there has been dishonesty about the Customers have lost faith in some organisations 59%
real reason for supply shortages, with poor with striking workers, as they believe staff are being

planning or Brexit to blame. Additionally,some feel treated poorly and organisations are not doing

the mediais partly to blame for spreading panic. enough to prevent the strikes. ‘
Brexit Climate change

Perceived by some as a false promises vote that Many consumers believethat companiescare 56%

more for their own profits than the planet. They
refer to ‘Greenwashing’ withcompaniestrying to
paint themselves as being environmentally sound.

Covid

Some feel that COVIDis or has been used by
companies as an excuse — e.g., for supply
shortages, poor service and price increases.

Ukraine

There is a perceptionthat the war is being used by
companies as an excuse to inflate prices. Others
believe thereis not enough being done to support
those who have been affected.

Q14. Which, if any, of the follow ing recent societal events have had any impact on the extent to w hich you trust companies/industries?/Q15: Please tell us more about w hy the follow ing has negatively impacted your trust iH Ul I l I I n R

companies/industry. Where this relates to a particular company/industry, please let us know w hich. (n=335)



Consumers have been hit hard and are feeling
the financial effects

They are therefore sensitive towards signs that companies are not
looking out for their best interests

> There is a perceptionthat some companies have made large
“As far as | can see, large organisations

profits whilst everyday people are struggling to afford the basics.

» Consumers feel some companies are capitalisingon this by using
the situation as an excuse to inflate prices and ultimately boost
their own profits.

» The UK Governmentis not seento have done enough to help e.g,,
preventing price hikes, particularly around energy bills.

» Additionally, the many scandals over the last few years have
contributed towards a sense of distrust and perceptions of a lack
of leadershipin the UK Government.

» The combined effectis that consumersfeel no one is looking out
for them, creating a level of wariness and cynicism that extends
across sectors.

Key insight

are rubbing their hands at the massive
profits they are making at the expense
of the everyday customers. They are
using any excuse to increase prices and
customer service is poor.”

“No large organisation has done
anything to help. Most say to contact
them if in difficulty..but they still want

their money. If you have none then
they won't help with that.”

Many consumers are struggling with the impact of societal challenges. They are
disillusioned and disappointed with organisations, from the government down to the
companies they deal with day-to-day; they are therefore even more sensitive to signs
that companies may not be looking out for their best interests or acting with integrity.

-

6 Source:Your Water discussion (n=147)




Customers identify government actions and climate
change as negative influences on trustin YW

Other factors, such as the cost-of-living crisis, play a slightly lesser role

> Which societal events have impacted trustin YW?

Government actions and policies | 27%

Climate change | 23%

Costof living crisis | 18%
Supply shortages [N 147%

srexit | 10%

Public and private sector strikes [ 7%
Covic-1o I 6%

The war in Ukraine [N 4%

7 . Q16: Andw hich of these (if any) have impacted your trustin Y orkshire Water specifically? (n=335)

Many don’t make a direct link between wider
societal events and how they feel about
Yorkshire Water. However, it’s likely that this
effect will be less conscious for some, with
general cynicism/wariness towards large
organisations extending across sectors, albeit
sometimes on a more subconscious level.




Those whose trust has been impacted tend to feel the government have
allowed water companies to prioritise profits over other considerations

This is seen to have resulted in a negative impact on both customers and the environment

> Impact of government actions on YW trust:

> Impact of climate change on YW trust:

» Some feel that the privatisation of water companies has
led to a profit-first mentality, inevitablyleading to a
prioritisation of shareholders over other considerations.

> Itis felt that the government should be taking firmer
actions by ensuring that the industry is regulated more
effectively.

» This is seen as being linked to two key areas in particular:

- Maintaining fair prices/preventing price rises (which
also links to the cost-of-living crisis)

- Ensuring that water companies are taking care of the
environment

“Government regulators should be taking a much harder
line with water companies, and prevent them from pushing
prices up while continuing not to tackle pollution.”

» Driving this sentimentis a feeling that YW don't appear
to be doing enough to conserve water and improve the
quality of rivers.

» Thislinks to the point around governmentregulations
with a feeling that YW are being allowed to get away
with putting profits before the future of the planet.

» Thereis also some uncertainty around whatis being
done in this space. While some negative media stories
are top of mind for people, there is less knowledge
around what YW are actively doing to tackle the issues.

“More needs to be done to conserve water, fix leaks,
encourage people to use water butts, plant more trees to
stop run off, and stop putting the onus on customers to
save water..more money needs to be put into conservation
rather than shareholders dividends.”

8 . Q17: Please tell us more about w hy the follow ing has negatively impacted your trustin Y orkshire Water. (n=126)
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Trustlevels are low for many organisations; of those tested the NHS
performs most strongly

Though only 50% say they trust YW, this is a relatively strong performance compared to others
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. Q1: During the nexttask, items w illappear rapidly in the middle of the screen. Press the spacebar/Touch the screen for every organisation you consider trustw orthy (n=335)

Trusted organisations:

+ Positive perceptions of the NHS are
often based on personal experiences
or a belief in its purpose/the motives
of those who work there.

+ M&Sis seen as a reputable
organisation with an ethical
approach and quality products/
service.

* Where charities are trusted it tends
to be because they are well-known
and established and it's felt they can
be trusted to use funds wisely.

“The NHS | trust because they are at the
heart of our country. We all make

mistakes but the NHS is more trustworthy
than most. The staff at large work there
because they want to.”

HUMANAK



The most distrusted organisations are those that are perceived to
take advantage of consumer misfortune

Unreliable service and poor value combine to create distrust across some sectors, like energy and banks

Energy companies: UK Government:
Customersreferredto BP, British Gas and npower as Some believe thatrepresentatives of the UK
examples. Along withrising energy prices they are seen Government are operating out of self-interestrather
to deliver a poor service and to be benefitting at the than for the public good, or just that they are not doing
expense of those they are there to serve. enough to help in these challenging times.
“Energy companies (e.g. BP and Centrica) which post
huge profits at a time when personal energy bills are “I don't trust the current government as the whole
so high. They appear to be profit-motivated and not lot of them are only in it for themselves.”

driven by customer needs.”

Telecoms companies: Banks:

For telecoms companies such as BT and TalkTalk, poor This is often due to poor customer service, but they are
serviceisa source of frustration and distrust, with a also seen as seeking to profit from increased interest
feeling they can't be relied on to keep their promises. rates while failing to support those in financial hardship.
This is exacerbated by perceived poor value for

money/priceincreases.

“Banks - e.g. Nationwide, Santander. Increasing
interest rates for loans but limiting the rise on
interest rates for savings..”

“TalkTalk are extremely unreliable and never
do what they say. | have changed supplier due
to their incompetence.”

Source: Community discussion
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Despite low trust at a sector level, water
outperforms a number of other industries

Encouragingly, trust in Yorkshire Water is higher than the sector overall

> Levels of trust (top 2 box)

NHS N 80%

Education |GG 58
Charities NG 55
Water industry ;_35_% ______

Banks N 23%
Telecoms I 227
Railways I 21%

Government [ 15%

Energy providers 1M 12%

. Q2: In general, to w hat extent to do you trust each of the follow ing...? (n=335)

_——
YorkshireWater

50%




Providing a consistent and reliable service is key to driving trust

First and foremost, many consumers are looking for businesses to deliver on their day-to-day promises effectively

> Relative importance indriving organisational trust — Ranked . . . )
P georg Many organisations deliver essentialday-to-day

services; as such customers need to know these will
be delivered effectively,and that the service
#2  putting customers before profit provided can be depended upon.

#3 Keeping customers at the heart of decision making

#4  Acting with integrity Customers want to know that their needs are being

#5  Keeping costs fair and transparent prioritised and the service they pay for provides value.

#6 Responding to issues quickly and effectively

#7  Offers value for money

#38 Being open and transparent about decisions and plans

#9  Having a positive environmental impact Factors ranked 8-15 are less likely to influence trust in
#10  Treating their employees well a business. Whilst stillimportant, these are more
#11 e " peripheral, often because they have a less

Has a positive Impact on communities immediate/directimpact on customers themselves.

H12 Keeping customers informed

#13 Having a positive societal impact

. : : B = Twice asimportant than average
#14 Apologising when issues arise _ More import%nt than average 9
#15  well established/long standing = Less important than average

HUMANAK
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. Q3-7: Which of the follow ing do you think play the biggestrole in influencing your trustin businesses? (n=335)
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Trust-related attributes do not tend to be strongly
associated with any sectors in particular

The water industry has the strongest associations, though strength of feeling is limited

> % indicating attributes apply to the industries shown

'I:he water  Energy Banks ru.:-lr\:fuy 1:he retail None of
industry providers sector industry these
Putting customers before profit 13% 7% 8% 7% 5% 83%
Acting with integrity 27% 1% 20% 9% 12% 60%
Open and transparent about decisions and plans 30% 13% 14% 1% 9% 62%
Keeping costs fair and transparent 27% 10% 17% 10% 18% 59%
Providing aconsistent and reliable service 37% 33% 10% 30% 29%
Well-established/long-standing 58% 37% 42% 44% 23%
Having a positive societal impact 28% 13% 13% 12% 15% 62%
Having a positive environmental impact 36% 13% 5% 10% 6% 57%
Treating their employees well 33% 18% 28% 13% 14% 56%
Keeping customers informed 45% 30% 29% 13% 14% A%
Responding to issues quickly and effectively 36% 23% 20% 10% 17% 48%
Apologising when issues arise 35% 24% 19% 15% 20% 50%
Offers value for money 33% 9% 13% 8% 25% 51%
Has a positive impact on communities 35% 15% 14% 13% 18% 55%

. Q8: For each of the attributes below , please let us know w hich of the follow ing industries you feel that they apply to in general (n=335)

Attributes
associated with a
sector by >50%
of YW customers

Trust tends to operate at an
organisational rather than a sector
level. While consumers may be
cynical about a sector as a whole, this
can be outweighed by the personal
experiences they have with a
company, as long as their personal
needs are being met effectively.
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Having no or limited contact with Yorkshire Water
is associated with higher trust levels

Many trust YW passively rather thanactively, reflecting the fact that a consistentand
reliable service caninitself drive trust

> % who trust YW by interaction types in last12 month: I th%?\rjci:fé%ctlggtyer:jicgugiht
I issue’
50% 56%

30%

Total No contact (other than bills) Contacted about issue with leak,
drainage, sewerage or water supply

Many of those who trust YW do so because they feel they have no reason not to,
because..

« The serviceisfunctional

* No problems with billing
« Costsdon't increase too much per year
« Caneasily speakto arepresentative

17 o

In general, to w hat extent to do you trust each of the follow ing...? Y orkshire Water (n=335), No contact (99), Contact about issues (54)

“I neither trust nor distrust
Yorkshire Water. | have no choice
over which water supplier | use,
so it doesn't matter whether |
trust them or not.”

a -
V-

» = 5

“I don't really think about it,
I just turn on the tap and
assume that clean water

will come out.”




Perhaps unsurprisingly, exposure to negative media coverage is
associated with lower trust levels

Over half have encountered negative media; trust levels are much lower for this group

> Yorkshire Water media exposure:

':::Ltii;’e Those who have seen negative media coverage are far more
likely to distrust Yorkshire Water overall.

No media Amongst those who have seen negative YW mediacoverage:

PEPURDIDOD “worear
Amongst those who have seen no/positive YW media coverage:
e | DOPPUVRUDD oo

I = significant difference H U m g n R

18 . Ql12: To w hat extent have you seen or heard anything positive or negative about Y orkshire Water in the media in the last 12 months? (n=335)



Media coverage tends to focus on a number of key
themes, with sewage discharge being top of the list

Unresolved leaks are also commonly mentioned

Negative themes

+ Sewagedischargeintorivers and waterways— Paul Whitehouse is mentioned
repeatedly, while some have seen videos showing raw sewage discharge on social
media.

Reportsin local news about customerissues with leaks not being resolved/resolved
inefficiently.

No investmentinincreasing reservoir capacity.

Large profit amounts and increasing bills.

“After seeing the Paul Whitehouse programme on Sunday | am appalled with
Yorkshire Water. To put untreated sewage into rivers (and bathing rivers at that) is

indefensible. You should hang your heads with shame.”

Positivethemes

« Help and advice on bills.
« Removalof the hosepipe ban.
* Praisefor YW staff.

19
. Q12: What can youremember about anything you have seen, read or heard about Y orkshire Water in the media (n=127)




Providing a consistent and reliable service is both a key driver of trust
and an area of strength for Yorkshire Water

Customers are less positive towards YW's intentions and integrity, alsoimportant drivers of overall trust

80%
@ \Well-established/long-standing High association with YW, more
important for building trust
70% - ) Provides a consistent and reliable
These are traits customers highly senice
Keeps customers informed These are strengths, and associate with YW and are key for
P attributes customers building trust ®

60% associate YW with, but are :
i not the key drivers of trust.
L Responds to issues quickly and
g effectively
Q\O/ 50% Apologises when issues arise Positive environmental [ )
é [ ] Impact
© :_‘ Offers—vatue—for-money
% 40% P Has a positive impact on L
= o communities Open and Keeps costs fair and @ Acts with integrity
g Has a positive societal impact transparent about transparent
< 30% P CEEREL ® Customers best
o i interests at heart of the
0 Treats their employees well business
9 o . :
= 20% Lower association with YW, less important for Lower association V.V't,h YW, more important for
< building trust Hltefing] Tt o

Awatch out here is these may not be These are areas to work on, as these are key Puts customers before profit
10% ‘differentiators’, but they are ‘hygiene factors’ for bU|Id|r)gt t;lust,‘ttr)]u;xretnot strotngly
and things customers would expect YW to be associated wi atpresent.
doing.
0% i
0.00 50.00 100.00 150.00 200.00

Influences trustin a business (MaxDiff ranking)

20 MaxDiff: Which of the follow ing do you think play the biggest role in influencing your trustin the business? (n=335).
g9: To w hat extent do you think each of the follow ing attributes applies to Y orkshire Water? (n=335)
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When looking at more specific service and water-related
attributes, leaks and the environment are lower performing areas

Again, day-to-day service and communicationis seen to work effectively

> Level ofagreement that Yorkshire Water.... [Key insight

There is a strong correlation between the areas that

86% customers actively disagree YW does well and the
main themes from negative media coverage. More
communication/ information about what is being

Kdone in these areas could help to counteract this. j

Provides a safe and consistent water supply -

=
N
X

\l
H B
™

Deals with biling and payments effectively - 9%
Customers who disagree that YW ‘acts with integrity’,

5 ‘puts customers before profit' and ‘has customers’ best
56% interests at heart™* also have much lower agreement for

some of these specific measures, as follows:

6%

Effectively communicates about supply issues -
7%

Is easy to deal with if | need to getin touch

1

Provides adequate support to customers in need

Looks after the wider environment 46%

47% - Keeping waterways clean
- Repairing leaks effectively
- Looking after the environment

- Providing support to customers in need
38%

Helps to keep waterways clean 38%
Repairs leaks effectively

Is a high performing company 20%

- Is a high-performing company

This can be driven by personal experience/knowledge of
leaks in their area as well as media coverage.

HUMANAK

m Disagree Neither agree nor disagree  ®m Agree

Q10: And to w hat extent do you agree that Y orkshire Water does each of the following... (n=335)  *ldentified as key areas of focus on slide 20



Customers want to see a greater focus on the environmentalongside
fair prices in order to increase levels of trust

Providing reassurance on these areasis key

» Whatshould YW change to be considered trustworthy?

@ Water quality is top of the agenda for many customers along with the environment more generally, reflecting the renewed appreciation
for the natural environment we have seen over the last few years. Counteracting negative media coverage with messages about what
YW is doing in this area and providing reassurance that the right level of focus is being placed on this will be crucial.

% Many are experiencing financial hardship, or are aware that others may be, and want to see large companies doing what they can to

support them. For customers, this generally equates to limiting price rises or finding ways to help customers save money, which could
include helping them to reduce their water usage.

Linked to the point about bills, many customers have experienced or heard about inefficientresponses to burst or leaking water pipes.
Customers become frustrated by this which they believe ultimately leads to customers paying more through no fault of their own.
Counteracting poor perceptions in this area will be beneficial to overall levels of trust.

’: Underlying all of these concerns is cynicism about the governance of YW and its priorities. More communication and absolute
transparency around some of the issues and their underlying causes, as well as the positive actions that are being taken to address them
could help address this to some extent. Ultimately, they need to see and believe that customers and the environment are being put first.

29 Q19 Finally, w hat (if anything) would you like to see Y orkshire Water change/do more of in the future to help improve the extentto w hich they I I Ul I l I I n R

can be considered trustw orthy? (n=335)



Appendix
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Any questions?

Naveed Majid

Customer Insight Analyst
Naveed.majid@yorkshirewater.co.uk

Rachel Barnard
Data Insight Manager
Rachel.barnard@yorkshirewater.co.uk



mailto:Naveed.majid@yorkshirewater.co.uk
mailto:Rachel.barnard@yorkshirewater.co.uk

Specific attribute scores

Y&UR

Total sample vthose who disagree that YW acts withintegrity, puts customers before profit or has customers’ WATER

bestinterests at heart

> % agreeing with attributes for YW

s igh perfoming compary | s
38%
0,
Helps o keep wateniys cean O ey 350/
Repais leaks cfcively [y 350/
Looks after the wider envionmen: OO oy 46
Provides support to customers in need ‘m 47%

0,
scasy o ces vir |t 5
Dealswin iingand paymertserecrvery | G 699
el commuricates aboutsuppy ssves [ 2 e 709

B Those who disagree YW: acts ‘puts customers before profit’ and ‘has customers’

with integrity, puts customers
before profit, has customers'
best interests at heart

H Total

: All measures shown above are significantly lower for those who disagree with any of the three
' statements, other than ‘provides a safe and consistent water supply’

25
Q10: And to w hat extent do you agree that Y orkshire Water does each of the follow ing... (n=335)

Slide 20 identifies a number of broad attributes
relating to YW’s integrity and intentions as being a
key area of focus. These are ‘acting with integrity’,

best interests at the heart of the business'.

Comparing specific attribute scores for those who
disagree with the above measures suggests they
are linked to a number of key areas.

“Price of bills for people on low income...l struggle to pay
bills - | phoned for help with my bill. | have a 1 bed flat. £250

is a lot of money when you have to pay more for gas and
shopping ”

| HUMANAK
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GENDER
w Male: 39%
f Female: 59%

AGE

@ 18-24 years: 0%
@ 25 - 34 years: 6%
@ 35 - 44 years: 9%
@ 45 - 54 years: 19%
@ 55 - 64 years: 31%
@ Over 65: 34%

SEG

9 ABCI: 68%

? C2DE: 32%

Sample Profile (n=335)

HOUSEHOLD SIZE

I 1 person household: 30%
I ’ 2 person household: 47%

Id\ 3 person household: 14%

Iﬂ 4 person household: 6%

M 5 or more person household: 3%

Region

City centre 5%

Rural hamlet and isolated dwellings 3%
Rural town 15%

Rural village 27%

Suburbs of a city 26%

Urban town 23%

Don't know 1%

AREA OF YORKSHIRE
Q South Yorkshire: 20%

O West Yorkshire: 49%
Q East Riding of Yorkshire: 13%

O North Yorkshire: 18%

VULNERABILTY

@ Vulnerable customer: 41%

® Non-vulnerable customer: 59%

WATER METER

@ Have a water meter: 70%*

® Don't have a water meter: 29%

HUMANAK
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