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BACKGROUND AND OBJECTIVES

As part of its RIIO-GD3 Business Plan submission process, WWU needed to understand the value customers
place on different aspects of its proposed services, their willingness to pay for any improvements to ensure
WWU proposals deliver against stakeholder requirements and their willingness to accept standards in services
on key elements of WWU’s 2026-2031 plan.

This research will be pivotal in demonstrating that aspects of the business plan are justifiable, especially in the
context of the ongoing cost-of-living crisis. It aligns well with WWU’s wider ambition to be trusted to ‘serve
customers and communities with safe, reliable and affordable energy service today, whilst investing wisely to
create a sustainable, greener future’.

This research was designed to start with a wide understanding of key business area objectives and then refine
the understanding through each phase of the research by concluding with the validation of findings through
triangulation:

3. Quantitative 4. WtP 5. Action
2. Pre-testing Prioritisation: Trian. ulation planning
Max Diff, CVM g workshop (f2f)

1. KO Workshop

(f2f)
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THE BUSINESS PLAN

* Development of the business plan led to the
creation of 17 commitments (across 5 themes)
which WWU seek to uphold for the GD3 period.

e 6 commitments were tested as part of this
Willingness to Pay research across two themes:
Net Zero and Meeting the Needs of Consumers in
Vulnerable Situations.

 All 17 commitments are currently being tested in
Business Plan Acceptability Testing (reporting end
of October 2024).




Method

1,405 x 20-minute interviews conducted in September 2024

Questionnaire

development

development

e & commitment

Cognitive depth

interviews

-

e 8 online via
Zoom

° 2 F2F

e Survey refined
to improve
clarity and
understanding

/

Pilot interviews

e 85 online via
panel

e Survey further
refined to
improve data
quality

Main stage

fieldwork

e 1,255 online
via panel

e 150 F2F
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WEIGHTING & SIGNIFICANCE — Representative Domestic Sample

The data in this report has been weighted to ensure the sample profile is nationally representative of the
WWU region according to the following profiles: gender, socioeconomic group (SEG) and age.

Nat rep profile Male Female Non-binary or other Prefer not to say
Unweighted base 579 668 3 2
Weighted base 628 619 3 2

Nat rep profile 18-24 year old 24-44 year old 45-64 year old 65-74 year old 75+ year old
Unweighted base 231 426 362 157 76
Weighted base 146 367 347 219 173
Nat rep profile SEG AB SEG C1C2 SEG DE
Unweighted base 349 596 307

Weighted base 257 669 326

Unweighted bases are shown throughout
All significance testing is conducted at 95% level
SME customers were not weighted

12/10/2024
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SIGNIFICANCE TESTING AND ACRONYMS

Significance testing in this report is conducted by comparing
sub-groups against each other. For both methods, the results
have been tested using 95% confidence intervals.

i A in thi :
Comparing sub-groups: cronyms used in this report

Where we have tested sub-groups, you .
will see one of the following on the ‘ T2B ‘ Top 2 Box (percentage score for highest two

screen: points on rating scale combined)
ey &
Green text = significantly higher than other groups
Red text = significantly lower than other groups ‘ BZB ‘ Bottom 2 Box (percentage score for lowest
two points on rating scale combined)

Where you see these, for any group(s)
which is significantly higher/lower than
others, an arrow (or coloured text) will
be placed with the data point. Where

no arrow or red text appears, the result ‘ WWU ‘ Wales & West Utilities

is not significantly different.

Which symbol is used (arrow/text
colour) depends on the quantity of

subgroup differences present. ‘ SEG ‘ Socioeconomic group
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DEMOGRAPHICS
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1,252 domestic customers, 153 SMEs and 100 future bill payers from Wales and
England completed the questionnaire

Bridgwater

Taunton

Exeter

Bristol
Bath

PN Westbug
Oleatortery -

5% Future
bill payers

84% Domestic
Customers

11% SMEs

S2b Are you a business decision maker (i.e. make purchasing and contract decisions on behalf of a business)? Base: those in paid employment (1252)
S3 How much involvement, if any, do you have in choosing and managing the energy supply/bills for your business? Base: Business decision makers (153)

S4 How many people work at your organisation? If you have more than one business premises, please include these in your estimation. Base: those who manager business energy bills (153)

S7. Please specify which area you work/live in. Base: All (1405)

Total sample %

* Bristol, Gloucester,
Somerset & Wiltshire: 2%

* Devon & Cornwall: 1%

* North & Mid Wales: 1%

* South Wales: 2%

* Bristol, Gloucester,
Somerset & Wiltshire: 25%

* Devon & Cornwall: 17%

* North & Mid Wales: 13%

* South Wales: 30%

* Bristol, Gloucester,
Somerset & Wiltshire: 3%

* Devon & Cornwall: 2%

* North & Mid Wales: 1%

e South Wales: 4%

IMP:{sd)
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DEMOGRAPHICS

(Domestic)

Gender

L

H Total
13%
99 ' 13%
18-24 25-34 35-44
years years years

old old old

S10 What is your age? Base: Domestic (1152)

Age

17%

45-54
years
old

22%

55-64
years
old

Bill Payment Responsibility

Social

group

m Complete responsibility for payment

m Share responsibility for payment with others in household

Ethnicity

1% 115

19%

89%

65-/74 75 years

years old and
old over = Not ethnic minority

m Ethnic minority

S11: Are you the person, or one of the people, in your household who is responsible for the household utilities bills (such as electricity, water and gas)? Base: Domestic (1152)
D4. what is your gender? below. Base: Domestic (1152)
D3. Which ONE of the following categories best describes the employment status of the Chief Income Earner (CIE) in your household? Base: Domestic (1152)

Produced by Impact Research Ltd in strict confidence

® Homeowner

B A: High Managerial, admin or
professional

M B: Intermediate managerial,
admin or professional

W C1: Supervisory, clerical and junior
managerial, admin or professional

B C2: Skilled manual workers

B D: Semi and unskilled manual
workers

M E: State pensioners, casual/lowest
grade workers, unemployed with
state pension

Accommodation

@1

4%

® Private rented

m Local authority housing m Other
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VULNERABLE CLASSIFICATION

Other vulnerabilities

. . 14%
53% Of domEStIC Mental health condition

hOUSGhOIdS We re Physical or mobility Impairment
classified as vulnerable

Chronic/serious illness

Young children aged 5 or under

Domestic customers
aged 75+ Hearing /speech difficulties (including deaf)

I Respondent
Il Others in household

4%
4%
3%
3%
3%

Temporary - life change for example post hospital recovery,
unemployment, bereavement within the past 6-months, pregnancy.

Medically Dependent Equipment

7 % Blind or partially sighted

Developmental condition

1%
2%
1%
3%

Dementia

2%

Ul able to communicate in E Ig|IS| 0
S10 How old a eyou Base: All Do est\c(1,152)

S16 For various reasons, people sometimes need extra help or support with their daily routines. Do you feel that any of the following factors apply to you or Produced by Impact Research Ltd in strict confidence 13 I M Pi{* I
anyone else in your household at the moment that might mean you need extra support? Base: All Domestic (1,152)



DOMESTIC CUSTOMER PROFILE

Almost all domestic customers use electricity and gas, with a small number also using renewable energy.

Fuel usage type

. ‘ 4
98% 100% 5%
Mains Mains Renewable
electricity " gas energy
supply L1 11 supply

2%

Other fuel
source e.g. oil
or gas
canisters
Location of home
Domestic Gas Usage
55 35 19%  Urban
ﬁ 60%  Suburban > Hot water | -
Oven / cookin
[ 0NE I <.,
appliance
21% Rural
Other ‘ 1%
D5. Which of the following best describes the location wh live? Base: Domestic (1152
S12. sz?choof tﬁe ?ol?m?r%g :r?ergf/ssgurecses ;oc;(;i ‘t?snema/t %i:ﬁgrﬁvf? Baassee: Doon:neesstil:c((1152)) Produced by Impact Research Ltd in strict confidence I M Pi(* I

D6. In which of the following ways do you use gas at (home)? Base: Domestic (1152)



SME CUSTOMER PROFILE

We interviewed mostly private sector businesses, with a good mix of business sizes.

Organisation type

Retail

Construction

Arts, entertainment, recreation & other services
Professional, scientific & technical
Education

Financial & insurance

Business administration & support services
Manufacturing

Health

Transport & storage (inc. postal)
Accommodation & food services

Property

Information & communication

Agriculture, forestry & fishing

Wholesale

Public administration & defence

Motor trades

Mining, quarrying & utilities

14%
12%

8%
8%

5%

HE
el W
glefelel.
SIS 12
>
A2
> I
=
>

™ Employee Size
o 33%
22%
1 Sole trader 2to9 10to 20 21 to 50
I ( Y J L ! J
Micro: 58% Small: 42%

S8: Which of the following best describes the organisation you work for? Base: SMEs (153) . . ) n
S9: And what business sector best defines the main activity of the organisation you work for? Base: SMEs (153) Produced by Impact Research Ltd in strict confidence I M P—(* I

S4: How many people work at your organisation? If you have more than one business premises, please include these in your estimation. Base: SMEs (153)



SME CUSTOMER PROFILE

Most businesses use electricity and gas with one in five also having renewable energy.

Fuel usage type

- ‘ 4
94% 87% 17%
Mains Mains Renewable
electricity " gas energy
supply L1 11 supply

Location of business | A St business 5 |

Urban (36%)
27%  Urban >
46%  Suburban >

@ 27% Rural

D5. Which of the following best describes the location where you work? Base: SMEs (153)
S5. Which of the following energy sources do you use at your organisation? Base: SMEs (153)

7%
Other fuel
source e.g. oil
or gas
canisters

Produced by Impact Research Ltd in strict confidence I M Pi{* I



AWARENESS AND PERCEPTIONS
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AWARENESS OF WWU

Although most have heard of WWU, there are demographic differences, with those aged 18-24 years and in SEG E being
least likely. Most have heard of WWU from seeing their vans, although those aged 18-24 years are more likely to have

heard about them f th bsite.
eard aboutthem from the website How/in what places have you heard of

Wales and West Utilities?

Before today, had you previously heard . ,
of Wales and West Utilities? . SEG A (53%) :
18-24 years E | SEG B (40%) E

[TTTTTTTTTTo T ommmmmmommm i (41%) | ! t 18-24 years (44%) |

SME (87%) SRR S - 25-34 years (39%) |

Wales (80%) ! ! E Urban (44%) I

25-34 years (85%) : | Wales (35%) :

Not vulnerable (79%) : e et btubtnleetebtuttod

Male (78%) | mTTTo T oo : 55+ years (22%) |

Not ethnic minority (77%) | : Digi tf’lly ! | England (26%) |

Homeowner (79%) : :‘ deprived | ‘ Suburban (27%) :
f--TTTooITToTITIIIITIIIIIIIN 42% |~ (6%) ¥ Digitally deprived (0%)

18-24 years (56%)

Female (72%)
Local authority housing (67%)
SEG E (62%)

Future bill payers (46%)

1
1
1
|
Vulnerable (72%) |
1
1
1
1
1

mYes H No England (73%) o
Ethnic minority (66%) 2%

Digitally deprived (49%) e

Seen their Seen News Website Other At events

vans roadworks

A1 Before today, had you previously heard of Wales and West Utilities? (Base all: 1405) Produced by Impact Research Ltd in strict confidence 18 I M P*(* I
A2 How/in what places have you heard of Wales and West Utilities? (Base those who have heard of WWU: 1066) yimp -



CONTACT WITH WWU

Although only around 1 in 7 customers have had contact with WWU in the past, small businesses are the most likely
group to have done so, with around in 1 in 3 having had contact.

i ?
Before today, have you ever had contact with WWU What did you contact WWU about?

25-34 years (26%)
35-54 years (19%)

! i * Anunplanned gas leak/emergency (36%)
! SEG A (27%) E
it SEG B (21%) !

* A gas connection network (31%) ------ t Urban (49%)

Small business (35%) * A planned supply interruption (23%)

Wales (18%)

Urban (24%)
------- i 85%

* Road works or re-instalment of land (16%)

55+ years (7%) * Working in partnership with WWU (6%)

SEG D (8%)
England (12%)

1

1 1
1 1
1 1
1 1
1 1
1 1
! ‘ Domestic (14%) |
1 1
1 1
1 1
1 1
1 1
1

When did you last contact WWU?

Micro business (18%)

0
Suburban (12%) 27% 23% 22%
Unaware of WWU (0%) 20% °
_________ P
15%
’ 8%
Yes No Within the last Within the last Within the last Within the last Not within the
month 6 months year 2-3 years last 2-3 years
A4. Before today, have you ever had to contact Wales and West Utilities (WWU)? (Base: 1405)
A5. And on the last occasion you needed to contact WWU, what did you contact them about? (Those who have made contact base: 245) Produced by Impact Research Ltd in strict confidence I M P *(* I

A6 When did you last contact Wales and West Utilities? (Those who have made contact base: 245)



CONCERNS (DOMESTIC)

The impact of cost of living on the economy is domestic customers’ primary concern. There are several subgroup

differences, with ‘keeping up with household bills’ being more of a concern for vulnerable customers and those in SEG D,
whilst ethnic minorities are substantially more likely to be concerned about job security.

The impact of the
Cost of Living on
the UK economy

Climate change 17%
Being able to
keep up with 20%
household bills
Your job security 12% 26% 35% 23%
B Very concerned B Fairly concerned Not very concerned Not at all concerned

A8. Thinking about the situation today, how concerned are you, if at all, about each of the following? (Domestic base: 1252)

% very/fairly
concerned (T2B)

______________________________________

|
9%I

10%

90% !

i t Female (77%)
72% | SEG B (83%)

: 25-34 years (78%)

: 35-54 years (78%)

: Female (76%)
70% i SEG D (81%)

! Vulnerable (79%)

! Urban (79%)

: Local authority

| housing (84%)

35-54 years (46%)
Wales (42%)

Ethnic minority (53%) |
Private rented (47%) |

Male (86%)
Not vulnerable
(87%)

55+ years (63%)
Male (64%)

SEG B (58%)

Not vulnerable
(60%)
Homeowner (64%)

England (33%)
Not ethnic
minority (36%)
Homeowner (33%)



CONCERNS (SME)

Climate change is the greatest concern for businesses. There were no significant differences between micro and small

SMEs.

% very/fairly
concerned (T2B)

Climate change 12% 7% 79%
The financial
outlook of your 31% 12% 57%
business
Being able to
keep up with 34% 16% 50%
business bills
B Very concerned M Fairly concerned Not very concerned Not at all concerned B Don't know

Micro
(T2B)

77%

58%

53%

A8. Thinking about the situation today, how concerned are you, if at all, about each of the following? (SME base: 153) Produced by Impact Research Ltd in strict confidence

Small
(T2B)

82%

55%

46%
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ENVIRONMENTAL PERCEPTIONS

Most agree that they / their business either would make or have made changes to benefit the environment — particularly
small businesses, more so than micro. SEG E are much less likely to believe there should be investment in zero carbon energy.

% agree (T2B)
| / My business would make  pemoerey 1L Microbusiness |
o I . 69% | SEGB(81%) 1 o (56%) :
or has already made changes YA 20% o Small business ' | Digitally !
. . | o I 1
to benefit the environment. ] (83%) ¥ deprived (45%) |
There should be greater E | E SEG E (48%)
. o - 00 1
investment in zero carbon R EESA 20% 65% :t ig:;years (76%), ! ‘ Digitally
i (76%) " deori .
energy i . eprived (39%)
L o __ C oo
It's not worth me doing things
to help the environment if 21% 15% 7% 22%

others don't do the same

B Don't know M1 -Strongly disagree M2 —Disagree = 3 — Neither agree nor disagree B4 — Agree M5 —Strongly agree

A9. How much do you agree or disagree with each of the following statements about the environment? (Base: 1405) Produced by Impact Research Ltd in strict confidence 22 I M Pj,(* I



PERCEIVED IMPORTANCE OF INNOVATION BENEFITS

Cost-saving efficiencies are the most important innovation for most groups, although domestic customers aged 25-34
years are also very interested in innovation that makes their lives easier.

% agree (T2B)

Cost saving efficiencies 7% 89%

-F--—----

FC T T T Tt T T T T T |
Making life easier I 14% 42% 39% 81% :125-34years(90%) i

1

1 1

_______________________________

i Other suggested benefits (<1% i
: each): !
'« Economic growth :
. * Increased safety I
79% "+ Health benefits |

Protecting the environment 14%

* Educating communities

* Increased efficiency &
reduced disruption

* Security of the future network

B Don't know B 1—Very unimportant B2 — Unimportant = 3 — Neither important nor unimportant B4 —Important B 5 — Very important

IV1. Part of WWU’s business plan is to deliver innovation across the gas network. Innovation in relation to the gas industry means using new technologies and

methods to make gas delivery safer, more efficient, and environmentally friendly. This includes better ways to detect and fix leaks, supporting vulnerable R !
customers, and supporting the energy transition to net zero. . ) ) n

. ' . ' : L . Produced by | tR h Ltd in strict confid !
How important to [your household DOMESTIC/ your business SME] are these benefits associated with innovation? (Base all: 1405) rodueed by impact nesearc netretcontigence 23 I M P- * I

IV2. Are there any other benefits of innovation that you can think of? (Base all: 1405)
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PLANNED ACTIVITIES

NET ZERO COMMITMENTS: CUSTOMER COMMITMENTS:
Making our network hydrogen-ready Supporting our customers
When we are upgrading old metal gas pipes in Each year we will help up to 10,000 people on
industrial areas that want hydrogen for heating, low incomes who struggle to pay their energy
we will invest more to also upgrade gas pipes in bills. We will partner with charities to provide
nearby areas so that they are hydrogen-ready. energy efficiency advice and access to grants.
Supporting our customers (Net Zero) Educating customers about carbon monoxide
Train our customer facing employees and Send information about the dangers of carbon
partners to give customers information on the monoxide to 250,000 homes each year and
transition to Net Zero as part of their normal provide 5,000 carbon monoxide alarms to at
customer contact activities. risk homes
Supporting both hydrogen and electricity Referring disadvantaged customers to the PSR
Spend money on activities that support a move Work with partner organisations to refer 8,000
from natural gas to both hydrogen and customers to the PSR. Provide energy efficiency
electrification, including the replacement of and Net Zero advice to 10,000 customers. Fund
heating and cooking systems. up to 200 repairs and 50 appliance replacements.




ADVANCED ACTIVITIES

NET ZERO COMMITMENTS:

Making our network hydrogen-ready

CUSTOMER COMMITMENTS:

Supporting our customers

Prepare as much of network as possible for
hydrogen instead of only focusing on areas where
we are already doing planned upgrade work.

Each year we will help up to 20,000 people on low
incomes who struggle to pay their energy bills. We will
partner with charities to provide energy efficiency
advice and access to grants.

Supporting our customers (Net Zero)

Increased spend on activities that support a move
from natural gas to both hydrogen and
electrification, including to repurpose the
network to carry hydrogen more quickly.

Supporting both hydrogen and electricity

Train our customer facing employees and
partners to give customers information on Net
Zero. Also, proactively take information to
customers most involved in Net Zero and into
communities.

Educating customers about carbon monoxide

Send information about the dangers of carbon
monoxide to 500,000 homes each year. Provide 10,000
carbon monoxide alarms to at risk homes including
accessible alarms for people with sensory impairments

Referring disadvantaged customers to the PSR

Work with partner organisations to refer 12,000 customers
to the PSR. Provide energy efficiency and Net Zero advice
to 20,000 customers as well as helping them to access
welfare benefits.




MAX DIFF EXPLANATION

Max Diff is an innovative
approach to prioritisation
which can determine not
only the rank order of items,
but also the relative
‘distance’ between items. In
this way it offers the benefits . £&
of both ranking and rating
scales. -

/Respondents did 2 exercises. In each they saw a series\
of 4 screens which included three statements per
screen, each with two levels (planned and advanced).

A total of 12 statements were tested (6 commitments x 2

Qevels) /

/

\

They then ranked the 6 commitments so that we had
a final overall measure of priority

o

%




THE QUESTION ASKED OF RESPONDENTS WAS...

We will show you 3 different ‘commitments’ and we would like you to indicate which one you feel is the most important to you and

which is least important. We will then repeat this exercise several more times, showing you a different combination of commitments
each time.

E.g. Which of these would have the most benefit and which would have the least benefit for you and your household.
Hover over the statements for more information.

Most Appealing Least Appealing

] Prepare as much of network as possible for hydrogen instead of only focusing on
areas where we are already doing planned upgrade work.

] Only spend money on activities that support a move from natural gas to both ]
hydrogen and electrification, maintaining choice for customers.
0 Train our customer facing employees and partners to give customers information on ]

the transition to net zero as part of their normal customer contact activities.
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From the max diff exercise, customers said the top 3 priorities are...

1St Each year we will help up to 20,000 people on low incomes who

struggle to pay their energy bills. We will partner with charities to provide
energy efficiency advice and access to grants.

an When we are upgrading old metal gas pipes in industrial areas

that want hydrogen for heating, we will invest more to also upgrade gas
pipes in nearby areas so that they are hydrogen-ready.

3rd Send information about the dangers of carbon

monoxide to 500,000 properties each year. Provide 10,000
carbon monoxide alarms to at risk properties including
accessible alarms for people with sensory impairments

Max Diff exercise. Please carefully read the information about these commitments and answer the questions which
appear later by choosing the ones that will give the most benefit.
Base: All Domestic (1252).

Domestic and SME
customers show
similar priorities

Domestic SME

28.9 27.2

11.5 13.4

10.8 11.1

Importance score shared across a
total of 100

Produced by Impact Research Ltd in strict confidence 29 I M Pi(* I



Importance score shared across a

IMPORTANCE MEASURES OVERALL oot 100

Helping people on low incomes is the dominant priority for all customers, domestic and SME

) 28.9
Supporting our customers (Advanced)

27.2

Making your network hydrogen ready (Planned)

Educating customers about carbon monoxide (Advanced)

Supporting both hydrogen and electricity (Advanced)
Domestic: Dark coloured (Top) bar

SME: Light coloured (Bottom) bar

Reffering disadvantaged customers to the PSR (Advanced)
Supporting our customers (Planned)

Making your network hydrogen ready (Advanced)
Supporting both hydrogen and electricity (Planned)

Educating customers about carbon monoxide (Planned)

- Net zero commitment Planned
I et zero commitment Advanced
I Customer commitment Planned
B Customer commitment Advanced

Supporting our customers (Net Zero - Advanced)
Reffering disadvantaged customers to the PSR (Planned)

Supporting our customers (Net Zero - Planned)

E/?SE [5)'.?:-: 1252 Domestic, 153 SME Produced-bytmpactReseareh-idHn-strictconfidenee ! 1 Pi A
ax Di




IMPORTANCE MEASURES: Net zero commitments

The most important net zero commitment: “‘When we are upgrading old metal gas pipes in industrial areas that want
hydrogen for heating, more investment to also upgrade gas pipes in nearby areas so that they are hydrogen-ready’

&
©

Supporting both hydrogen and
electricity (planned)

3.1

11.5

Making your network hydrogen
ready (planned)

. 2.7
Supporting customers (Net Zero -

planned)
2.9

13.4

8.4

Supporting both hydrogen and
electricity (advanced)

8.6

7.1
Making your network hydrogen

ready (advanced)

Supporting customers (Net Zero -
advanced)

w
N H
U

Domestic: Dark coloured (Top) bar
Jase sie 1252 Domestic, 153 5ME SME: Light coloured (Bottom) bar

0 Those in social group A and group C place less priority
on ‘WWU increasing spend on activities that support a
move from natural gas to both hydrogen and
electrification’.

O Micro SMEs place greater priority on “When we are

upgrading old metal gas pipes in industrial areas that
want hydrogen for heating, we will invest more to also

upgrade gas pipes in nearby areas so that they are
hydrogen-ready.

Importance score shared across a
total of 100

Produced by Impact Research Ltd in strict confidence I M Pi(* I



IMPORTANCE MEASURES: Customer commitments

The most important customer commitment: ‘Each year helping up to 20,000 people on low incomes who struggle to pay
their energy bills and partnering with charities to provide energy efficiency advice and access to grants’.

Supporting our customers (planned)

Educating customers about carbon monoxide
(planned)

Referring disadvantaged customers to the PSR
(planned)

Supporting our customers (advanced)

Educating customers about carbon monoxide
(advanced)

Referring disadvantaged customers to the PSR
(advanced)

Base size: 1252 Domestic, 153 SME
Max Diff

7.7

10.8

111

a

g

28.9

27.18

Domestic: Dark coloured (Top) bar
SME: Light coloured (Bottom) bar

Those in social group A, social group E and
those with a vulnerability place even higher
priority on “‘WWU helping up to 20,000
people on low incomes’.

Those in social group D (semi-skilled and
unskilled manual workers) place a higher
priority on ‘Send information about the
dangers of carbon monoxide to 500,000
properties each year. Provide 10,000 carbon
monoxide alarms to at risk properties
including accessible alarms for people with
sensory impairments’.

Importance score shared across a
total of 100

Produced by Impact Research Ltd in strict confidence I M Pi(* I



IMPORTANCE MEASURES: Domestic by subgroups

Importance score shared across a

total of 100
| | | | | | | | |
! ! ! ! Other | ! ' Contact | !
1 1 _ _ _ 1 1 : ' Digi 1 1 1 1
Total ' Male Female _o24 2534 3554 55+ | opin  SEGB SEGC1 SEGC2 SEGD SEGE « lome Private LA o nm Digitally Heardof © L " Future VULNER
1 | years years years  years | i owner rented housing . _ideprived; WWU Bill Payer ABLE
I I I I o-dation, I . WWuU I
1
a |
Supporting both hydrogen ;o 5 5 5.1 55 54
and electricity (planned) |
. | . 1 1 1 | | 1 |
Making your network 115 123 107 99 113 129 112 102 122 126 123 120 126 90 105 67 121 123 89 = 98
hydrogen ready (planned) | ! i . I I I I I
Supporting our customers 27
(Net Zero - planned) ’
. |
supporting both hydrogen g /= 1 g, 5 95 gy g 8 65 78 87 118 111 6 92 68 69 106 59 88 84 89 75
and electricity (advanced) i : I I I I I I I I
; l ' l : l : : :
Making your network 71 86 56 66 56 76 76 59 66 71 79 85 85 77 64 55 84 73 97 64 62
hydrogen ready (advanced) I ! I I I I I
Supporting our customers 3.4
(Net Zero - advanced) )
Supporting our customers
7.4
(planned)
Educating customers about
. 4.1
carbon monoxide (planned)
Referring disadvantaged
customers to the PSR 3
(planned)
Supporting our customers 28.9
(advanced)
Educating customers about i : I ! I I I I I I
carbon monoxide 108 & 96 119 85 81 104 125 76 9.7 129 103 88 121 95 8.0 68 61 107 92 91 92
(advanced) B : | B
Referring disadvantaged [ : I I I I I I I I
customers to the PSR 77 8 75 74 93 73 75 83 74 83 74 59 71 80 83 67 64 96 73 72 89 87
! . I : : I I : : I

(advanced)

Base size: 1252 Domestic
Max Diff

IMP:{sd)
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IMPORTANCE MEASURES: SME by subgroups

SME

Supporting both hydrogen and electricity (planned)

Making your network hydrogen ready (planned)

Supporting our customers (Net Zero - planned)

Supporting both hydrogen and electricity (advanced)

Making your network hydrogen ready (advanced)

Supporting our customers (Net Zero - advanced)

Supporting our customers (planned)

Educating customers about carbon monoxide (planned)

Referring disadvantaged customers to the PSR (planned)

Supporting our customers (advanced)

Educating customers about carbon monoxide (advanced)

Referring disadvantaged customers to the PSR (advanced)

Base size: 153 Domestic
Max Diff

SME Total

3.1

13.4

29

8.6

7.6

4.5

5.5

2.9

27.2

111

7.3

Micro SME Small SME

|
I 8.9 8.1
I
1
: 7.9 7.3
1

5.9
1
I 6.7
l
|
: 5.2 5.8
|

7.2 7.3

Produced by Impact Research Ltd in strict confidence
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WILLINGNESS TO ACCEPT
BILL INCREASES

IMP:\eq)

FROM INSIGHT TO INFLUENCE



- CVM is a method for determining customers’ willingness to
_accept different bill increases, contingent on service
improvements.

From the results we can work out the level of acceptance at any
given bill increase

*“.“"‘- = - . — - J:MM 2



BILL ACCEPTANCE - Planned vs Advanced Commitments

For £8 - £10 bill increases, acceptance among domestic customers is between 74% and 63%. For 1% - 2% increases,
acceptance among SME customers is between 83% and 61%. For both domestic and SME customers, bill increase

acceptance is only a little higher for the advanced commitments.

WWU CVM Results: Domestic

120%

100%

100%

80%

60%

40%
39%

20%

0%

£0 £2 f£4 £6 £8 £10 £12 £14 f£16 £18 £20

—8—Planned —e=Advanced

CVM (1252, 153)

WWU CVM Results: SME

120%

100%

100%

80%

60%

40%

20%

0,
12% 00
00% 03% 05% 1.0% 20% 3.0% 50% 80% 10.0%

e=—Planned == Advanced
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BILL ACCEPTANCE - Planned vs Advanced Commitments - Domestic

For those who were willing to accept a £20 annual bill increase, we asked how much more they would be willing to accept.
As this was an open-ended question, we show these additional values with the dotted lines below.
The number of responses for SME customers willing to accept 10% were too small to support analysis of higher WTP values

WWU CVM Results: Domestic

£0 £5 £10 £15 £20 £25 £30 £35 £40 £45 £50

CVM (1252, 153) Produced by Impact Research Ltd in strict confidence 38 I M Pi(* I



BILL ACCEPTANCE AND COMMITMENTS — Domestic Planned activities

Over the £8 - £10 range of bill increases, acceptance ranges from 71% to 63% of domestic customers.

WWU CVM Results: Domestic Bill increase £0  £1 £2 £3 £5 £8 £10 £15 £20
120% Take up 100% 92% 89% 85% 79% 71% 63% 48% 38%
(S:Eﬁﬁz;’;g both hydrogen and electricity 14% 14% 14% 14% 14% 14% 14% 14%
100%
. ?gf‘akr::ig)o”r”emorkhyd“’ge”ready 29% 29% 29% 29% 30% 30% 31% 32%
0,
(o]
Supporting our customers (Net Zero - 8% 8% 8% 8% 8% 8% 8% 8%
60% planned)
Supporting our customers (planned) 26% 26% 26% 26% 25% 25% 25% 25%
40%
Educat!ngcustomersaboutcarbon 12% 12% 12% 12% 12% 12% 12% 11%
monoxide (planned)
20%
Referring disadvantaged customers to 10% 10% 10% 10% 10% 10% 10% 10%
0% the PSR (planned)
(o]

£0 £2 £4 £6 £8 £10 £12 £14 £16 £18 £20

—e—Planned

Column % sum to 100, indicating
share of importance

As bills increase for domestic customers, ‘making your network hydrogen ready’
. . S .
and ‘supporting our customers’ maintain their importance b e e 0 IMP YR

CVM (1252)



BILL ACCEPTANCE AND COMMITMENTS- SME Planned activities

Over the 1% - 2% range of bill increases, acceptance ranges from 82% to 61% of domestic customers.

WWU CVM Results: SME Bill increase 0.0% 03% 0.5% 1.0% 2.0% 3.0% 5.0% 8.0% 10.0%
1509  |Take up 100% 95% 89% 82% 61% 50% 31% 22% 12%

Supporting both hydrogen and

. 15% 15% 15% 15% 16% 17% 18% 23%
electricity (planned)

100%

Making your network hydrogen ready

36% 36% 36% 36% 37% 39% 39% 36%
(planned)

80%

Supporting our customers (Net Zero -

10% 10% 10% 10% 9% 10% 8% 8%
planned)

60%

Supporting our customers (planned) 18% 18% 18% 16% 16% 16% 15% 14%
40%

Educating customers about carbon

. 14% 14% 14% 14% 14% 12% 13% 12%
monoxide (planned)

20%

Referring disadvantaged customers to

o the PSR (planned)
12 A)O%
0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10%

8% 8% 8% 8% 7% 6% 7% 7%

=e—"Planned

Column % sum to 100, indicating

As bills increase for SME customers, making the ‘network hydrogen ready’ share of importance

. . ¢ . I}
CVM (153) remains Important bUt SUpportlng our CUStomers fa”s away Produced by Impact Research Ltd in strict confidence 40 IM Pi(*l



BILL ACCEPTANCE AND COMMITMENTS—- Domestic Advanced activities

Over the £8 - £10 range of bill increases, acceptance ranges from 74% to 68% of domestic customers.

WWU CVM Results: Domestic

120%

100%

100%

80%

60%

40%

20%

0%

£0 £2 f4 £6 £8 £10 £12 £14  £16 £18  £20

——Advanced

Bill increase £0 £1 £2 £3 £5 £8 £10 £15 £20
Take up 100% 92% 89% 86% 81% 74% 68% 56% 41%
Supporting both hydrogen and 16% 16% 16% 16% 16% 16% 17% 17%
electricity (advanced)
Making your network hydrogen ready 13% 13% 13% 13% 13% 13% 13% 13%
(advanced)
Supporting our customers (Net Zero - 7% 79% 7% 79% 7% 79% 79% 6%
advanced)
Supporting our customers (advanced) 35% 35% 35% 35% 35% 34% 34% 34%
Educat!ng customers about carbon 17% 17% 17% 17% 17% 17% 17% 16%
monoxide (advanced)
Referring disadvantaged customers to
13% 13% 13% 13% 13% 13% 13% 13%

the PSR (advanced)

As bills increase for domestic customers, priorities remain fairly consistent

CVM (1252)

Column % sum to 100, indicating
share of importance

Produced by Impact Research Ltd in strict confidence
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BILL ACCEPTANCE AND COMMITMENTS—- SME Advanced activities

Over the 1% - 2% range of bill increases, acceptance ranges from 83% to 67% of domestic customers.

. Bill increase 0.0% 0.3% 0.5% 1.0% 2.0% 3.0% 5.0% 8.0% 10.0%
WWU CVM Results: SME
120% Take up 100% 95% 89% 83% 67% 56% 35% 23% 12%
(0]
Supporting both hydrogen and 17% 17% 17% 17% 17% 18% 20% 22%
electricity (advanced)
100%
Making your network hydrogen ready 14% 14% 14% 14% 14% 14% 15% 10%
30% (advanced)
(0]
Supporting our customers (Net Zero - 9% 9% 9% 9% 8% 8% 7% 6%
60% advanced)
Supporting our customers (advanced) 30% 30% 30% 29% 29% 29% 28% 29%
40% _
53% Educat{ngcustomersaboutcarbon 18% 18% 18% 18% 19% 18% 18% 19%
monoxide (advanced)
129%20%
Referring disadvantaged customers to 13% 13% 13% 13% 13% 13% 12% 13%
the PSR (advanced)
0%

0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10%

—e— Advanced

Column % sum to 100, indicating
share of importance

As bills increase for SME customers, priorities remain consistent
CVM (153) Produced by Impact Research Ltd in strict confidence 42 IM Pi(*l



SUMMARY OF FINDINGS

1 AC |

FROM INSIGHT TO INFLUENCE



Summary of Findings

* Helping people on low incomes is the dominant priority for all
customers, domestic and SME

Prio;ity commitme?t e For £8 - £10 bill increases, acceptance among domestic customers is
t
and acceptance o between 74% and 63%.

bill increases
* For 1% - 2% increases, acceptance among SME customers is between
83% and 61%.

* Although most have heard of WWU, there are demographic differences, with those 18-24 years
old and in SEG E being least likely to know them.

* Although around 6 in 7 customers have not had contact with WWU in the past, small businesses
are the most likely group to have done so, with around in 1 in 3 having had contact.

* The impact of cost of living on the economy is domestic customers’ primary concern, whereas for
SMEs it is climate change, even more than financial concerns.

e Cost-saving efficiencies are the most important innovation for most groups, but ‘making life
easier’ and ‘protecting the environment’ are not far behind

Other observations

Produced by Impact Research Ltd in strict confidence I M Pi{* I
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WTP AND BILL ACCEPTANCE - Planned activities by Domestic sub-groups

55+ Private LA Digitally Heard of

Contact Future
with Bill
WWU  Payer

Total Male Female T SEGA SEGB SEGC1 SEGC2 i) |t Other deprived WWU

CVM: Average

WTP £12.92 | £12.85 | £13.00 | £11.93 | £13.42 | £12.74 | £13.10 | £12.89 | £12.77 | £13.70 | £13.36 | £13.19 | £9.97 | £13.15 | £13.45 | £11.84 | £11.46 | £10.29 | £13.28 | £13.49 | £12.12 | £11.77

CVM: Lower

(95% LoC) £11.80 | £11.28 | £11.40 | £8.48 | £10.69 | £10.52 | £11.49 | £10.12 | £10.21 | £11.80 | £10.53 | £8.44 | £6.57 | £11.77 | £10.60 | £9.04 | £5.71 | £6.62 | £12.00 | £10.58 | £7.01 | £9.24
(J

CVM: Upper

(95% LoC) £14.04 | £14.41 | £14.60 | £15.39 | £16.15 | £14.95 | £14.71 | £15.67 | £15.33 | £15.61 | £16.20 | £17.93 | £13.38 | £14.53 | £16.30 | £14.65 | £17.21 | £13.96 | £14.55 | £16.40 | £17.24 | £14.30
(J

SOITI\'I)I: fiedian £14.38 | £15.10 | £13.83 | £11.71 | £15.03 | £14.06 | £15.21 | £13.64 | £13.81 | £17.44 | £15.61 | £15.48 | £8.91 | £15.11 | £14.77 | £12.51 | £11.41 | £10.43 | £15.51 | £16.10 | £12.34 | £12.26
CVM: Lower
third £9.15 £9.02 £9.23 £7.74 £9.51 £9.14 £9.46 £9.42 £9.13 | £10.41 | £9.84 £8.86 £5.27 £9.37 | £10.26 | £7.22 £7.66 £6.67 £9.66 £9.60 £7.76 £7.28
::I:ll:\:li Upper £20.00 | £20.00 | £20.00 | £18.13 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £13.68 | £20.00 | £20.00 | £19.21 | £16.70 | £13.63 | £20.00 | £20.00 | £17.93 | £18.81
£8.00 bill
increase 71% 70% 73% 66% 74% 71% 72% 72% 71% 75% 74% 69% 56% 73% 74% 64% 66% 62% 73% 76% 66% 65%
£10.00 bill
increase 63% 64% 63% 55% 64% 64% 65% 65% 63% 68% 66% 63% 43% 64% 68% 58% 55% 52% 65% 64% 59% 57%
£20.00 bill
increase 39% 39% 39% 29% 43% 36% 42% 39% 36% 45% 43% 39% 23% 42% 37% 32% 28% 17% 42% 44% 29% 31%

Elasticity (for
£1 increase | -0.030 | -0.030 | -0.031 | -0.035 | -0.028 | -0.032 | -0.029 | -0.031 | -0.032 | -0.028 | -0.029 | -0.030 | -0.038 | -0.029 | -0.032 | -0.034 | -0.036 | -0.042 | -0.029 | -0.028 | -0.036 | -0.035
in annual bill)
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WTP AND BILL ACCEPTANCE - Planned activities by SME sub-groups

Contact with

Micro SME Small SME Heard of WWU

wwu
CVM: Average WTP 3.7% 3.8% 3.5% 3.8% 3.9%
CVM: Lower (95% LoC) 2.2% 1.8% 1.3% 2.2% 1.0%
CVM: Upper (95% LoC) 5.1% 5.7% 5.7% 5.4% 6.8%
CVM: Median WTP 3.0% 3.2% 2.9% 3.1% 3.4%
CVM: Lower third 1.7% 1.7% 1.8% 1.8% 1.6%
CVM: Upper third 4.7% 5.0% 4.4% 5.0% 5.0%
1% bill increase 82% 83% 80% 82% 77%
2% bill increase 61% 60% 63% 62% 59%
10% bill increase 12% 13% 11% 14% 13%
Elasticity (for 1% increase in annual bill) -8.824 -8.750 -8.923 -8.647 -8.718

CVM (1405)

Produced by Impact Research Ltd in strict confidence
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WTP AND BILL ACCEPTANCE — Advanced activities by Domestic sub-groups

Contact Future
with Bill
WWU  Payer

18-24 25-34 35-54 Private LA Digitally Heard of

Uizl il el years years years SE SEG €1 rented housing Rtek deprived WWU

CVM: Average

WTP £13.69 | £13.54 | £13.85 | £13.02 | £14.21 | £13.62 | £13.72 | £13.52 | £13.53 | £14.30 | £14.23 | £14.22 | £11.26 | £13.92 | £14.22 | £12.43 | £13.10 | £11.22 | £14.08 | £14.64 | £12.71 | £12.56

CVM: Lower

(95% LoC) £12.55 | £11.97 | £12.21 | £9.51 | £11.41 | £11.38 | £12.09 | £10.66 | £10.94 | £12.37 | £11.40 | £9.58 | £7.74 | £12.52 | £11.37 | £9.55 | £7.09 | £7.38 | £12.79 | £11.67 | £7.52 | £9.96
(J

CVM: Upper

(95% LoC) £14.83 | £15.10 | £15.50 | £16.52 | £17.02 | £15.85 | £15.35 | £16.38 | £16.13 | £16.23 | £17.06 | £18.86 | £14.77 | £15.31 | £17.07 | £15.30 | £19.11 | £15.06 | £15.36 | £17.62 | £17.90 | £15.16
(J

SOITI\'I)I: fiedian £17.06 | £17.39 | £16.74 | £14.31 | £18.19 | £16.66 | £17.70 | £16.10 | £16.18 | £18.57 | £18.35 | £18.09 | £11.42 | £18.10 | £16.91 | £14.08 | £14.23 | £11.64 | £18.03 | £18.98 | £13.62 | £14.12
CVM: Lower
third £10.73 | £10.60 | £10.80 | £8.90 | £11.73 | £10.91 | £11.02 | £9.79 | £10.32 | £12.69 | £12.61 | £12.44 | £6.62 | £11.28 | £12.00 | £8.43 £9.73 £7.67 | £11.92 | £13.45 | £8.50 £8.72
::I:ll:\:li Upper £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £20.00 | £17.58 | £20.00 | £20.00 | £19.61 | £19.92 | £16.40 | £20.00 | £20.00 | £18.76 | £19.66
£8.00 bill
increase 74% 72% 76% 71% 76% 74% 74% 74% 74% 77% 76% 72% 62% 74% 78% 68% 75% 66% 75% 79% 68% 70%
£10.00 bill
increase 68% 68% 69% 62% 71% 69% 69% 66% 68% 72% 74% 70% 54% 69% 74% 61% 65% 56% 71% 74% 63% 62%
EZO'OO bl” 0, 0, 0, 0, [) ) ) o) 0, 0, 0, 0, 0, 0, 0, 0, 0, 0, 0, 0, 0, 0,
increase 41% 42% 41% 34% 45% 38% 44% 42% 38% 45% 45% 42% 28% 44% 40% 32% 33% 20% 44% 47% 29% 32%

Elasticity (for
£1 increase |-0.029 | -0.029 | -0.030 | -0.033 | -0.027 | -0.031 | -0.028 | -0.029 | -0.031 | -0.027 | -0.028 | -0.029 | -0.036 | -0.028 | -0.030 | -0.034 | -0.033 | -0.040 | -0.028 | -0.027 | -0.035 | -0.034
in annual bill)
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WTP AND BILL ACCEPTANCE — Advanced activities by SME sub-groups

Contact with

Micro SME Small SME Heard of WWU

wwu
CVM: Average WTP 4.0% 4.1% 3.8% 4.1% 4.0%
CVM: Lower (95% LoC) 2.4% 2.1% 1.5% 2.4% 1.0%
CVM: Upper (95% LoC) 5.5% 6.2% 6.1% 5.8% 6.9%
CVM: Median WTP 3.6% 3.8% 3.4% 3.7% 3.4%
CVM: Lower third 2.0% 2.0% 2.1% 2.1% 2.0%
CVM: Upper third 5.5% 6.1% 4.8% 6.0% 5.0%
1% bill increase 83% 85% 80% 82% 77%
2% bill increase 67% 66% 68% 68% 67%
10% bill increase 12% 13% 11% 14% 13%
Elasticity (for 1% increase in annual bill) -8.824 -8.750 -8.923 -8.647 -8.718

CVM (1405)

Produced by Impact Research Ltd in strict confidence
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WTP VALUES PER COMMITMENT

0000 o eomss

Supporting both hydrogen and electricity £1.72 £1.99 0.5% 0.6%
Making your network hydrogen ready £3.52 fl1.61 1.3% 0.5%
Supporting our customers (Net Zero) £0.99 £0.86 0.3% 0.3%
Supporting our customers £3.07 £4.46 0.6% 1.1%
Educating customers about carbon monoxide £1.48 £2.16 0.5% 0.7%
Referring disadvantaged customers to the PSR £1.21 £1.65 0.3% 0.5%

CVM (1405)
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HOW SOCIO-ECONIOMIC GROUPS ARE DEFINED

ASK DOMESTIC CUSTOMERS ONLY

D2

PN

D3

We are looking for a range of different people to take part in our research. May we ask Which ONE of the following categories best describes the employment status of the
Chief Income Earner (CIE) in your household?
If you or the chief income earner are self-employed, please tick the option that most relates to the type of work you/they do for the company(s) you/they work for.
Semi or unskilled manual worker (e.g., Caretaker, Park keeper, non-HGV driver, shop assistant etc.)
Skilled manual worker (e.g., Bricklayer, Carpenter, Plumber, Painter, Bus/ Ambulance Driver, HGV driver, pub/bar worker etc.)
Supervisory or clerical/ junior managerial/ professional/ administrative (e.g., Office worker, Student Doctor, Foreman with 25+ employees, salesperson, etc.)
Intermediate managerial/ professional/ administrative (e.g., Newly qualified (under 3 years) doctor, Solicitor, Board director of small organisation, middle manager in large
organisation, principal officer in civil service/local government etc.)
Higher managerial/ professional/ administrative (e.g., Doctor, Solicitor, Board Director in a large organisation 200+ employees, top level civil servant/public service employee etc.)
Student
Casual worker — not in permanent employment
Housewife/ Homemaker
Retired
Unemployed or not working due to long-term sickness
Full-time carer of another household member

ASKIFD2=9
Which ONE of the following categories best describes the employment status of the Chief Income Earner before they retired (as their primary career)?.

SHOW THE SAME LIST AS D2, EXCLUDING CODE 9

AUTOMATICALLY CODE QUESTIONS D2 OR D3 INTO SOCIAL ECONOMIC GRADE AS FOLLOWS:

CODE 1 D
CODE 2 C2
CODE3 OR6 C1
CODE 4 B
CODE 5 A
CODE7OR8OR110R12 E

Produced by Impact Research Ltd in strict confidence 51 I M Pi{* I
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