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Executive summary N

o The current WWU business plan is still very relevant\

o The order of importance at a summary group level is ‘ DELIVERING VALUE FOR MONEY
the same for domestic and SME customers and \

unchanged from 2021
o There are some changes at the commitment level, 6 DEMANDING SAFETY ALWAYS

. ) . \

particularly with some key environmentally focused \ :

commitments becoming less important and value-for- |

money commitments becoming more important | ‘ DOING ALL WE CAN TO PROVIDE SUSTAINABLE ENERGY
o There is continued concern for the environment, ,' /

however, costs and affordability in customers immediate ,

environment has risen in the past year with the cost DRIVING OUTSTANDING SERVICE

pressures in the economy

o There appears to be generally more importance pIaced
across many commitments in 2022 rather than a few l DIERIGILLYE Gl SUTUIE

taking most of the weight as seen in 2021
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5 most important commitments

Domestic

Keep charges down to the lowest practical level, |
by keeping our portion* of the household bill
at an average of £133 a year, through to 2026

Attend gas emergencies in under an hour, on
average, to keep our customers safe

Make sure customers get the best value for
money by becoming a more efficient business

y,
Connect more people to the gas network who A
are on a |l ow incomes and unable to keep their
homes warm at a reasonable cost )
Increase safety for over half a million people )
living near old metal gas pipes by spending an
additional £400m to replace them )

SME

Keep charges down to the lowest practical level

N

Z

Reuse and recycle at least 80% of our
operational and general business waste by 2026
and send zero waste to landfill by 2035

N
Make sure customers get the best value for
money by becoming a more efficient business
y,
N\

v,

S
carbon monoxide advice and help for those who
are living in vulnerable situations and/or who
are on a low income and unable to keep their

upport the provision of financial, energy, and )

homes warm at a reasonable cost W,
N\
Attend gas emergencies in under an hour, on
average, to keep our customers safe
y,
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Research overview
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Background & business needs

Ahead of submitting their GD2 business plan for the period 2021 to 2026, Wales and West Utilities (WWU)
engaged extensively with their customers to ensure their plan met customer needs. The plan documents

WWU priorities underpinned by 25 business commitments. These commitments are aligned with UN

Sustainable development goals

This included quantitative research to identify
customer priorities using a MaxDiff exercise, last
updated at the start of 2021

The social, economic and environmental macro
environment continues to rapidly change, and WWU wish
to understand how this has impacted customer priorities

‘‘‘‘‘‘‘‘
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‘ Our A
Sustainable Dy

WWU strategy & priorities tain (

[
r
2021-2026 w A ;
1 o

Demanding
SAFETY ALWAYS
DeIivering WZ r;]eveltrhco]rcnpromilsle on the sa(ljfety,twellbeing
and health of our colleagues and customers,
VALUE FOR MONEY always raising the bar and improving standards /

We always spend and invest more wisely,
working smarter to offer affordable, value for

\ money services

Doing all we can to provide
SUSTAINABLE ENERGY

We're future proofing to deliver reliable, greener
energy for heat, power and transport, and reducing
our environmental impact to achieve net zero targets /

Designing
OUR FUTURE
We're building a skilled, resilient, and diverse
team to work in partnership with our
\ stakeholders

Driving

OUTSTANDING SERVICE

We strive to exceed customer expectations by
offering fair, inclusive, quality services for all,

whilst looking after those most in need /
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Research questions

What impact has changes
in social, economic and
environmental factors
had on customer
priorities? Are the
commitments identified
for 2021-2026
appropriate (and if not,
why?)

Are there any new or
emerging areas of
importance? How

important are these

relative to existing

priorities?

How do priorities vary by
customer group (different
demographics and
geographies)?

What do priorities mean

to customers? What are

their expectations for a

GDN?

ACcent



Research approach

The quantitative survey was designed based on
insights from the qualitative phase. The wording of
the commitments was condensed and simplified to

be suitable for a MaxDiff exercise, and additional

Where quotas were relaxed to ensure an

A collaborative workshop with WWU, Accent, survey items were developed to segment the data adequate sample size was achieved, the
and the qualitative agency launched the and provide explanations for the MaxDiff results. data were weighted to the precise
project. The meeting was used to factor the Cognitive interviews with 5 domestic customers and demographic and customer characteristics
specific needs of the different parties into the one Business customer were used to test and data to be representative of the population
project design. improve the scripted survey and MaxDiff exercise. in WWU's operational area.

Inception workshop Quantitative design Analysis

Qualitative deep dive

The qualitative phase (led by Traverse) consisted of
four, two-hour, focus groups with 27 domestic
customers and 45-minute depth interviews with 10
business customers. Its purpose was primarily to
understand if customers find the business priorities
and commitments clear and easy to understand and
if the commitments remain appropriate

Fieldwork

The fieldwork was designed to be inclusive and
representative of WWU customers. An online survey was
used to engage with WWU domestic, business, and future
customers, whilst face-to-face interviews targeted digitally
excluded, vulnerable and business customers. Quotas were
set based on relevant census and government datasets.
This has allowed us to look at results by different customer
types, including demographics (age, gender, social grade),
location (South Wales, North and Mid Wales, South West
England, South West England; Rural vs urban), on and off
gas, vulnerable situations (including fuel poverty, BAME -
communities), housing tenure, and businesses size. ACC@Ht
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Survey design

The survey length was approx. 20 minutes and covered the following topics
® Covid-19 checks and digital access [face-to-face
only]

® Demographic and business characteristics
profiler

® Awareness of WWU and Priority Service Register
(PSR) use and eligibility

® MaxDiff exercise

® Social attitudes and attitudes towards Net Zero
and the economy

11 ACcent



Sampling and weighting

_Domestic'________—————————————————IrBusiness ——————————————————————
| ® | Online: 790 interviews were conducted online. Quotas were set for the | : 134 interviews across both the online and face-to-face methods were
——=——— following key subgroups of interest, including: I conducted with businesses. This provided a robust sample to allow the data to
I be analysed on a stand-alone basis. Businesses with fewer than 50 employees
»  Demographics: age (18-34, 35-64, 65+), gender, social grade (AB, | | Were targeted for this research:
C1, C2, DE) I | | Online:- we interviewed 98 small and micro business decision-
e Location: South Wales, North and Mid Wales, South West England, | 1 ® makers
South West England; Rural vs urban areas I
* Onandoffgas I Face-to-face: 36 supplementary face-to-face business interviews were
«  Current/future customers 1 2 ﬁ completed, mainly targeting sole traders and micro businesses that
(| I:l.'-.l._'.l.l are challenging to find online. A £10 incentive was provided as a thank
Face-to-face: 161 targeted interviews were completed to ensure the : | you for taking part.
inclusion of the digitally disengaged and to boost the proportion of I :
';T?:] interviews with vulnerable customers / customers from BAME |
communities who are less likely to be on online panels. A £5 incentive |
was included as a thank you for taking part. I

12

The sample is sufficiently robust to draw conclusions at a total level with a margin of error of 2-4%

The sampling approach allows for breakdown analysis of main segments i.e., Region, Demographics, Key Behavioural splits etc., where the
sample size is a minimum of 50 participants

The quotas were developed, and the data weighted, based on England and Wales Census data and ONS population estimates
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Sample overview
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Domestic customers: Demographics

951 interviews completed, representative of Wales and West Utilities region

14

D Online r Face-to-face
3% N .

Male 50% | 50% Female

&

Q29. Are you... Male/Female. Base: 949

Social Economic Grade

!

! !
| |
! !
! o !
| DE |
' 26% 21% ,
| |
! !
! !
| |
! !
! !
| |
! !
| |
! !
i

Age group

25t0 34 N 12%
35to 44 N 13%
45to 54 NN 14%
55to 64 [N 21%
65to 74 NN 19%
75+ N 8%
Prefer nottosay | 0%

@

Q30. Which of the following age groups do you fall into? Base: 951
SEG - Q25. Which ONE of the following best describes the occupation of the main income earner in your household? Q26. Does the main income earner have a state _A,~
pension, a private pension or both? Q27. How would you describe the main income earner’s occupation before retirement? Base: 951 Ccent

I
I
I
I
I

i
I
I
I

18 to 24 N 14% l
I
I
I
I
I
I
I
I
I
I
I
I
I




Domestic customers: Customer characteristics
We interviewed people with a range of key customer characteristics

Housing tenure

18% 13%
I — o 1%
Home owner Private tenant Council/social housing tenant Living with parents Living in student
accomodation
Location type Customer type Household fuels

Y o

IR

/\ Mains electricity Mains gas
99% 88%
ﬁ Suburban Current customer . ’ ’
57% -
Ay 1 1\
7 1
y 4 1
Future Customers T
Rural
17% Renewable energy Other
6% 8%

|

|

|

|

|

|

|

|

|

|
S
: E Urban
| HH 25%
|

|

|

|

|

|

|

|

|

|

r———————— e —

Q23. Which of the following best describes the area where you live? Base: 951
Q21. Please specify which area you work/live in. Base: 951
Q24. Which of the following energy sources do you have at your home? Base: 951 ~
15 Q33. Which of the following best describes your household? Base: 951 Accent
Q32. Who is responsible for paying your household's energy bills? Base: 951



Domestic customers: Vulnerable groups

A high percentage of the same are struggling to pay their household bills. Twice as many
people in the sample are eligible to be on the PSR than currently are.

"""""" e 1= S

. |
' l l :
I I of people ON the PSR I of people ELIGIBLE for PSR :
I I I Unknown I
: | | 2% |
B e 5o :
I Financially vulnerable I ° I :
, l l |
' l l :

1 I Yes I
: l | 46% |
' I Onthe PSR I Eligible for the PSR I
. l l |
, l l :
, l l |
, l l |
' l l :
, l l |
' 5% I I I
I Digitally excluded I No I :
| I 53% | |
L e e e e e - - e - e e e

Q49. Which of the following best describes how affordable you find your energy bills (or energy costs if you do not receive a bill) and other household bills? Base: 951
Q7. Have you used the Internet via a computer, tablet or smartphone in the last 3 months? Base: F2f domestic only - 161
Q8. Which of the following best describes you? [Internet use confidence level] Base: F2f domestic only - 161
Q9. Which of these items do you have in your home and that are available for you to use? [Digital technology] Base: F2f domestic only - 161 ~
16 Q39. Do you know whether your household is on your gas supplier or gas distribution network’s Priority Services Register? Base: 951 Accent
Q42. Do you feel that any of the following factors apply to you or anyone in your household at the moment that might mean you need extra support? Base: 951



Is the PSR message getting through? .

There is room for improvement getting the message out about the PSR and ensuring
those who are eligible, get on the PSR and know they are on it.

17

Of the customers that are
eligible for the PSR, only
36% say they are on it
37.8% say they are not on
it and 26.2% don’t know

W PSR ELIGIBLE ® NOT ELIGIBLE
66.1%

26.2%

22.1%

_ I _

ON THE PSR NOT ON THE PSR DON’T KNOW
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Domestic customers: WWU awareness

Domestic participants typically had a low level of knowledge about WWU, and less than 1 in 10
have been in recent contact with WWU

B | have never heard of them B Have heard of them but know nothing about them B Know just a little about them B Know a fair amount about them B Know them very well

f
8%

Have been in

contact with WwWU ")
N

in the last 12
months

Q34. How well do you feel you know Wales & West Utilities and the services it is responsible for? Base: 951 ~
18 Q35. Have you had any contact with Wales & West Utilities in the past 12 months? Base: 687 Accent



Business customers: Sample breakdown m

134 interviews were completed across a range of locations

I

: D Online r Face-to-face
! | .

I

Business site fuels

-y

I
I Location type
I
| H

Urban
- HEl
I
' A\
A
I
I
I
I
I
I
I
I

Location

I |
I |
I |
I |
[ |
I |
I I Main electricity Mains gas
I South West Wales l 93% 100%
Subuzban I England 60% I
48% I 40% I “®-
I I i 7 1 \
| 1%
|
Rural I : I
6% : | Renewable energy Other
, I 34% 4%
_______________ T e

Q23. Which of the following best describes the area where your organization is? Base: 134
Q21. Please specify which area you work in. Base: 134 .
19 Q24. Which of the following energy sources do you have at your organisation? Base: 134 Acce]_’]_‘t



Business customers: Characteristics
We had a good spread of businesses from the public and private sectors with a mix of sizes

Business size

31%
25%
19%
12% 1i"
Sole 2-4 5-9 10-19 20-49
trader

Number of employees

Public sector
10%

Sector

Charity sector

1%

Private sector
89%

Q12. How many employees does the company you currently work for have? Base: 134
Q36. Which of the following best describes the sector your organisation works in? Base: 134
20 Q37. Which of the following best describes the type of organisation you work for? Base: 134

Industry

Retail & Wholesale
Accomodation & catering
Professional, scientific, technical
Construction

Information, Telecommunications
Banking, Finance, Insurance
Other service activities
Manufacturing

Transport & Storage

Utilities & Energy

Real estate and property
Health and social work

Arts, Recreation, Entertainment
Mining, quarrying

Agriculture, forestry & fishing

Water supply & waste management

Education
Prefer not to answer

I ) 0%,

09
09
37
— 7
7
— 7%
— 0
Y
— 4%
m— 49

= 39

= 3%

- )%

1%

1%

1%

1%
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Business customers: WWU awareness m

Most business participants knew at least a little about WWU (64%), and around 2 in 5 have
been in recent contact with WWU

B | have never heard of them B Have heard of them but know nothing about them B Know just a little about them B Know a fair amount about them B Know them very well

38%
Have been in ’)
contact with WwWU '
in the last 12 -
months

Q34. How well do you feel you know Wales & West Utilities and the services it is responsible for? Base: 134 ~
21 Q35. Have you had any contact with Wales & West Utilities in the past 12 months? Base: 117 Accent
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Maximum Differentiation (MaxDiff)

[E SUMMARY

MaxDiff is an effective tool to identify

commitments that are most important to

consumers

* Presented as a set of tasks

» Offers the benefits of both ranking and
rating scales - determines not only the
rank order of items, but also the
‘distance’ between items

e It follows the principle that choosing
extremes is easier than rating

 Removes any scale bias

4
-0— HOW IT WORKS
 — ®

Each respondent is shown a set of attributes and is asked to pick the
most and least important. Then.....another set is shown. Approximately

8-12 sets.

WHAT they are shown is underpinned with a design which ensures
every attribute has an even chance of being seen across the entire set

Which of these attributes do you think is the most important and

which is the least important?

Least Important

Features

Most Important

v

Value for money

Recycling waste

Safety

Looking after vulnerable customers

v
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How does MaxDiff work?

Consider the following;

Most ] Least
) Commitment )
important important

X

From this alone, we know that:

- A>B

e ASC

- A>D

e B>C

e D>C

The only combination we don’t know
is the relationship between B and D,
so this relationship needs to be
estimated

ACcent



How does MaxDiff work?

Knowing what a respondent
picks first and last, when each
commitment is seen multiple

times means we can estimate a
‘utility” or ‘value of importance

for each commitment

Across the whole
sample, we then
average all the ‘value of
importance’ scores

]

ESTIMATE A
‘UTILITY’

VALUE OF IMPORTANCE

IMPORTANCE BY
SEGMENTS

This ‘value of importance’
tells us how much the person
likes the commitment, and it
also tells us how much they
like it more or less than the
others.

Importantly — unlike driver
analysis, Max Diff gives us a value
of importance for each individual,
therefore we can analyse the
importance by profile information

ACcent



How we improved on 2021 Max Diff

® All commitments were significantly shortened to ensure
participants understood the task. Although comparisons can
be made, it is important to act on learnings over time, and
therefore the 2022 commitments are more relevant

® Participants had access to hover over descriptions which gave
more detail on the commitment

® Cognitive interviews were conducted to understand and
correct any nuances

® One respondent was removed due to repetitive activity on the
Max Diff exercise

® F[Fach commitment was examined for outliers, which were not
included

26
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What participants saw

Please remember to hover on the @ button if you need more information to help you make your choices

27

Most
important

O

O

Reduce the risk of cyber attacks that could disrupt our gas
network system by investing in our technology platforms @

Support the provision of financial, energy, and carbon
monoxide advice and help for those who are living in
vulnerable situations and/or who are on a low income and
unable to keep their homes warm at a reasonable cost @

Reuse and recycle at least 80% of our operational and

general business waste by 2026 and send zero waste to
PR | I Yoo T =0 | |

Please read these five commitment areas and indicate which one is the most
important to you and which one that is the |east important to you.

Least
important

O

O

O

The Priority Services Register is a free service offered by all
utility cperators to support customers in need.

We support the creation of a single Register to improve

customer experience.

A single register for all gas, water and electricity would
mean customers cnly need toe sign up cnce to get support
Increase safe from each of their gas, water and electricity operators. At

metal gas pip the moment, each energy supplier, electricity network

operator and water company looks after its own Priority

Services Register.

Work toward

O

O

Hover over

e ©TP
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Themes

The commitments are grouped under the following five priority themes:

Driving outstanding Demanding safety Doing all we can to provide Designing | Delivery value

service always sustainable energy our future for money

1. Attend gas emergenciesin under an
hour, on average, to keep our
customers safe

2. Increase safety for over half a million
people living near old metal gas pipes

1. Connect more people to the gas
network who are on a low incomes and
unable to keep their homes warm at a
reasonable cost

2. Support the provision of financial, 5 (IR

: : by spending an additional £400m to skills of our 1. Keep charges down
energy, and carbon monoxide advice
L replace them workforce and to the lowest
and help for those who are living in N . . .
L 3. Keep people safe by continuing to also invest in practical level
vulnerable situations and/or who are on ; o . . .
. . monitor and maintain our pipes to a high-quality 2. Make sure customers
a low income and unable to keep their . :
standard endorsed by the Health and apprenticeships get the best value for
homes warm at a reasonable cost . . .
o : : : Safety Executive 2. Continue to money by becoming
3. Maintain nationally recognised high . . -
. 4. Promise customers an average time make our a more efficient
standards of customer service and . :
" without gas of less than 10 hours for workforce business
vulnerability support . . : : : o ,
any unplanned interruptions to the inclusive, making 3. Invest in innovation

4. Significantly Increase the number of

coble signed Ub for briority SUDDort supply of gas sure it better by working with
PEOpIE Si8 pTorp y .pp 5. Proactively identify theft of gas to reflects the external
5. Work towards a common Priority . L
. . L protect the safety of our customers and communities we organisations
Services Register for gas, electricity and . .
to ensure fair charging serve

water

6. Engage more with our local customers
through a Citizens’ Panel and our group
of gas network experts

6. Reduce the risk of cyber attacks that
could disrupt our gas network system
by investing in our technology
platforms

28 ACcent




Summarising the themes: Rescaling to ensure equality

ADJUSTED BY THE NUMBER OF
STATEMENTS IN EACH

Scores from 6 :
- : : Total Adjusted
added together Driving outstanding service — )
score score
Scores from 6 ' Total __, | Adjusted
added together Demanding safety always score score
25 commitments
analysed for Scores from 8 Doing all we can to provide Total Adjusted
. added together : —
importance sustainable energy score score
Scores from 2 Secion - Total —, | Adjusted
esigning our future
added together g g score score
Scores from 3 Total Adjusted
added together Delivery value for money score — score

2 ACcent



Domestic MaxDiff results
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Commitment Importance: Domestic 2022

Value for money and safety continue to be at the forefront of importance

Keep Charges downto the lowest practical IeVel, by keeping our portion* of the household bill at an average of £133 a year, _
through to 2026 9.7
Attend gas emergencies in under an hour, on average, to keep our customers safe _ 8.4
Make sure customers get the best value for money by becoming a more efficientbusiness _ 7.1
Connect more people to the gas network who are on a low incomes and unable to keep their homes warm at a reasonable cost _ 6.7
Increase safety for over half a million people living near old metal gas pipes by spending an additional £400m to replace them _ 6.2
Keep people safe by continuing to monitor and maintain our pipes to a standard endorsed by the Health and Safety Executive _ 59
Support the provision of financial, energy, and carbon monoxide advice and help for those who are living in vulnerable situations _ 56
and/or who are on a low income and unable to keep their homes warm at a reasonable cost .
Promise customers an average time without gas of less than 10 hours for any unplanned interruptions to the supply of gas _ 5.0
Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes _ 5.0
Reuse and recycle at least 80% of our operational and general business waste by 2026 and send zero waste to landfill by 2035 _ 4.8

Help solve the UK's energy challenges by working on innovative projects with the Government, energy regulator Ofgem and wider _ 4.8 SU M MARY - RESCALE D

industry

Make sure the investments we make today will support future energy solutions _ 3.9

0,
Setting our ambition to reduce carbon emissions through the delivery of a net zero ready network by 2035 _ 3.6 DELIVERING VALUE FOR MONEY _ 30.3%
Increase the skills of our workforce and also invest in high-quality apprenticeships to meet customer needs now and into the future _ 3.2
Maintain nationally recognised high standards of customer service and vulnerability support . EX DEMANDING SAFETY ALWAYS _ 25.2%
Proactively identify theft of gas to protect the safety of our customers and to ensure fair charging _ 2.5
Reduce the risk of cyber attacks that could disrupt our gas network system by investing in our technology platforms. _ 2.2 DOING ALL WE CAN TO PROVIDE - 17.1%
.10
Significantly Increase the number of people signed up for priority support _ 2.2 SUSTAINABLE ENERGY
Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old commercial vehicles in our fleet _ 2.0
where green alternatives are available DRIVING OUTSTANDING SERVICE 169%
Investin old gas work sites to reduce the negative impacts to our communities 2.0
Work towards a common Priority Services Register for gas, electricity and water _ 1.9
Invest in innovation by working with external organisations to source over 50% of our ideas from outside our business - 1.3 DESIG N I NG OU R FUTU RE - 104%

Align our priorities to the United Nations Sustainable Development Goals - 1.2

Continue to make our workforce inclusive, making sure it better reflects the communities we serve - 0.9 . o . . ~
31 Based on 951 domestic participants weighted, adjusted for comnzég@@@ﬂb)ents

Engage more with our local customers through a Citizens’ Panel and our group of gas network experts - 0.9



Comparison 2021 v 2022 - SUMMARY We found a similar priority on

bills/ value over safety in

another gas study conducted
last year.

2021 2022

29.7% - E&
27.0% N ;-

22.0% I o §

14.9% - ez

6.4% N o

DELIVERING VALUE FOR MONEY

DEMANDING SAFETY ALWAYS

DOING ALL WE CAN TO PROVIDE SUSTAINABLE ENERGY

DRIVING OUTSTANDING SERVICE

DESIGNING OUR FUTURE

The results show relative consistency between 2021 and 2022. During COVID across a number of studies and sectors

we saw increases in the environment, which appears to be returning to pre-COVID measures

2022: Based on 951 domestic participants, weighted, adjusted by number of commitments in each group Agcen t
2021: Based on 804 domestic participants, weighted, adjusted by number of commitments in each group



The environment is still important...

but it has dropped to pre-COVID levels where we saw a boost in importance across all utilities

2019 to0 2022 ——

sectors

The perceived drop in
importance around cost is
likely 2 main aspects:

* We've seen a definite
shift in importance across
a wider range of aspects —
increased engagement

* The survey was improved
in 2021 and again in 2022
increasing participants
understanding of the
other commitments

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

43.9%

‘ 29.79%30-3%

DELIVERING VALUE DEMANDING SAFETY DOING ALL WE CAN

FOR MONEY

2022: Based on 951 domestic participants, weighted
33  2021: Based on 804 domestic participants, weighted
2019: Based on 772 domestic participants, weighted

30.1%
27.0%

|252°/

ALWAYS

COVID

TO PROVIDE
SUSTAINABLE
ENERGY

16.9%
14.9%

9.8%

DRIVING
OUTSTANDING
SERVICE

10.4%

7.5%
6.4%

DESIGNING OUR

FUTURE
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Domestic comparison 2021 v 2022 - OVERALL

Keep charges down to the lowest practical level, by keeping our portion* of the household bill at an average of £133 a
year, through to 2026

Attend gas emergencies in under an hour, on average, to keep our customers safe

Make sure customers get the best value for money by becoming a more efficient business 1 39
. 0

7.1%

Connect more people to the gas network who are on a |l ow incomes and unable to keep their homes warm at a reasonable I 6.7%

cost

6.1%

Increase safety for over half a million people living near old metal gas pipes by spending an additional £400m to replace [N 6.2%
them I 5.8%

Keep people safe by continuing to monitor and maintain our pipes to a standard endorsed by the Health and Safety Executive 4%

5.9%

Support the provision of financial, energy, and carbon monoxide advice and help for those who are living in vulnerable NN 5.6%

situations and/or who are on a low income and unable to keep their homes warm at a reasonable cost
. . 5.0%
Promise customers an average time without gas of less than 10 hours for any unplanned interruptions to the supply of gas e 10% ?

I 5.0%
Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes 2

I 4.8%
Reuse and recycle at least 80% of our operational and general business waste by 2026 and send zero waste to landfill by 2035 2
Help solve the UK's energy challenges by working on innovative projects with the Government, energy regulator Ofgem and I 4.8%

wider industry 0.8%
I 3.9%
1.0%

N 3.6%
Setting our ambition to reduce carbon emissions through the delivery of a net zero ready network by 2035- ’

Make sure the investments we make today will support future energy solutions

Increase the skills of our workforce and also invest in high-quality apprenticeships to meet customer needs now and into the 7% 3.2%
future 0

I 3.0%
0.5%

I 2.5%

Proactively identify theft of gas to protect the safety of our customers and to ensure fair charging I 1.5%

I 22%
Reduce the risk of cyber attacks that could disrupt our gas network system by investing in our technology platforms* Bl 1.0%
I 0 2%
1.6%

Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old commercial vehicles in our T 22020/3/
fleet where green alternatives are available 70
I 2.0%
2.0%
I 19%
1.1%
3%
1.0%
2%
0.8%
Bl 09%
Continue to make our workforce inclusive, making sure it better reflects the communities we serve Il 0.7%

34 Bl 0.9%
Engage more with our local customers through a Citizens’ Panel and our group of gas network experts 0.4%

Maintain nationally recognised high standards of customer service and vulnerability support

Significantly Increase the number of people signed up for priority support

Invest in old gas work sites to reduce the negative impacts to our communities

Work towards a common Priority Services Register for gas, electricity and water
Invest in innovation by working with external organisations to source over 50% of our ideas from outside our business

Align our priorities to the United Nations Sustainable Development Goals

7.2%

6.4%

7.1%

Top bar: 2022
Bottom bar: 2021

9.7%
11.5%

8.4%

13.09

2022: Based o

18.7%

Although there are consistencies across
broad categories, we see the importance
of:

Attending gas emergencies in under an
hour (down 10.3%);
Reuse and recycle at least 80% (down
8.2%);

And

Help solve UK’s energy challenges (up
4.0%)
Investments support the future (up 2.9%)
Customer value for money (up 2.8%)

There appears to be generally more
importance placed across many
commitments rather than a few taking
most of the weight.

51 domestic participants, weighted

2021: Based on 804 domestic participants, weightadCCEI1L



Domestic: MaxDiff feedback

84% of domestic participants agreed that they understood all of the choices involved in the

MaxDiff exercise. However, only 50% agreed that they found it easy to choose between the
options presented

“] was able to understand the choices”
B Strongly disagree B Disagree B Neither W Agree W Strongly agree

“I found it easy to choose between the options”
W Strongly disagree M Disagree m Neither W Agree W Strongly agree

Q44r1. Thank you for answering those questions. How strongly do you agree or disagree with the following statements about the choices you have just made? | was able
to understand the choices. Base: 951 weighted

~
35 Q44r2. | found it easy to choose between the options. Base: 951 weighted Acce]_’]_t



Delivering value for money

Keeping charges down to the lowest practical level was the most important commitment for

domestic customers

Delivering value for money

30.3%

Total DOM Rescaled to 100%

our portion* of the household bill at an average of £133 a year,

Keep charges down to the lowest practical level, by keeping . 579,
through to 2026

Make sure customers get the best value for money by becoming I 7.1%
a more efficient business

Invest in innovation by working with external organisations to L 39
source over 50% of our ideas from outside our business '

36 2022: Based on 951 domestic participants, weighted

ACcent



Delivering value for money - Comparison 2021 v 2022

W 2022 w2021

9.7%

Keep charges down to the lowest practical level, by keeping our

portion* of the household bill at an average of £133 a year, through to 2026 11.5%

7.1%

Make sure customers get the best value for money by becoming a more

efficient business 4.3%

>

Invest in innovation by working with external organisations to source over 1.3%

50% of our ideas from outside our business
1.0%

2022: Based on 951 domestic participants, weighted o
2021: Based on 804 domestic participants, weighted AWV Sighigher/lower

ACcent



Demanding safety always

Attending gas emergencies in under an hour on average was the most important commitment

for customers within this theme

Demanding safety always

25.2%

Total DOM

Attend gas emergencies in under an hour, on average, to keep our customers safe - 8.4%

Increase safety for over half a million people living near old metal gas pipes by spending an additional
£400m to replace them 6.2%

Keep people safe by continuing to monitor and maintain our pipes to a standard endorsed by the
Health and Safety Executive . 5.9%

Promise customers an average time without gas of less than 10 hours for any unplanned interruptions
to the supply of gas . 5.0%

Proactively identify theft of gas to protect the safety of our customers and to ensure fair charging I 2 5%

Reduce the risk of cyber attacks that could disrupt our gas network system by investing in our I -~
technology platforms o

38 2022: Based on 951 domestic participants, weighted

Rescaled to 100%

27.7%

20.5%

19.7%

16.7%

8.1%

7.4%

ABCennt



Demanding safety always - Comparison 2021 v 2022

Attending gas emergencies in under an hour went down by 10.6% and an average time without
gas of fewer than 10 hours reduced by 3.9%

2022 m2021

0,
Attend gas emergencies in under an hour, on average, to keep our_ 8.4% v
I s

Increase safety for over half a million people living near old metal gas pipes _ 6.2%

by spending an additional £400m to replace them _ 5 8%

Keep people safe by continuing to monitor and maintain our pipes to a _ 5.9%
standard endorsed by the Health and Safety Executive - 2 4%

customers safe

Promise customers an average time without gas of less than 10 hours for any_ S.O%A
unplanned interruptions to the supply of gas - 1.2%

Proactively identify theft of gas to protect the safety of our customers and to - 2.5%
ensure fair charging - 1.5%

Reduce the risk of cyber attacks that could disrupt our gas network system by - 22%‘
investing in our technology platforms . 1.0%

2022: Based on 951 domestic participants, weighted o -~
2021: Based on 804 domestic participants, weighted AWV Sighigher/lower Accent



Notable decrease: Attend gas emergencies in <1 hour

This is still the second most
important commitment overall.
In 2021 this commitment
dominated:

m2022 m2021 w2019

* We have improved the
understandability of the tasks

18.7 e Customers are being
educated on the importance
of other aspects

e Other areas are becoming
more important

* Hygiene factor

Attend gas emergencies in
under an hour

22.7

It is still a very important
commitment.

2022: Based on 951 domestic participants, weighted ~
40 2021: Based on 804 domestic participants, weighted Accel’]_t
2019: Based on 772 domestic participants, weighted



Doing all we can to provide sustainable energy

Reducing gas emissions by a further 10% by replacing leaky pipes was the most important
commitment under the sustainable energy theme for domestic customers

Doing all we can to provide sustainable energy

17.1%

Total DOM

oo

Reuse and recycle at least 80% of our operational and general business waste by 2026 and send . 4 8%
zero waste to landfill by 2035 o

Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes

Help solve the UK's energy challenges by working on innovative projects with the Government, . 4.8%
energy regulator Ofgem and wider industry

Make sure the investments we make today will support future energy solutions . 3.9%

Setting our ambition to reduce carbon emissions through the delivery of a net zero ready network . 3 6%
by 2035 o

Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old commercial I 2 0%
vehicles in our fleet where green alternatives are available

Invest in old gas work sites to reduce the negative impacts to our communities I 2.0%

Align our priorities to the United Nations Sustainable Development Goals I 1.2%

41 2022: Based on 951 domestic participants, weighted

Rescaled to 100%

I
B -
B -
B

ACcent



Doing all we can to provide sustainable energy - Comparison
2021 v 2022

Reduce and recycle at least 80% of operational waste reduced by 8.4%

W 2022 w2021

Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes ] 5.0%6 4o
D 6.4%

Reuse and recycle at least 80% of our operational and general business waste by 2026 and I ;5%

send zero waste to landfill by 2035 - 13_0%v
Help solve the UK's energy challenges by working on innovative projects with the ||| | Q I 2.8%
Government, energy regulator Ofgem and wider industry B 0.8% A

B 0%
T 1.0% A

Setting our ambition to reduce carbon emissions through the delivery of a net zero ready I : %

network by 2035 _ 7.1% v

Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old B 2.0%
commercial vehicles in our fleet where green alternatives are available D 2.2%

. . o [ 2.0%
Invest in old gas work sites to reduce the negative impacts to our communities W 2.0%
. (0]

Align our priorities to the United Nations Sustainable Development Goals .- 1.2%
- ' 0.8%

Make sure the investments we make today will support future energy solutions

2022: Based on 951 domestic participants, weighted o
2021: Based on 804 domestic participants, weighted AWV Sighigher/lower

ACcent



Notable decrease: Re-use and recycle waste & Net Zero

W 2022 m2021 2019
Here we see a notable changeable

pattern. The increase in 2021 is

Setting our ambition to reduce likely to follow the increase in
carbon emissions through the

— B
_ environmental importance during
. 7.1 .
delivery of a net zero ready network COVID —and the sending of our
by 2035 waste plastics to other countries
1.2 being in the media.

Awareness of Net Zero is still

- ia relatively low (albeit improving),
Reuse and recycle at least 80% of but as customers understand it

: more it is possible its value will
business waste by 2026 and send ' J

zero waste to landfill by 2035
9.7

2022: Based on 951 domestic participants, weighted ~
43  2021: Based on 804 domestic participants, weighted ACC@I]I
2019: Based on 772 domestic participants, weighted



Driving outstanding service

Connecting more people on low incomes to the gas network was the most important
commitment under this themes for domestic customers

Driving outstanding service

16.9%

Total DOM Rescaled to 100%

Connect more people to the gas network who are on a low incomes and unable to keep their homes warm

at a reasonable cost - 6.7%

Support the provision of financial, energy, and carbon monoxide advice and help for those who are living
in vulnerable situations or who are on a low income and unable to keep their homes warm at a reasonable cost . 5.6%

Maintain nationally recognised high standards of customer service and vulnerability support I 2 00

Significantly Increase the number of people signed up for priority support I S

Work towards a common Priority Services Register for gas, electricity and water I 1.9%
. (0]

Engage more with our local customers through a Citizens’ Panel and our group of gas network experts I 0.9%
. (o]

44
2022: Based on 951, domestic participants, weighted

33.1%
- 9'5%
l 4.4%
~y
ACcent



Driving outstanding service - Comparison 2021 v 2022
The scores are relatively consistent between 2021 and 2022

w2022 = 2021

Connect more people to the gas network who are on a low incomes and unable to _ 6.7%

keep their homes warm at a reasonable cost
6.1%

Support the provision of financial, energy, and carbon monoxide advice and help _ 5 6%

for those who are living in vulnerable situations or who are on a low income and unable

to keep their homes warm at a reasonable cost 7.2%

0.5% A

Maintain nationally recognised high standards of customer service and vulnerability
support

. . - 2.2%
Significantly Increase the number of people signed up for priority support
1.6%

1.9%
Work towards a common Priority Services Register for gas, electricity and water - i
1.1%

Engage more with our local customers through a Citizens’ Panel and our group of gas . 0.9%
network experts 0.4%

2022: Based on 951 domestic participants, weighted
AV 5 higher/lower

45 2021: Based on 804 domestic participants, weighted

ACcent



Designing our future

Overall, both of the commitments under this theme were in the bottom 50%, with increasing
the skills of the workforce coming out as more important than continuing to make the
workforce inclusive

Designing our future

10.4%

Total DOM Rescaled to 100%

Increase the skills of our workforce and also invest in
0, 0,
high-quality apprenticeships to meet customer needs 3.2% 77.2%
now and into the future

Continue to make our workforce inclusive, making
sure it better reflects the communities we serve

46 2022: Based on 951, domestic participants, weighted Agcent



Designing our future - Comparison 2021 v 2022

The scores are relatively consistent between 2021 and 2022

W 2022 w2021

3.2%

Increase the skills of our workforce and also invest in high-quality
apprenticeships to meet customer needs now and into the future

1.7%
I 0o
Continue to make our workforce inclusive, making sure it better reflects the
communities we serve
0.7%

2022: Based on 951 domestic participants
2021: Based on 804 domestic participants

AV 5 higher/lower

ACcent



SME MaxDiff results

ACcent



Commitment Importance: SME 2022

Keep charges down to the lowest practical level T 7.6%
Make sure customers get the best value for money by becoming a more efficient business _ 6.6%
Reuse and recycle at least 80% of our operational and general business waste by 2026 and send zero waste to landfill by 2035 _ 5.9%
Support the provision of financial, energy, and carbon monoxide advice and help for those who are living in vulnerable situations _ 5 6%
and/or who are on a low income and unable to keep their homes warm at a reasonable cost D70
Attend gas emergencies in under an hour, on average, to keep our customers safe _ 5.5%
Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes _ 5.1%
Keep people safe by continuing to monitor and maintain our pipes to a standard endorsed by the Health and Safety Executive _ 5.0%
Connect more people to the gas network who are on a low incomes and unable to keep their homes warm at a reasonable cost _ 4.9%
Promise customers an average time without gas of less than 10 hours for any unplanned interruptions to the supply of gas _ 4.6%
Increase safety for over half a million people living near old metal gas pipes by spending an additional £400m to replace them _ 4.6%

Help solve the UK's energy challenges by working on innovative projects with the Government, energy regulator Ofgem and wider _ 4.4%
industry /0
Make sure the investments we make today will support future energy solutions _ 4.1% S U M MARY - R ESCALE D

Increase the skills of our workforce and also invest in high-quality apprenticeships to meet customer needs now and into the future _ 3.8% DEL'VER' NG VALU E FOR MON EY
Setting our ambition to reduce carbon emissions through the delivery of a net zero ready network by 2035 _ 3.8%

28.0¢

Reduce the risk of cyber attacks that could disrupt our gas network system by investing in our technology platforms _ 3.0% DEMANDING SAFETY ALWAYS _ 21.2%
Proactively identify theft of gas to protect the safety of our customers and to ensure fair charging _ 3.0%
DOING ALL WE CAN TO PROVIDE .
Maintain nationally recognised high standards of customer service and vulnerability support _ 2.9% SUSTA' NABLE EN E RGY 18.9%
Work towards a common Priority Services Register for gas, electricity and water _ 2.9%
0
Invest in innovation by working with external organisations to source over 50% of our ideas from outside our business _ 2.8% DRIVING OUTSTANDING SERVICE _ 17.2%

Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old commercial vehicles in our fleet where _ 2.7%
green alternatives are available <170

Significantly Increase the number of people signed up for priority support _ 2.6%

Invest in old gas work sites to reduce the negative impacts to our communities _ 2.5% .
Value for money and safety continue to be
Continue to make our workforce inclusive, making sure it better reflects the communities we serve _ 2.2%

I at the forefront of importance.

DESIGNING OUR FUTURE 14.8%

Align our priorities to the United Nations Sustainable Development Goals

ACcent

° Engage more with our local customers through a Citizens’ Panel and our group of gas network experts _ 2.0% Based on 134, We/'ghted



Delivering value for money gq

Like domestic customers, keeping charges down to the lowest practical level was also the most
important commitment for SME customers. Unlike domestic customers, SME customers rated
making sure customers get the best value for money through efficiency as more important than
any safety related commitments

Delivering value for money

PRSYL

Total SME Rescaled to 100%

Keep charges down to the lowest practical level I 7.6% - 44.9%
Make sure customers get the best value for money by becoming 6.6% 38.7%
a more efficient business

Invest in innovation by working with external organisations to
. . . 2.8% 16.3%
source over 50% of our ideas from outside our business

s
50 Based on 134, weighted Accent




Demanding safety always m

Attending gas emergencies in under an hour on average was the most important commitment
for SME customers within this theme, closely followed by monitoring and maintaining pipes to
a standard endorsed by the HSE

Demanding safety always

Total SME Rescaled to 100%

Attend gas emergencies in under an hour, on average, to keep our customers safe 21.3%
Increase safety for over half a million people living near old metal gas pipes by
spending an additional £400m to replace them . 5.0% - 19.4%
Keep people safe by continuing to monitor and maintain our pipes to a standard
0, [0)
endorsed by the Health and Safety Executive 4.6% - 18.1%
unplanned interruptions to the supply of gas 4.6% - 17.8%

Proactively identify theft of gas to protect the safety of our customers and to ensure fair

. 11.9%
charging

Reduce the risk of cyber attacks that could disrupt our gas network system by investing

Promise customers an average time without gas of less than 10 hours for any .
in our technology platforms I

11.5%

51 Based on 134, weighted .L%aeﬁnt



Doing all we can to provide sustainable energy m

Recycling operational waste was the most important commitment under the sustainable energy
theme for SME customers

Doing all we can to provide sustainable energy

18.9%

Total SME Rescaled to 100%

Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes - 5.9% 19.4%
Reuse and recycle at least 80% of our operational and general business waste by 2026 and send
0, 0,
zero waste to landfill by 2035 . >1% - 16.7%
Help solve the UK's energy challenges by working on innovative projects with the Government, . 4 2% - 1449
energy regulator Ofgem and wider industry
Make sure the investments we make today will support future energy solutions . 4.1% - 13.3%
Setting our ambition to reduce carbon emissions through the delivery of a net zero ready network . 3.9% - 12.39%
. (o] . (o]
by 2035
Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old commercial I 5 7% - 3.9%
vehicles in our fleet where green alternatives are available
Invest in old gas work sites to reduce the negative impacts to our communities I 2.5% - 8.0%
Align our priorities to the United Nations Sustainable Development Goals I 2.1% . 7.0%

5y 2022: Based on 134, weighted Agcent



Driving outstanding service m

Providing advice for those living in vulnerable or low-income situations was the most
important commitment for SME customers within this theme

Driving outstanding service

17.2%

Total SME Rescaled to 100%
Connect more people to the gas network who are on a low incomes and unable to keep their homes . < 6o, 26.6%
warm at a reasonable cost o o
Support the provision of financial, energy, and carbon monoxide advice and help for those who are . 409, _ 2269,
living in vulnerable situations or who are on a low income

Maintain nationally recognised high standards of customer service and vulnerability support I 2.9% 14.0%

13.7%

Significantly Increase the number of people signed up for priority support I 2.9%

12.4%

Work towards a common Priority Services Register for gas, electricity and Waterl 2.6%

Engage more with our local customers through a Citizens’ Panel and our group of gas network expertsl 2.0% 9.6%

=
53 2022: Based on 134, weighted Accent



Designing our future m

The results for the commitments in this theme were very similar for SME customers and
domestic customers

Designing our future

14.8%

Total SME Rescaled to 100%

Increase the skills of our workforce and also
invest in high-quality apprenticeships to meet |l 3.8% 63.4%
customer needs now and into the future
Continue to make our workforce inclusive,
making sure it better reflects the communities we f 2.2% 36.6%
serve

AT
>4 2022: Based on 134, weighted cecent



SUMMARY: Domestic V SME Comparison 2022

Providing advice for those living in vulnerable or low-income situations was the most

important commitment for SME customers within this theme

DOMESTIC

DELIVERING VALUE FOR MONEY

30.3%

DEMANDING SAFETY ALWAYS 25.2%

DOING ALL WE CAN TO PROVIDE SUSTAINABLE ENERGY 17.1%

DRIVING OUTSTANDING SERVICE 16.9%

DESIGNING OUR FUTURE

10.4%

2022: Based on 951 domestic participants, weighted, adjusted by number of commitments in each group
2021: Based on 804 domestic participants, weighted, adjusted by number of commitments in each group

wn

ME

28.0%
21.2%

18.9%

17.2%

14.8%

ACcent



Domestic V SME Comparison 2022

Keep charges down to the lowest practical level —76‘7 9.7%
. (o]
Attend gas emergencies in under an hour, on average, to keep our customers safe —SSV 8.4%
T 5.5%
Make sure customers get the best value for money by becoming a more efficient business _66[y7.1%
. 0
Connect more people to the gas network who are on a | ow incomes and unable to keep their homes warm at a reasonable I 6%
cost 4.9%
Increase safety for over half a million people living near old metal gas pipes by spending an additional £400m to replace IS 6.2%
them I 4.6%
Keep people safe by continuing to monitor and maintain our pipes to a standard endorsed by the Health and Safety Executive I 5 0% 5.9%
. 0
Support the provision of financial, energy, and carbon monoxide advice and help for those who are living in vulnerable I 5.6%
situations and/or who are on a low income and unable to keep their homes warm at a reasonable cost 5.6%
I 5.0%
Promise customers an average time without gas of less than 10 hours for any unplanned interruptions to the supply of gas D 4.6% °

I 5.0%
Reduce our gas emissions by a further 10% by replacing 400km of leaky old metal pipes 5.134)

I 4..8%
Reuse and recycle at least 80% of our operational and general business waste by 2026 and send zero waste to landfill by 2035 - 5.9%
Help solve the UK's energy challenges by working on innovative projects with the Government, energy regulator Ofgem and NN 4.8%

wider industry 4.4%

I 3.9%
Make sure the investments we make today will support future energy solutions 41%

I 3.6%
Setting our ambition to reduce carbon emissions through the delivery of a net zero ready network by 2035- 3.8?%

Increase the skills of our workforce and also invest in high-quality apprenticeships to meet customer needs now and into the I 3.2%

future
I 3.0%
Maintain nationally recognised high standards of customer service and vulnerability support 2.9%

I 2.5%
Proactively identify theft of gas to protect the safety of our customers and to ensure fair charging [ 3.0%

I 2.2%
Reduce the risk of cyber attacks that could disrupt our gas network system by investing in our technology platforms* I 3.0%

I 2.2%
Significantly Increase the number of people signed up for priority support 2?6%

3.8%

Replace over 75% of our company cars with hybrid or electric cars by 2026 and replace old commercial vehicles in our NG 2.0%
fleet where green alternatives are available

I 2 .0%

2.7%

Invest in old gas work sites to reduce the negative impacts to our communities 1 9cy2.5% Top da rker ba r: DOM EST| C 2022
I 19%
Work towards a common Priority Services Register for gas, electricity and water 2.9% Bottom ||ghter ba r:SME 2022
I 3%
Invest in innovation by working with external organisations to source over 50% of our ideas from outside our business 2.8%
I 10%
Align our priorities to the United Nations Sustainable Development Goals 2.1%
0 5% . . . .
Continue to make our workforce inclusive, making sure it better reflects the communities we serve NG 22% Domestic: Based on 951 domestic participants, WE’Ighfé’d A~
56 . 0.9% SME: Based on 134 SME participants, non weighted ccent

Engage more with our local customers through a Citizens’ Panel and our group of gas network experts 2.0%



Attitudinal results

Combined domestic and SME sample

ACcent




There is considerable financial concern which has worsened over time

More than half of customers are more concerned financially now than last year. At the back end of
COVID we saw the economy and the environment as a greater concern.

76
o m 2021 m2022
61
58 58
51 50
| | |

Top 2 box: Very/ Fairly concerned

I
The local Climate Your local Your mental Your Beingableto Your job I . . .« pe :
economy change economy/ healthand household keep up with  security l A” d |fference5 are Slgnlﬁ cant
community  well-being finances household L e e e e _ .
bills

-~
58 Q48. And now thinking about the situation today, how concerned are you, if at all, about each of the following? Base: 2022 Domestic —951; 2021 Domestic — 804, weighted Accent



Social attitudes
Although participants value community and helping others, their behaviour suggests the

beliefs are not transferring into action at this point.

B Definitely disagree M Disagree M Neither agree nor disagree B Agree  H Definitely agree B Don't know

| actively look to take part in community
events and projects

A sense of community is important to me

4% 7% 18% 8%

| need to put my problems above those of

Helping others is very rewarding other people

6%

2%  16%

-~
59 Q43. Below are some statements that describe different attitudes to life in general. Please indicate how much you agree or disagree with each of the statements. Accent
Base: Total sample 1051, weighted



Environmental attitudes
Although there is definite concern for the environment and pollution, concern around the
cost of living and financial struggles is likely to have impacted on people’s willingness to
pay for environmental products.

| B Definitely disagree

There is too much concern with the environment '
I m Disagree
I

I m Neither agree nor disagree

17% 13%  10% I'm Agree

B Definitely agree

|
|
|
0 23%
29% ’ Il Don't know
L |
___________________________ Qe e e e e e e e e e — - S - = =
| am prepared to pay more for : | am worried about pollution and congestion
environmentally friendly products I caused by cars
|
|
|
| 4%  10%
|
| Y J [ Y J : - L | J
30% 37% I 14% 59%
60 Q43.Below are some statements that describe different attitudes to life in general. Please indicate how much you agree or disagree with each of the statements. Agcent

Base: Base: Total sample 1051, weighted



Recent study suggests the same
Consumers think the environment is very important but cannot or are not ready to pay for it. A
business plan which values sustainability whilst keeping the costs down is key.

A recent study conducted by Savanta and published in Research Live on environmental attitudes and
purchase behaviour cited the following:

Almost a quarter felt that they
Almost a third of consumers cannot afford to buy more needed more evidence that
sustainable products and services sustainable purchases were worth
any additional investment

Almost two thirds of consumers see the Sustainability was cited by one fifth
cost-of-living crisis as one of the three of consumers as one of the biggest
biggest issues facing the UK Issues.

I
| They also acknowledge that it is critical the ‘great leaps’ in sustainability in recent years isn’t lost. They believe that the :
| ‘sweet-spot’ is where sustainability and low prices meet.

https://www.research-live.com/article/news/consumers-cannot-afford-to-shop-sustainably-finds-savanta/id/5107642 Agcent
5,005 UK adults aged 18 or over which was carried out between 11th April and 28th April 2022



https://www.research-live.com/article/news/consumers-cannot-afford-to-shop-sustainably-finds-savanta/id/5107642

Concern about climate change

Concern about climate change has reduced from 71% (asked in 2021) to 60% (asked in 2022), as
has their perception of it in 2020. However, overall the concern about climate change is high.

W Current 2022 B Current 2021

W Jan-Feb 2020 (asked in 2022) W Jan-Feb 2020 (asked in 2021)

Concern about
climate change
(Top 2 box %)

Very/ Fairly concerned

Q47r2. We'd now like you to think back to January and February 2020. Back then, how concerned were you, if at all, about each of the following? Climate change. Base: Domestic 2022 —951;
62 Domestic 2021 — 804 Accent
Q48r2. And now thinking about the situation today, how concerned are you, if at all, about each of the following? Climate change. Base: Domestic 2022 —951; Domestic 2021 — 804



Attitudes to Net Zero

The level of awareness was typically high within our sample, with 70% saying they know at
least a little about it, however only 38% have a ‘good knowledge’

Awareness of UK Net Zero target
B Hadn't heard about this before now B I'd heard about this before now, but | know almost nothing about it m A little B A fairamount B A |ot B Don't know

Awareness of the term Net

Agreement with UK Net Zero target Zero in 2021
It goes too far (1/2) - 15% mYes ®mNo ®Dontknow
6%

About right (3) | NENEE 3:% -
Doesn’t go far enough (4/5) _ 40%

51%
42%

~
63 Q45. To what extent were you already aware of the UK’s net zero target? Base: Base: Total sample 1051, weighted Acce]_’]_t
Q46. To what extent do you agree or disagree with the UK's net zero target? Base: Base: Total sample 1051, weighted



Thank you
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Appendix A: Defining Vulnerable
Customers




Vulnerability definitions ﬁ

The classification of vulnerability is normally a combination of:

* PSR membership

* Pensionable age

* Presence of children under 5 years

* Medical condition

* Non- native English speaker

* Lowincome

e Difficulty paying bills

* PSR eligibility (medical condition, low income, non-native speaker, temporary life change, unemployment

This classification across the utilities sector is not consistent and thus can vary from 20% of the population to 90% of the
population.

More recently, across different studies and sectors we have seen a gradual increase in membership, irrespective of how it is
calculated.
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Investigation of the definitions

Using all vulnerability classifications, and this project’s data, we found the following:

90.5% of participants have at least one of the following:

* PSR membership

* Pensionable age

* Presence of children under 5 years

* Medical condition

* Non-native English speaker

* Lowincome

* Difficulty paying bills

* PSR eligibility (medical condition, low income, non-native speaker, temporary life change, unemployment

o 0] 0]

53.8 A) PSR ELIGIBILITY 66.5 /) FINANCIAL 28.4 A) MEDICAL PENSIONABLE AGE

A medical VULNERABILITY VULNERABILITY VULNERABILITY
mediCa

condition that
would cause some

vulnerability

Non-native English Struggle in some Havg 3 Jeesi one

speaker contexts to pay medical condition Pensionable age/
household bills that could cause >65+ years

!_ow/unstable vulnerability

income

Temporary life
change
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How we have defined vulnerability ﬁ

= The definition of vulnerability is vast and not clearly established. We have looked at combinations of financial,
medical and life-stage vulnerability, but did not find any combinations that were superior to the current
definition of PSR eligibility (with respect to significant differences).

= This is because the actual definition is subjective and does not define their actual needs i.e.. A participant over
70 years has a different vulnerability to someone medically dependent, under different circumstances.

= The MaxDiff results have been split into 4 separate groups:

* PSR ELIGIBILITY
* FINANCIAL VULNERABILITY
 MEDICAL VULNERABILITY
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Summary groupings by segment: Demographics

TOTAL NORTH WALES MID WALES SOUTH WALES SW ENGLAND (WEST) SW ENGLAND (EAST)
BASE  (951) (87) (31) (301) 196) (336)

(
DELIVERING VALUE FOR MONEY 30.3 - 0.6% I 0.3% - 1.2% -0.5% I -0.7% .
DEMANDING SAFETY ALWAYS 25.2 . 0.5% -1.4% . -0.9% .‘ - 2.1% -0.8% .
poneawecaorrovos ., [N 1o oo oss I e

DRIVING OUTSTANDING SERVICE  16.9 I 0.2% . 5 0% . 0.8% 0.2% I 0.9% .
DESIGNING OUR FUTURE 104 |- - 1.8% . 0.3% I‘ 0.5% I‘ - 1%
TOTAL  AGE 18-34 YEARS AGE 35-54 YEARS AGE 55+ SESAB SESC1/C2 SES DE
BASE  (951) 247) (ZSi (452) i,04) (499) (248i
DELIVERING VALUE FORMONEY  30.3 [t i 1.4% ‘ 0.1% — -0.9% 0.0% 0.7%
DEMANDING SAFETY ALWAYS . : -1.0% I I 1.6% ‘ 0.1% I 0.3% -0.7% .

DOINGALL WE CAN TOPROVIDE - 2.5% -0.8% I 0.9% I I 0.9% . 0.5%1.6% -

SUSTAINABLE ENERGY

DRIVING OUTSTANDING SERVICE . 0.0% l 1.6% -0.9% I -1.7% l‘ 0.4% . ‘- 2.2%
DESIGNING OUR FUTURE : . 1.3% -1.2% I 0.0% . 1.6% -0.4% . -0.6% I

Qualitative insight: No significant differences found

2022: Based on 951 domestic participants, weighted. Summary groupings are adjusted by number of statements, therefore no estimation of variance exists. An approximate Ecent
significance has been used. If each group was assumed to have equal variance a guideline difference that would be needed forsignificance is 4-6% with a subgroup size of 200.
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Summary groupings by segment: Demographics

‘Doing all we can to provide sustainable energy’ was notably less important for people on the
PSR than customers who are not, and lower than the overall rating for all vulnerability groups.
The opposite was found for ‘driving outstanding service’

BASE

DELIVERING VALUE FOR MONEY

DEMANDING SAFETY ALWAYS

DOING ALL WE CAN TO PROVIDE
SUSTAINABLE ENERGY

DRIVING OUTSTANDING SERVICE

DESIGNING OUR FUTURE

TOTAL
(951)

ON THE PSR

-0.2% |

(218)

I 0.4%

g

I 0.4%

NOT ON THE PSR

-0.4% I

-0.1%

(505)

| 0.1%

0.0%

I 0.5%

VULNERABILITY: VULNERABILITY: VULNERABILITY: VULNERABILITY:

FINANCIAL MEDICAL PENSIONABLE AGE PSR ELIGIBLE
(632) (106) (303) (439)
I 0.6% | 0.1% -0.6% I 0.0%
-0.6% I 0.1% - 1.9% I 0.7%

o
-0.5% I I 0.5%

25 [ 2|

I 0.7%

-0.3% I

Qualitative insight: No significant differences found

2022: Based on 951 domestic participants, weighted. Summary groupings are adjusted by number of statements, therefore no estimation of variance exists. An approximate
significance has been used. If each group was assumed to have equal variance a guideline difference that would be needed for significance is 4-6% with a subgroup size of 200,
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Summary Groupings by segment: Knowledge

Doing all we can to provide

ENERGY
DRIVING OUTSTANDING

=

| o

I 0.1% I 0.3%

SERVICE

DESIGNING OUR FUTURE

sustainable energy had the biggest Designing for the future had the
disparity between customers who biggest level of disparity between
were knowledgeable about Net Zero customer knowledge of WWU and
and those who weren'’t those who weren'’t
oS- - - - - - - - - -—--=-=-=-=-==" - -t Tm s m s s T
|
| KNOWLEDGE OF NETZERO ~ NOTKNOWLEDGEABLE OF NET | KNOWLEDGEOF WWU  NOT KNOWLEDGEABLE OF WWU |
: (650) ZERO (296) I (377) (574) |
l
l
l
DELIVERING VALUE FOR L1 20 0 -0.5% 0
W I1.3A; - . 0.7% : 0.5% . I 0.3%
DEMANDING SAFETY
ALWAYS . : 0.0% -0.5% . I -0.5% . -0.2% I
DOING ALLWE CANTO !
|
PROVIDE SUSTAINABLE I - 1.9% -1.3% - : -0.5% . 0.0%
: !
: l
: |
: |
l

Qualitative insight: No significant differences found

2022: Based on 951 domestic participants, weighted. Summary groupings are adjusted by number of statements, therefore no estimation of variance exists. No significance testing
- has been conducted. |If each group was assumed to have equal variance a guideline difference that would be needed for significance is 4-6% with a subgroup size of 200. Agcent



Demanding safety always — subgroup analysis

Attending gas emergencies in under an hour on average is more important for older people,
and interruptions in gas supply over 10 hours are less important for younger people, renters,
and people of a non white ethnicity

Demanding safety always - 25.2%

ETHNICITY: NON WHITE

TOTAL 55+ YRS VULNERABILITY: 18-34 YRS 35-54 YRS BACKGROUND DIGITALLY RENTER
BASE (951) (452) PENSIONABLE AGE (303) (247) (251) (53) EXCLUDED(45) (314)
Attend gas emergencies in under
= : 9.2% A 9.4% A I 73% W I 7.8% 7.5% 6.7% 7.7%
an hour, on average v
Spending an additional £400m to . . 6 1% g . .
0,

Monitor and maintain our pipes
I 6.3%

to a standard endorsed by the 6.4% 5.8% I 53% ¢ I 5.5%
HSE

An average time without gas of
5.5% 5.5% 3.9% W 5.3% 3.7% 5.3% 4.4% g

less than 10 hours for unplanned
interruptions

2.4% I 2.5%

Proactively identify theft of gas

2.4% I 2.6% I 2.0% I 2.2%
B

Reduce the risk of cyber attacks 2.4% I 2.4% I 1.9% I 2.2% I 2.2% 7% I 2.1%

=
73 2022: Based on 951 domestic participants, weighted. Only subgroups with at least one significant commitment have been included. AW Sig higher/lower ACCGI]I



Delivering value for money- subgroup analysis

Delivering the best value through efficiency was significantly less important for young and
future customers whereas innovating with external organisations was significantly less
important for older and more vulnerable customers

Delivering value for money

30.3%

DIGITALLY VULNERABILITY: VULNERABILITY:
TOTAL  EXCLUDED 18-34 YRS 55+ YRS FUTURE CUSTOMER Medical PENSIONABLE AGE
BASE (951) (45) (247) (452) (82) (106) (303)

SR L SO s 10.2% 9.3% 9.6% 9.6% 10.0% 9.4%
lowest practical level
Make sure customers get g, oo o a6 W . o
the best value for money o 0% o e = o

Invest in innovation by
‘ 2.1% A

11% W 1.5% 1.0% W 11% W

working with external
organisations

‘ 1.6%

74 2022: Based on 951 domestic participants, weighted. Only subgroups with at least one significant commitment have been included. AW Sighigher/lower .L%aeﬁnt



Doing all we can to provide sustainable energy

The commitments relating to recycling and Net Zero were more important to younger and
future customers than other demographic groups

Doing all we can to provide sustainable energy - 17.1%

FUTURE NOT KNOWLEDGEABLE VULNERABILITY:  VULNERABILITY:
TOTAL -ysTOMER  18-34 YRS  35-54 YRS 55+YRS PSR SEG: DE OF NET ZERO MEDICAL  PENSIONABLE AGE
BASE  (951) (g5 (247) (251) (452) (218) (248) (296) (106) (303)

I 4.7% I 5.2% I 4.6% I 4.7% I 4.5% I 4.6% I 5.2%

Reduce our gas emissions by a further I I
. : 5.0% 5.4% 5.1%
10% by replacing leaky old pipes ° °

Reuse and recycle at least 80% of our
operational and general business : I 5.6% I 5.7% M\ I 4.7% I 4.4% I 4.0% § I 4.5% I 4.5% I 4.2% I 4.3%
waste by 2026
Help solye the.UKs energy challenges 50 I 4.6% I 50% I 4.8% I 4.6% I 4.4% I 4.2% I 4.4% 4.2% I 4.6%
by working on innovative projects
Make sure the investments we make
today will support future energy 3.9% I 3.9% I 3.8% I 33V I 4.2% I 3.7% I 33% 'V I 2% I 3.7% I 4.1%
solutions
t[)):/elé\é)egr;/ of a net zero ready network I 5.4% A I 4.8% A I 3.2% I 3.2% I 3.0% I 3.2% I 3% I 27% Y I 3%
Replace over 75% of our company I 29
[0)

cars with hybrid or electric cars by : I 2.3% I 2.5% I 2.0% I 1.8% I 1.8% I 2.0% I 2.2% | 1.5% 0
2026

0
Invest in old gas work sites I 2.5% I 2.3% I 1% | 1.7% I 9% I 7% I 2.0% I 1.7% I /%
Align_our priorities to the UN 12% I 2.0% I 1.8% 1.2% | 0.9% WY 1.2% 1.2% | 1.3% | 0.9% | 0.9%
Sustainable Development Goals

AV 5 higher/lower Accel’lt

2022: Based on 951 domestic participants, weighted. Only subgroups with at least one significant commitment have been included.



Driving outstanding service

Driving outstanding service - 16.9%

TOTAL psSR SES: DE RENTER VUL“';JIEE?;'\'I'_'TY: V;JEL,T;I:)?:;;IE : 55+ YRS chTT(:ClEsR 18-34YRS SES: AB

BASE  (951) (218) (248) (314) (106) AGE (303) (429) (82) (247) (204)
Cotnnecl’i more people to the gas I 7 1% I 7.5% I 7.6% M I 8.2% A I 6.1% I 6.2% I 6.1% I 6.8% I 58% VW
networ
Support the provision of
financial, energy, and carbon I 5.5% I 6.3% I 6.3% A I 6.6% I 5.0% I 5.1% I 6.1% I 5.9% I 4.9%
monoxide advice
'V'a'tﬂta'ﬂ high _Sta”dzrds of : I 3.4% A I 3.5% A I 2.9% I 3.3% A I 3.3% A I 3.3% I 22% W I 22% W I 2.9%
customer service and suppor
Ihcrezse the ngﬁber of people I 2 4% I 2.5% I 2.4% I 2.8% I 2.2% I 2.2% I 2.0% I 2.1% I 2.2%
signed up to
Work towards a common PSR I 2.3% I 2.2% I 2.1% I 2.3% I 1.9% I 1.9% | 1.9% | 1.9% | 1.7%
Engage more with our local o 0
customers 1.1% 1.0% 1.0% 0.9% 0.7% 07% VW 0.9% 1.2% 0.8%

=
76 Based on 951 domestic participants, weighted. Only subgroups with at least one significant commitment have been included. AW Sighigher/lower Accent



Designing our future

Designing our future

10.4%

VULNERABILITY:

TOTALMALE AGE 18-34 YRS  FUTURE CUSTOMER SES AB FEMALE AGE 35-54 YRS AGE 55+ YRS
PENSIONABLE AGE
BASE  (951) (471) (247) (82) (204) (303) (478) (251) (452)

Increase the skills of our
N P 3.6% A 3.1% 2.9% 3.8% A 3.7% A 2.8% W 27% Y 3.5%
high-quality
apprenticeships
Continue to make our
workforce inclusive 0.9% 1.5% A& 1.7% A 1.0% 0.7% W 0.9% 1.0% 0.6%'W

77 Based on 951 domestic participants, weighted. Only subgroups with at least one significant commitment have been included. AW Sighigher/lower Agcen‘t



Key subgroup differences
VULNERABLE CUSTOMERS — Those on PSR, Medical and Pensionable Age Vulnerabilities

Vulnerable customers are more likely to value commitments that directly or indirectly affect
them, rather than future big picture commitments.
Less likely:

Medical and pensionable age vulnerability less likely to
value investment in innovation with external
organisations (1% (106) & 1.1% (324) respectively v
1.3% (951)

Medically vulnerable less likely to value setting ambition
to reduce carbon emissions 2.7% (106) v 3.6% (951)

Pensionable age vulnerability less likely to value align
priorities to the UN, 0.9% (324) v 1.2% (951)

PSR participants less likely to value the reuse and
recycling of waste 4.0% (214) v 4.8% (951)

More likely:

Pensionable age vulnerability more likely to value attend !
gas emergencies inunder an hour, 9.4% (324) v 8.4% (951):

Pensionable age vulnerability more likely to value increase:
the skills of the workforce, 3.7% (324) v 3.2% (951) !

Medical vulnerability more likely to value connect more
people to the network who are on low incomes, 8.2% (106}
vV 6.7% (951)

Medical vulnerability, those on PSR and pensionable age
vulnerability more likely to value maintain nationally

recognised high standards, 3.3% (106) & 3.4% (214) & 3.39
(324) respectively v 3.0% (951)

S _ls
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Appendix C: SME subgroup MaxDiff
results




sSummary groupings by segment: Knowledge m

Doing all we can to provide

sustainable energy had the biggest Designing for the future had the
disparity between customers who biggest level of disparity between
were knowledgeable about Net Zero customer knowledge of WWU and
and those who weren’t those who weren'’t
l
TOTAL KNOWLEDGE OF NETZERO ~ NOT KN?\IVEVTLEEE)SCE)ABLE OF I KNOWLEDGE OF WWU NOT KNOV\‘/’VL\EVDfEABLE OF
(134) (105) 29) I (86) 18)

DELIVERING VALUE FOR

MONEY

DEMANDING SAFETY

ALWAYS

DOING ALLWE CANTO

PROVIDE SUSTAINABLE 18.9%

28.0%

oo | B o g o

I 0.5% -0.1% | I 0.4%

21.2%

-0.3% I

I 0.4% -0.3% I

ENERGY

DRIVING OUTSTANDING
SERVICE

I 0.2%

| o2 oo |

17.2%

|
!
|
!
|
|
!
|
|
!
|
!
|
DESIGNING OURFUTURE  14.8% :
|

I
I
I
I
I
| 0.1%
I
I
I
I

Qualitative insight: No significant differences found

2022: Based on 134 SME participants. Summary groupings are adjusted by number of statements, therefore no estimation of variance exists. No significance testing has been,_,
go conducted. If each group was assumed to have equal variance a guideline difference that would be needed for significance is 6-8% with a subgroup size of 50. ccent



sSummary groupings by segment: Knowledge m

Businesses with 10-49 employees companies were more future-orientated and less concerned
about WWU delivering value for money than companies with 2-9 employees

TOTAL 2-9 EMPLOYEES 10-49 EMPLOYEES
(134) (58) (60)

9 Qo
DELIVERING VALUE FOR MONEY . 2.8% 2.9% .

DEMANDING SAFETY ALWAYS I 1.3% “L3% I

DOING ALL WE CAN TO PROVIDE 11% I I 0.9%

SUSTAINABLE ENERGY

DRIVING OUTSTANDING SERVICE 0.0% I 0.6%

DESIGNING OUR FUTURE -3.1% - . 2.6%

Qualitative insight: No significant differences found

2022: Based on 134 SME participants. Summary groupings are adjusted by number of statements, therefore no estimation of variance exists. No significance testing has been
conducted. If each group was assumed to have equal variance a guideline difference that would be needed for significance is 6-8%, with a subgroup size of 50.
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Delivering value for money: subgroup analysis

There were no significant differences when looking at the results across key SME
characteristics

Delivering value for money

Not
South SW England 2-9 10-49 Knowledge of Not knowledgeable Knowledge of knowledgeable
TOTAL Wales (East) Employees Employees Onesiteonly  Multiple sites Net Zero of Net Zero wwu of WWU
(134) (68) (19) (58) (60) (114) (20) (29) (86) (48)
Keep charge§ down to the ' | | | 799 10.1% 7 7% 8.1% — S 6%
lowest practical level
Make sure customers get 7 3%
the best value for money

Invest in innovation by
working with external
organisations

Qualitative insight: No significant differences found
2022: Based on 134 SME participant.
aeedon participants AV S8 higher/lower .L%Eeﬁnt




i

Demanding safety always: subgroup analysis
There were no significant differences when looking at the results across key SME

characteristics D . "
emanding safety always
0]
21.2%
Not
South SW England 2-9 10-49 Knowledge of Not knowledgeable Knowledge of knowledgeable
TOTAL Wales (East) Employees  Employees One site only Multiple sites Net Zero of Net Zero wwu of WWU
(134) (68) (19) (58) (60) (114) (20) (105) (29) (86) (48)

Attend gas emergencies in under
an hour, on average

I 5.8% I 5.3% I 5.6% I 4.4% I 5.4% I 5.4% I 5.6%

I 5.2% I 5.5%

Spending an additional £400m to

repplace §|d metal pipes 4.6% 5.0% I 5.8% I 4.1% I 5.0% I 5.0% I 5.0% I 5.0% I 4.4% I 5.0%

Momtgr ad”d ”;a‘”tijnboug pipes to 4.7% 4.6% I 4.6% I 4.5% I 4.7% I 4.2% I 4.5% I 4.9% I 4.6% I 4.5%

a standard endorsed by the HSE

tAh” avlegafet'mfe W'thcl’”t gaz ol e 3.9% 5.4% I 5.3% I 3.7% I 4.9% I 3.0% I 4.8% I 4.5% I 4.3% I 4.9%
an ours for unplanne

interruptions

p tivelv identify theft of 2.9% 3.6% I 2.9% I 3.4% I 3.1% I 2.9% I 3.0% I 3.1% I 3.4% I 3.1%
roactively identify theft of gas

Qualitative insight: No significant differences found
2022: Based on 134 SME participant.
aeedon participants AV S8 higher/lower Mgeﬁnt




Doing all we can to provide sustainable energy: subgroup analysis m

There were no significant differences when looking at the results across key SME characteristics

Doing all we can to provide sustainable energy- 18.9%

Not
South SW England 2-9 10-49 Knowledge of Not knowledgeable Knowledge of knowledgeable
TOTAL Wales (East) Employees  Employees One site only Multiple sites Net Zero of Net Zero wwu of WWU
(134) (68) (19) (58) (60) (114) (20) (105) (29) (86) (48)

I 4.5% I 6.5% I 5.3%
4.7% I 5.7%

I 6.5% I 5.9% I 6.2%

Reduce our gas emissions by a
further 10% by replacing leaky old 5.9% 5.6% 4.6% I 5.1%
pipes
Reuse and recycle at least 80% of our

) : 4.5%
operational and general business

waste by 2026

Help solye the QK s e@ergy challenges I 4.3%

5.5% 5.2% 4.5% 4.6%

5.5%
3.7%

e

4.3%

4.3%

5% I 4.1% I 3.5%

Ul
~
X

by working on innovative projects

:B

Make sure the investments we make

H 0,
today will support future energy 3.8%
solutions

Delivery of a net zero ready network 3.89% I 3.6%
by 2035

Replace over 75% of our company
cars with hybrid or electric cars by ) I 2.6%
2026

Invest in old gas work sites I 2.4%

Align our priorities to the UN 1%
Sustainable Development Goals ' I 2.3%

5.2%
(o]

3.6% 3.8% 3.3% 2.8%

3.1% 2.2% 2.8% 2.2%

2.3% 2.1% 2.5%

2.6% 2.3% 2.5%

2.0% 1.7%

3.9% I 4.7%

1.9% 1.8% I 2.6%

w
~
R

A% I 2.8% I 2.2%

AV 5 higher/lower %Eeemt

84

2022: Based on 134 SME participants Qualitative insight: No significant differences found



Driving outstanding service:- subgroup analysis m

Micro businesses rated maintaining nationally high standards of customer service as
significantly less important than businesses of 10-49 employees

Driving outstanding service - 17.2%

Not
South SW England 2-9 10-49 Knowledge of Not knowledgeable Knowledge of knowledgeable
TOTAL Wales (East) Employees = Employees One site only Multiple sites Net Zero of Net Zero wwu of WWU
(134) (68) (19) (58) (60) (114) (20) (105) (29) (86) (48)

Connect more people to the
gas network

5.1% I 6.3% I 4.9% I 5.3% I 7.1% I 5.3% I 5.3% I 5.4% I 5.2%
4.4% I 5.4%

v A
3.2% 2.5% 1.9% 4.1% 2.8% 3.3% 2.8% 2.4% 3.3%
I 3.2% I 3.3% I I I I 2.4% I 4.0% I 2.7% I 3.5%

5.9%

Support the provision of
financial, energy, and carbon
monoxide advice

4.6% 4.6% 5.1%

5.4%

Maintain high standards of 2.5%

customer service and support

Increase the number of
people signed up to PSR

3.0%

2.4% 2.2% 2.6% o
Work towards a common PSR | 2.6% | kg ° 0 0 2.5%

1.6% 2.0% 2.2%

Engage more with our local
customers

1%

| 2.1%

ABCennt

85 2022: Based on 134 SME participants Qualitative insight: No significant differences found AWV Sighigher/lower



Driving outstanding service - subgroup analysis

There were no significant differences when looking at the results across key SME

characteristics
South
TOTAL Wales
(134) (68)
Increase the skills of our
workforce and invest in 4.4%
high-quality
apprenticeships
Continue to make our
2.5%

workforce inclusive

86 2022: Based on 134 SME participants

Designing our future

14.8%

Not
SW England 2-9 10-49 Knowledge of Not knowledgeable Knowledge of knowledgeable
(East) Employees = Employees One site only Multiple sites Net Zero of Net Zero wwu of WWU
(19) (58) (60) (114) (20) (105) (29) (86) (48)
3.5% 3.1% 4.3% 3.8% 3.5% 3.6% 4.1% 3.5% 3.7%
2.1% 1.6% 2.7% 2.3% 1.5% 1.9% 2.3% 2.6% 1.9%

Qualitative insight: No significant differences found AV Sig higher/lower

ABCennt
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Appendix D: MaxDiff participant
feedback




Domestic: MaxDiff feedback

84% of domestic participants agreed that they understood all of the choices involved in the

MaxDiff exercise. However, only 50% agreed that they found it easy to choose between the
options presented

“] was able to understand the choices”
B Strongly disagree B Disagree B Neither W Agree W Strongly agree

“I found it easy to choose between the options”
W Strongly disagree M Disagree m Neither W Agree W Strongly agree

Q44r1. Thank you for answering those questions. How strongly do you agree or disagree with the following statements about the choices you have just made? | was able
to understand the choices. Base: 951

~
88 Q44r2. | found it easy to choose between the options. Base: 951 Acce]_’]_t



SME: MaxDiff feedback gq

19% of business participants agreed that they understood all of the choices involved in the
MaxDiff exercise and 61% agreed that they found it easy to choose between the options
presented

“I was able to understand the choices”
W Strongly disagree W Disagree m Neither W Agree W Strongly agree

“I found it easy to choose between the options”
B Strongly disagree B Disagree B Neither W Agree B Strongly agree

Q44r1. Thank you for answering those questions. How strongly do you agree or disagree with the following statements about the choices you have just made? | was able
to understand the choices. Base: 134 P
89 Q44r2. | found it easy to choose between the options. Base: 134 Acce]_’]_t
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