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Background and methodology
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Background: Public value framework
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• Alongside the 2050 vision, Thames Water developed 

a public value investment framework to integrate the 

delivery of public value. 

• This research was conducted to understand if 

customers think this is important and the types of 

public value that Thames Water should focus on.

• Thames Water has identified activities of public value 

under core themes, each with various initiatives:

1. The environment

2. Customer and communities

3. Capability, employees and essential services



• Foundational research for Thames Water's PR24 (price review) programme was completed by Verve in October 2021 and this discussed in detail 

what customers want from Thames Water and what their core expectations are.

• Deep dive research into eight potential enhancement areas for PR24 was then completed by Verve in April 2022. Customers discussed in detail 

what they thought of Thames Water’s proposed initiatives for 2025-30.

• This latest research looks further to the future, examining the 2050 Vision that Thames Water have developed, and the strategic roadmap to 

achieve this (including what needs to happen in the next planning cycle of 2025-30), as well as Thames Water’s proposed public value 

framework. Detailed objectives for the public value element of the research are shown in the red box below:

• The latest research was conducted by Verve using online qualitative and quantitative methodologies.

• At the time of the research there had been ongoing (over a year) national and local media coverage of sewage overflows into rivers. This may 

have given heightened awareness and concern with this issue.

Background

Setting the scene for the research
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What is the right destination 

(ambition) for 2050?

Are there any 

gaps in the 

Vision 2050 ambitions?

Given where Thames Water 

are, which area is most 

important to improve in? 

What is most urgent? 

When should we achieve the 

Vision 2050 ambitions by? 

2050 or sooner? 

Test Vision 2050 ambitions
Ensure the Strategic 

Roadmap is comprehensive
Understand what is 
important for AMP8

Understand priorities
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How important are the wider 

benefits we deliver for 

communities and the 

environment

What types of public value 

(examples) would they 

prioritise?

Do they think it's Thames 

Water’s role to deliver public 

value? 

Understand importance 
of public value

Understand public value 
priorities

Understand their views on 
Thames Water role in 
delivering public value
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Where should Thames 

Water activities stop?

Understand what they 
expect Thames Water 

to do/not do

1.Views on Vision 2050 
strategic ambitions and 
priorities to build into the 

development of the 
strategic roadmap

2.Understanding 
customer and stakeholder 

views on public value
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Overall methodology (see appendix for sampling details and separate document for questions/stimulus used)

1) Informed panel customers

• 60 customers 

• Recruited from the Thames Water Customer 

Voices panel (online community formed in 

2021, recruited mainly using Panelbase)

• All closely representative of Thames Water’s 

geographic and demographic customer 

makeup as possible

• A six-day community, 7-14th April 2022

• 30-40 minutes of activity per day

− Five days evaluating Vision 2050

− One day evaluating public value

• Qualitative and ‘semi-quantitative’ outputs, 

with customers undertaking prioritisation

exercises, identical to the quantitative 

survey, for comparison

• ‘Informed’ by prior research activities, 

covering some of the same issues and the 

concept of planning for the future

3) Uninformed household (HH) and 

business (NHH) customers

• 600 customers

• Provided by an external panel (Obsurvant)

• Representative of Thames Water’s customer 

base

• 500 household and 100 business customers

• 19-27th April 2022

• 10 minute online questionnaire

− Prioritising Vision 2050 goals

− Rating public value activities

• ‘Uninformed’ due to lack of in-depth material 

on the issues (headline outcomes only)

• Quantitative outputs only

2) Informed ‘fresh’ customers

• 70 customers 

• Recruited from external sources (Obsurvant); 

less well informed on Thames Water's activities 

having not undertaken prior activities on the 

panel

• All closely representative of Thames Water’s 

geographic and demographic customer makeup 

as possible

− Including 20 business and 10 future 

customers (18-24 year olds)

• Identical activities and fieldwork dates to the 

Informed panel customers

• Qualitative and ‘semi-quantitative’ outputs, with 

customers undertaking prioritisation exercises, 

identical to the quantitative survey, for 

comparison

• ‘Informed’ by materials presented during the 

community

Qualitative online 

community

Qualitative online 

community

Quantitative online 

survey

Combined reporting highlighting overall findings and individual audience differences
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Methodology (see appendix for further details and separate document for screener/questions/stimulus)

Useful and 
contextualised

Fit for purpose
Neutrally 
designed

Inclusive
Independently 
and ethically 
conducted

This research represents high quality engagement, meeting Ofwat’s minimum standards

This research builds upon 

previous insights to understand 

what customers want from 

Thames Water in the near and 

longer term.

The public value framework was 

developed from previous 

customer insight. 

This research falls into a 

wider body of insight gathering 

aimed to understand what 

customers want from Thames 

Water in the longer term.

The methodology and sample 

covered was appropriate for the 

research objectives. We ensured 

the level of detail for customers to 

digest was enough to help them 

make judgements. Billing impact 

was not available, but we asked for 

an ‘in principle’ response to 

questions, and customers were 

able to explain their answers

Customers were asked for 

spontaneous opinions up front, 

then were shown 

contextual information on each 

activity. Questions and 

stimulus were designed to be 

straightforward, using Plain English

We spoke to a representative 

group of customers, including 

household, non-household, 

vulnerable and future customers. 

We used two methodologies 

(online community and online 

survey) to simulate different levels 

of being pre-informed. See 

appendix for breakdown of the 

sample and further details on the 

methodologies

This research was conducted by 

an independent research company 

(Verve) and was carried out in 

accordance with the Market 

Research Society Code of 

Conduct



Executive Summary

Public Value

Based on both qualitative and quantitative findings



Customers reviewed the Public Value Framework on day 6 of the Vision 2050/Public Value 
community 
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• Before customers viewed the Public Value framework, they were provided with an 

opportunity to discuss what they would want Thames Water to do to make a 

difference

• They were told that that they would discuss some of Thames Water’s core services 

as well as other beneficial activities for customers, the communities and the 

environment

• Customers were informed that the activities would use money from customer bills

• They then viewed the potential Public Value activities as a whole and considered 

their level of support for this framework overall

• Customers then reviewed each of the 3 areas in turn (Environment, Customers & 

Communities and Capabilities, Employees & Essential Services). They gave their 

first impressions and opinion on the extent to which these should be Thames 

Water’s role

• Customers then finished discussing this by stating how important each individual 

activity was on a scale from 0-10, with 0 being ‘no priority at all’ and 10 being 

‘very high priority’

• All research materials and stimulus shown can be found in the full reporting 

appendix



Public Value framework - Overview of key objectives
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• A majority of customers are in 

support of the public value 

framework and believe such 

activities are an important part of 

how the business should conduct 

itself and what it should deliver 

• However customers are willing to 

forfeit some elements of the 

framework, as priority is still 

placed on core water services

Understand importance of 
public value

How important are the wider 

benefits we deliver for communities 

and the environment

• There is a clear prioritisation 

towards core services and 

environmental elements

• Less clearly defined outcomes 

that are not aligned with the goal 

of delivering water and 

wastewater services to a high 

standard are seen as less of a 

priority (partly as a result of 

having less tangible outcomes)

Understand public value 
priorities

What types of public value 

(examples) would they prioritise?

• Customers believe it is Thames 

Water’s role to deliver public 

value in all the areas 

(Environment, Customer and 

communities, Capability, 

employees and essential 

services)

• However, some of the community 

focused outcomes are deemed 

less important (e.g. ‘connecting 

you with your surroundings’)

Understand their views on 
Thames Water role in 
delivering public value

Do they think it's Thames Water’s 

role to deliver public value

• Customers are willing for Thames 

Water to limit the scope of public 

value if it impedes the delivery of 

core services and increases 

water bills

• Some activities are deemed to 

benefit from Thames Water’s 

input but are also the 

responsibility of other 

organisations

• Many feel the commitment to 

these activities are 

commendable overall

Understand what they 
expect Thames Water 

to do/not do

Where should Thames Water 

activities stop?



Overall, customers believe the public value framework is very 
important
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How important are the wider 

benefits we deliver for communities 

and the environment

Understand importance of 
public value

• Almost every customer we spoke to supported the public value 

framework

• Customers appreciate Thames Water’s commitment to the environment, 

community and its employees

• Many believe that a company of Thames Water’s importance and 

standing has an ethical responsibility to protect its customers and to 

safeguard the environment while delivering core services. They believe 

the framework meets this expectation

• However, while these activities are perceived as important, many would 

forego some elements if they negatively impacted the core water 

services Thames Water provided

• Also, some noted they would want to see the impact on their bills to be 

able to fully endorse the activities listed here



Prioritisation of Public Value elements
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• Quantitative data shows a clear prioritisation of core 

essential services (delivering the water and wastewater 

service) and environmental elements (keeping rivers clean 

and limiting the amount of water taken from them)

• ‘Keeping rivers clean’ is given the highest overall priority 

alongside ‘delivering our essential services’

• Those elements that are deprioritised tend to be the less 

tangible or less service related, such as ‘connecting you 

with your local surroundings’ and ‘bringing communities 

together’

− This deprioritisation appears to be influenced by 

customers being less sure about what is being delivered

− Some are simply not focused on things they expect of 

Thames Water as a priority (ie: anything other than 

delivering core services to a high standard)

− ‘Customers and communities’ outcomes feature rarely in 

the top half of priorities overall 9with the exception of 

‘helping those that need it most’ (5th position)

What types of public value 

(examples) would they prioritise?

Understand public value 
priorities

A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them 

in terms of how much priority you want Thames Water to allocate to each in the coming 

years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  

Base: All respondents (698)

Top 3 Public 

Value outcomes 

in order of priority



8.53 8.52 8.25 8.11 8.04 8.04 7.93 7.86 7.65 7.58 7.54 7.31 7.23 7.09 6.99 6.67 6.63

River cleanliness and delivery of essential services are the key 
priorities overall

Public value; overall priority for each element (All informed qual and uninformed quant responses - 698)
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A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All respondents (698)

Environment Customers & communitiesCapability, employees, 

essential services

What types of public value 

(examples) would they prioritise?

Understand public value 
priorities

Keeping rivers clean is the most highly prioritised 

element, perhaps as a result of extensive media 

coverage over the past two years.  Delivering essential 

services is almost equally prioritised, and a constant 

theme through this work



Customers believe it is Thames Water’s role to deliver public 
value 
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Do they think it's Thames Water’s role to 

deliver public value? 

Understand their views on 
Thames Water role in delivering 

public value

• Environment

− Customers believe that in addition to Thames Water’s core services, it 

should be looking to safeguard the environment where possible, and that 

historically, this has been neglected

− Many believe the environmental activities proposed should be carried out 

faster if possible

• Customers and communities

− Customers believe that no customer should be without water and 

therefore, if they cannot afford to pay, Thames Water and the government 

have an ethical obligation to make sure water poverty is abolished

− Many customers comment that Thames Water should receive assistance 

from other bodies in areas relating to enhancing local 

communities. Delivering public value that benefits communities is not 

seen as down to Thames Water alone, and there is a sense that its 

contribution should supplement the efforts of central and local 

government

• Capability, employees and essential services

− Customers believe that it is Thames Water’s role to protect and upskill its 

workforce, because otherwise, core water services may not be met



Generally, customers think Public Value should not be at the expense 
of the core essential services
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Where should Thames Water 

activities stop?

Understand what they 
expect Thames Water 

to do/not do

• Generally, customers think that the list of Thames Water’s proposed activities should only be limited if these 

impede core water services or significantly increase customer bills

• The following activities were often felt to be a shared responsibility between the government, local authorities 

(with no real distinction given between government and local councils) and Thames Water:

− Promoting outdoor exercise at Thames Water sites

− Keeping noise to a minimum

− Connecting you to your surroundings

− Minimise transport disruption

− Helping local communities thrive

• However, it should be noted many customers believe that Thames Water’s commitment to ‘being a force for 

good’ is credible and so should be highly commended.



Awareness and attitudes towards Thames 
Water



Primarily I expect a un-interrupted supply of fresh 

clean water and the removal of sewage and waste 

water for an affordable cost.
Male, 45-54, ABC1, White, Vulnerable, Affinity Water

Alongside ensuring the core water system functions smoothly, customers want Thames 
Water to more clearly publicise the other schemes they run
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Outside of core maintenance improvements, 

customers would like to see green energy initiatives, 

assured affordable water and improved comms

[Their customer service] has been historically 

poor, not just in my personal experience but from 

things I have read in the media. 
Female, 35-44, C2DE, White, Dual 

Slough/Wycombe/Aylesbury

I would like to see Thames Water introduce water 

smart meters to show you if you left tap on and give 

you a warning so you don't waste water which is 

better for the environment
Male, 18-24, ABC1, White, Vulnerable, Affinity Water

• Clearer comms on Thames Water’s role and 

schemes, investment into green energy and 

supporting customers to lower bills were 

common responses.

Thames Water isn’t talked about much 

outside of when things go wrong, but there’s 

appetite from some to learn more

• Customers feel out the loop on new Thames 

Water initiatives - they typically only hear 

negative things through family/friends, 

documentaries or social media.

• Most are clear that Thames Water 

delivers a reliable and consistent supply 

of water, but some want to see 

improvements in their customer service.

Customers’ core needs are ensuring water 

remains drinkable and constant, alongside 

good customer service

Our local Facebook group talks about how hard our 

water is quite a bit. Other residents have said TW’s 

response was 'unhelpful’.
Female, 35-44, ABC1, White, Dual London

I only talk about Thames Water when something 

goes wrong […] I would imagine the company has 

environmental interests but I don't get to hear 

about these. 
Male, 55-64, ABC1, BAME, Dual London

I think I would like to hear more about what they are 

doing in terms of sustainability and water use
Male, 35-44, C2DE, BAME, Dual London



Context: Customers were provided an overview of the water cycle along with a map 
showcasing the remit of Thames Water
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• Customers were provided with a map of Thames Water’s remit, showing 

where they operated.

• Customers were also shown a simplified version of the water cycle, 

highlighting how water is treated to clean it, then delivered though customer 

homes before the wastewater is taken away, treated and returned to nature.

• Following this, customers were asked the following questions:

• What is your overall impression of Thames Water having read this?

• Did this tell you anything new or interesting or were you already aware 

of all of this?

• Do you have any questions or thoughts about Thames Water’s 

activities as a result?



Customers were interested to learn that Thames Water was the largest water and 
wastewater provider, and were keen to know more about how water is treated
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Thames Water’s area of operation
• Informed fresh customers were surprised at the scale of operations for 

Thames Water, especially how it is the largest water and wastewater 

provider.

• Similarly, some customers weren’t aware of their operations outside of 

London, expecting them to only function within the capital.

Any questions?

• Some customers were curious to understand how Thames Water 

handles such large amounts of sewage, alongside the fact that some 

customers only have wastewater services.

The main thing that surprised me about the information shown is 

quite how big the catchment area for Thames Water services is. I 

always thought of them as more of a London based company.

Male, 25-34, C2DE, BAME, Waste-only, Affinity Water

I would like to know how Thames Water is able to treat almost 5 

billion litres of sewage a day? How is the sewage treated? Does it 

affect the environment?

Female, 18-24, ABC1, BAME, Future customer, Dual

I hadn't really thought about the water cycle; the image really 

hammers home how important it is to balance environmental 

factors with business and use requirements.

Female, 35-44, ABC1, White, Dual, London

I knew about steps 1-5 of the water cycle but have less 

understanding of the process through which water goes through 

during steps 6-10. Does Thames Water organise tours of its 

treatment plants to increase understanding and awareness? 

Male, 55-64, ABC1, BAME, Dual, London

The Water Cycle
• Although many customers were already aware of the ‘natural’ water 

cycle, some appreciated the refresher with others keen to learn more 

about the ‘treatment’ section of the cycle.

• Some referenced the environment, realising the natural balance 

this cycle relies on.

Any questions?

• Similarly, some customers were keen to find out more about how the 

treatment process functions.



Qualitative community findings



Customers reviewed the Public Value Framework on day 6 of the community 
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• Before customers viewed the Public Value framework, they were provided with an 

opportunity to discuss what they would want Thames Water to do to make a 

difference

• They were told that that they would discuss some of Thames Water’s core services 

as well as other beneficial activities for customers, the communities and the 

environment

• Customers were informed that the activities would use money from customer bills

• They then viewed the potential Public Value activities as a whole and considered their 

level of support for this framework overall

• Customers then reviewed each of the 3 areas in turn (Environment, Customers & 

Communities and Capabilities, Employees & Essential Services). They gave their first 

impressions and opinion on the extent to which these should be Thames Water’s role

• Customers then finished discussing this by stating how important each individual 

activity was on a scale from 0-10, with 0 being ‘no priority at all’ and 10 being ‘very 

high priority’

• For a full transcription of discussion guide and the stimulus shown, please see the 

separate appendix.



Support for the Public Value framework overall – many believe Thames Water can have a positive 
impact on the environment and wider community. But some want more detail about costs and timings
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3%

3 customer ‘somewhat 

oppose’ the plan

• A very small number of customers 

do not think it is possible to achieve 

all these aspirations

• They feel too much focus could be 

placed on new ventures that could 

impact core services

• They do not want core services to  

be deprioritised against ‘new’ or 

‘extracurricular’ activities 

82 customers ‘strongly 

support’ the plan

71%

• Customers are impressed by the 

framework and feel Thames Water is 

going above what one would expect 

from a water company.

• The framework demonstrates a ‘force 

for good’; the business is making it a 

duty to make a positive impact on 

both the community and the 

environment.

• Some highlight how the plan 

demonstrates taking social 

responsibility by looking after 

customers, staff and the environment.

24%

28 customers ‘somewhat 

support’ the plan

• Customers are supportive of the 

framework but are unsure of how 

achievable all elements are.

• Some argue community orientated 

goals should be a secondary priority.

• Customers feel like more clarity is 

needed to fully support the plan and 

would like to see more transparency 

about costs.

2%

2 customer ‘strongly 

oppose’ the plan

• One customer believes more 

focus should be put on current 

services and lowering bills in a 

climate where prices are 

increasing.

• Another feels certain plans will 

benefit only some customers 

and are not relevant to them.

As an overall plan for Thames Water to be ‘a force for good’ would you support or oppose this list of activities?

Caution, the percentages shown on this page are based on a relatively small qualitative sample size, they are shown to indicate direction of sentiment only



Although most customers support the Public Value framework, they feel there are still 
some elements that can enhanced
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The activities are all good though I take issue with the priorities 

and the 2050 timescale. Some things are missing too as I have 

explained. It was not a question of these activities being wrong in 

themselves - they are all worthy but need to be prioritised and 

developed. There need to be SMART targets - specific, 

measurable, achievable, realistic and time bonded.

Female, 65+, ABC1, White,  Waste-only, South East Water

The majority of customers were impressed with the variety of issues covered

• Many customers believe the framework will have a positive impact on both them as 

customers but also society in general.

• Therefore, they see Thames Water as having a ‘good moral code’ and a company that 

‘thinks beyond its own profits’.

However, some want more assurance about the framework

• These customers still support what the plan represents but feel they can’t fully commit to 

it because there is clear prioritisation of which initiatives will be completed at what time.

• They also want to know how this will impact their bills.

Several ideas emerged from a handful of participants who feel there were areas missing:

• Quick repairs to infrastructure to maintain the service and prevent damage.

• An online service portal to support customers and communities.

• Metered supply with automatic reading in every household.

• Upskill and train the local community about local problems.

• Work with education at all levels from pre-school to adults.

• Work alongside local farmers and collaborate.

In general, the list of activities looks nice but there is no mention 

of costs or percentages. I am concerned that the most urgent 

activities will be delayed if all of the activities become goals to be 

met by 2050. There is no time scale attached to the activities 

either and they are very vaguely or generally worded. Essential 

activity improvements cannot wait till 2050, and any renewable 

energy generation, e.g. From sewage processing is very 

welcome, especially in the current situation and endeavour to 

become independent from gas and oil imports.

Female, 55-65, ABC1, White, Dual,  Slough/ Wycombe/ 

Aylesbury

The activities are holistic and seem largely achievable.  They seem 

to be for the greater good for the customer, communities, 

economy, environment and Thames Water as a whole.

Female, 18-24, ABC1, White, Dual, London 

Note: Customers often referred to the Public Value activities as ‘2050 goals’ 

as they had been discussing these for the 5 days prior to this, but we feel 

they clearly understood the difference. They wanted clarity as to the 

timescales for these potential activities, most assuming it was also 2050



Customer evaluation of goals of Vision 2050
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• For the next stage of discussions, customers evaluated each 

area of Public Value in more depth. Each slide detailed the over 

arching theme, proposed activity and what this would entail. The 

17 activities were shown in a different order for each participant. 

• Customers were asked to evaluate and comment on each area of 

Public Value as follows:

• For each activity listed below please tell us:

• How important is each element as a role for Thames Water to 

fulfil, where 0 is ‘not at all an important role for Thames Water 

to fulfil’ and 10 is a ‘very important role for Thames Water to 

fulfil’

• Please give brief reasons for the activities you ranked as most 

and least important

• Is there anything you think is missing in this list of customers 

and communities activities that you would like Thames Water 

to pursue?



The environment
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Activity More about this

Getting more energy from 

renewable sources

Getting more of our energy from renewable sources (such as the sewage 

treatment process and solar panels and wind turbines on sites)

Looking after every drop of water

Limiting the amount of water taken from vulnerable rivers and streams, 

allowing groundwater to be replenished when it rains, and making sure water 

is used efficiently by all customers

Protecting services against 

climate change

Reducing the risks from extreme weather (such as flooding, cold snaps or 

heatwaves) which could impact water and sewage services

Looking after biodiversity Improving the variety of wildlife and plants in and around Thames Water sites

Keeping rivers clean Making sure that sewage doesn’t harm the quality of water in the environment

Keeping noise to a minimum
Protecting customers from noisy Thames Water activities such as roadworks 

or water and sewage treatment processes



Customers rate most of the environment activities highly, with water supply protection seen 
as the most important area by customers, with less focus on biodiversity and noise reduction

25

4% 2% 3% 3% 9%
17%

12%
25%

35%
15%

55%

79% 88%
73%

62%
82%

36%Rated between 8- 10

Rated between 4-7

Rated between 0-3

Getting more 

energy from 

renewable 

sources

Looking after 

every drop of 

water

Protecting 

services 

against climate 

change

Looking after 

biodiversity

Keeping the 

rivers clean

Keeping noise 

to a minimum

112 

responses 

Participants ranked how important they felt each public value element was to fulfill on a scale of 0-10 , where 0 

is ‘not at all an important role for Thames Water to fulfil’ and 10 is a ‘very important role for Thames Water to 

fulfil’

112 

responses 

112 

responses 

112 

responses 
104 

responses 

106 

responses 

Caution, the percentages shown on this page are based on a relatively small qualitative sample size, they are shown to indicate direction of sentiment only



Although most of the environment activities are rated highly, protecting water ranks highest 

Meanwhile, noise reduction is seen as less of a problem, and unimportant to ‘fix’

26

I ranked looking after every drop of water as one of my 

highest because when used more sustainably, Thames 

water will need to do less to prepare and this contributes 

to less damage to the environment.

Male, 35-44, C2DE, White, Waste-only, Affinity Water

Definitely a high score for this, 10/10. If rivers aren't kept 

clean there are knock on effects to other aims and roles 

of TW, e.g. improving biodiversity and fines incurred will 

be reflected in increased customer bills.

Male, 18-24, ABC1, White, Vulnerable, Affinity Water

I keep harping on about education as if we are not given 

the tools and taught how to save water then how can we 

do it. Or how about collecting rain water from our streets 

when it rains ? is there anyway they can do this.

Female, 45-54, ABC1, Business, 10-49 employees

Protecting every drop is rated the most important activity, core to Thames Water’s 

remit

Protecting water sources appears most relevant to Thames Water for customers, 

with them seeing this as key to future sustainability and efficiency. Although some 

aren’t convinced this is completely achievable to protect ‘every’ drop, customers feel 

that this activity will help Thames Water reduce damage to the environment, 

Keeping the rivers clean features as an important goal throughout

Although not the highest scoring goal in the qualitative stage, this is still clearly an 

important issue (and is the highest scoring goal in the quantitative data).  It is largely 

driven by a desire to ensure wildlife and human health is protected – wildlife in 

particular contributing to biodiversity.

Keeping noise to a minimum is the lowest rated activity for importance

Keeping noise to a minimum is rated lower due to many seeing it as either unlikely to 

cause much disruption, or being a short-term pain. This is something customers 

expect, however unwelcome it is.

Customers feel this set of activities are right

Customers feel the current selection covers the spectrum of environmental issues, 

although some feel this is the space to talk about reducing sewage spills. Besides 

this, some customers suggest that Thames Water should play an educational role in 

water sustainability and efficiency.

Ultimately, if there is not enough water to go around 

because it has not been used appropriately, Thames 

Water has no business and we won't have enough water 

to drink. In terms of keeping rivers clean, if this does not 

happen then this could cause untold damage to the 

environment and even human health.

Female, 35-44, C2DE, White, Dual, 

Slough/Wycombe/Aylesbury



Customers and communities 
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Activity More about this

Connecting you with your 

surroundings

Providing areas and facilities to spend time outdoors, such as reservoirs and 

wetlands

Bringing communities together
Providing opportunities to communicate, meet and learn within our 

communities, such as community training, education and volunteering

Helping those who need it most Supporting priority and vulnerable customers with extra help when they need it

Building trust Earning customer confidence in Thames Water as a company

Supporting your health and 

wellbeing

Providing activities that help our communities stay active and well, such as 

outdoor exercise at our sites

Helping local economies thrive Contributing to local economies, for example, by providing jobs

Minimising transport disruption
Protecting customers from road or railway disruption that Thames Water 

activities may cause



Customers rate targeted support for those in need and building trust as the most important 
customer and community activities to focus on, with wider community initiatives seen as less 
important
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16% 16%
3% 4% 12% 6% 5%

49% 53%

20% 26%

35% 49%
32%

35% 31%

77% 70%
53% 45%

46%

Rated between 8- 10

Rated between 4-7

Rated between 0-3

Connecting you 

with your 

surroundings

Bringing 

communities 

together

Helping those 

who need it 

most

Building trust Supporting 

your health and 

wellbeing

Helping local 

economies 

thrive

Minimising 

transport 

disruption

112 

responses 

Participants ranked how important they felt each public value element was to fulfill on a scale of 0-10 , where 0 

is ‘not at all an important role for Thames Water to fulfil’ and 10 is a ‘very important role for Thames Water to 

fulfil’

112 

responses 

112 

responses 

112 

responses 

112 

responses 
112 

responses 
93 

responses 

Caution, the percentages shown on this page are based on a relatively small qualitative sample size, they are shown to indicate direction of sentiment only



Helping those who need it most is rated highly as a customer and community activity

In contrast, customers feel that it is not within Thames Water’s remit to bring communities together
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The most important is helping customers who need it most, as 

vulnerable customers should not be forgotten or have to suffer 

financially/with service because of factors out of their control.

Female, 18-24, ABC1, White, Dual, London

I think community is important but don't feel this is a 

particularly important role for Thames Water to take on and I 

don't think it's going to benefit as many people as providing 

outdoor facilities and space to enjoy.

Female, 45-54, C2DE, BAME, Dual, London

Working with schools to provide education and information 

centres for young people to visit, so they understand and can 

be educated with the work that goes into providing water and 

hopefully this may have long term impacts on that generation 

saving water and not abusing it.

Male, 45-54, ABC1, BAME, Dual, London

Helping those who need it is seen to proactively support vulnerable customers

Customers rate this highly, largely because it offers a more focused and achievable 

support measure for customers who need it the most. Many customers feel Thames 

Water has a responsibility to support vulnerable customers who can’t afford bills, as 

water should be accessible and available for all.

Although most feel community goals are important, some aren’t convinced this is an 

area Thames Water should be focusing on

Largely, customers feel this is a ‘nice’ thing to do, albeit something that shouldn’t be 

a priority for Thames Water given both their core water treatment remit and the list of 

other initiatives they want to implement.

Although many feel the list of activities under Customer and Community cover all 

relevant areas, some are interested in ways Thames Water can work with local 

businesses and communities to educate and improve

Some customers feel Thames Water could work proactively with local businesses 

and organisations (like schools) in order to achieve goals faster and bring 

improvements to local areas with more specialised/targeted support. Similarly, some 

feel that Thames Water can play an educational role, and so should support schools 

to teach children about the water cycle and treatment process.



Capability, employees and essential services
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Activity More about this

Building skills and knowledge
Providing accessible and high-quality training, developing skills and knowledge 

for our workforce

Keeping Thames Water secure Protecting our sites, services and data from potential security threats

Keeping our people safe and 

well
Supporting employee wellbeing and protecting them from harm

Delivering our essential services
Providing drinking water to customers and taking away and treating 

wastewater, returning it safely to the environment



For most, providing drinking water, taking away and treating wastewater and returning it safety 
to the environment is the most important activity for Thames Water to fulfil
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4% 4% 5%5%
14% 17%

33%

94% 83% 79%
62%

Rated between 8- 10

Rated between 4-7

Rated between 0-3

Delivering our 

essential services

Keeping Thames 

Water secure

Keeping our people 

safe and well

Building skills and 

knowledge

111 

responses 

Participants ranked how important they felt each public value element was to fulfill on a scale of 0-10 , where 0 

is ‘not at all an important role for Thames Water to fulfil’ and 10 is a ‘very important role for Thames Water to 

fulfil’

111 

responses 
111 

responses 

111 

responses 

= Significant difference at 95% confidence level

Caution, the percentages shown on this page are based on a relatively small qualitative sample size, they are shown to indicate direction of sentiment only



All the capability, employee and essential service activities are considered important, yet 
providing essential services is the top priority Thames Water should focus on 

Many believe that guaranteeing clean and drinking water, and treating wastewater are essential activities for Thames 
Water. Keeping customers safe and employees safe are also seen as highly important.
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Most = Delivering our essential services. This in my view is the top 

priority which Thames Water should be focusing on. Everyone needs 

water which is clean and I expect wastewater to be treated 

accordingly

Male, 65+, ABC1, White, Dual, London 

Providing essential services is the top priority for many

Customers feel that guaranteeing clean and drinking water to customers, as well as, 

treating wastewater are the most important activities Thames Water should carry out as 

a water and waste supply company.

Keep customers and employees safe and well, as well as, building skills and knowledge 

among employees are important mainly to build customers’ confidence in Thames Water

Keeping people safe and well is ranked lower than essential services but is still 

considered an ethical obligation by many. They believe that if things like this were to 

be broken, it would likely affect other important issues like data protection and water 

contamination.

Building skills and knowledge across the workforce is felt to be quite important as well to 

guarantee an ongoing high-quality service and to develop and apply new technology. 

However, it is felt to be less of a priority for Thames Water, which, according to 

customers, could rely on third parties to fulfill this measure.

What is missing? Any other ideas?

Customers would like to know more about Thames Water’s plans to develop skills and 

knowledge among employees and would like to see them more committed in diversifying 

the workforce.

The essential service is exactly that, what customers pay for and 

that is of most importance. Also important is keeping the sites free 

from security threats. That has the potential to harm countless 

customers so is a vital element for them. I ranked building skills the 

lowest - that is important for staff to know what they are doing but 

most people go into a job having already been trained in some way 

i.e. via education so it is not a huge area Thames Water should 

focus on. Keeping staff safe and well is very important but essential 

services are more important than this.

Female, 25-34, ABC1, White, Dual, Swindon/Oxford 

It’s important to have skilled workforce. The better they are trained 

will ensure quality of work. Security is important for the safety of data 

as well as preventing contamination from outside sources. High 

maintenance will ensure the health and safety of everyone and 

everything.  Delivery of essential services goes without saying. Water 

is a lifeline for all living things

Female, 55-64, C2DE, BAME, Waste-only, Affinity Water 



Quantitative findings: overall priority for 
each element of the Public Value 

framework



8.53 8.52 8.25 8.11 8.04 8.04 7.93 7.86 7.65 7.58 7.54 7.31 7.23 7.09 6.99 6.67 6.63

River cleanliness and delivery of essential services are the key priorities overall

Public value; overall priority for each element (All informed qual and uninformed quant responses - 698)

34
A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All respondents (698)

Environment Customers & communitiesCapability, employees, 

essential services

Keeping rivers clean is the most highly prioritised 

element, perhaps as a result of extensive recent media 

coverage over the past two years.  Delivering essential 

services is almost equally prioritised, and a constant 

theme through this work



Prioritisation of Public Value elements and differences between the informed qualitative 
and uniformed quantitative participants

35

• The informed qualitative participants offer consistently lower mean scores than the uninformed 

quantitative participants, but scores are closer to the overall total audience mean for the following 

elements:

− ‘Delivering our essential services’

− ‘Looking after every drop of water’

− ‘Helping those that need it most’

• This does tend to suggest a deliberate deprioritisation of the less tangible elements, given that they show 

the biggest divergence from the overall mean compared with the uninformed audience

• Those areas showing the biggest gap between informed and uninformed audiences are:

− ‘Keeping noise to a minimum’

− ‘Connecting you with your surrounding’

− ‘Bringing communities together’

− ‘Supporting your health and wellbeing’

− Helping local economies thrive’

− ‘Minimising transport disruption’



4

5

6

7

8

9

Getting more

energy from

renewable

sources

Looking after

every drop of

water

Protecting

services

against

climate

change

Looking after

biodiversity

Keeping

rivers clean

Keeping

noise to a

minimum

Connecting

you with your

surroundings

Bringing

communities

together

Helping

those who

need it most

Building trust Supporting

your health

and

wellbeing

Helping local

economies

thrive

Minimising

transport

disruption

Building skills

and

knowledge

Keeping

Thames

Water secure

Keeping our

people safe

and well

Delivering

our essential

services

Total (informed and uninformed) Informed Qual Uninformed Quant

Informed audiences provide lower scores across the board for Public Value elements

Public value; overall priority for each element (All responses – 698)
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A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All respondents (698)

Note: the consistent lower scores given by informed audiences will be influenced by size of the 

sample, which is considerably smaller than the uninformed base, which is by definition closer to 

the scores for the overall audience.  As a result we have not reported on significant differences.



4

5

6

7

8

9

10

Getting more

energy from

renewable

sources

Looking after

every drop of

water

Protecting

services

against

climate

change

Looking after

biodiversity

Keeping

rivers clean

Keeping

noise to a

minimum

Connecting

you with your

surroundings

Bringing

communities

together

Helping

those who

need it most

Building trust Supporting

your health

and

wellbeing

Helping local

economies

thrive

Minimising

transport

disruption

Building

skills and

knowledge

Keeping

Thames

Water

secure

Keeping our

people safe

and well

Delivering

our essential

services

Total household audiences London Thames valley

There are some significant differences in priorities between London and Thames Valley 
household customers

Public value; overall priority for each element (All informed and uninformed household responses – 698)
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A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All respondents (698)

Dashed green boxes denotes where a difference in scores between 

London and Thames Valley is significant.  The name above each box 

denotes which region scores significantly higher at a 95% confidence level.TV TV TV 

LON 

LON 
LON 

The data suggests that Thames Valley customers place greater weight 

on environmental factors (rivers and sustainable supply) as well as 

core services.  Londoners appear to place greater weight on 

community, and also issues around noise and transport.



Uninformed household participants - keeping rivers clean and delivery of essential 
services are the key priorities, as well as protecting the water supply

Public value; overall priority for each element (Uninformed HH quant - 500)
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A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All HH customers (500)

8.50 8.38 8.22 8.13 8.11 7.98 7.98 7.91 7.70 7.62 7.57 7.46 7.27 7.26 7.18 6.82 6.81

Environment Customers & communitiesCapability, employees, 

essential services



Uninformed non-household participants - keeping rivers clean and delivery of essential 
services are also key, as well as keeping our people safe

Public value; overall priority for each element (Uninformed NHH quant - 100)
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A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All NHH customers (100)

8.54 8.39 8.10 7.93 7.92 7.85 7.81 7.59 7.47 7.42 7.24 7.22 7.19 7.18
6.75 6.56 6.53

Environment Customers & communitiesCapability, employees, 

essential services



Informed panel participants - there is more range in the scores given by these, and 
delivery of essential services is key for them

Public value; overall priority for each element (Informed panel – 50)

40
A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All Qual: informed respondents (50)

9.37 8.98 8.88 8.68 8.46 8.41 8.41
7.93 7.80 7.78

7.24 7.17 7.02 6.73
6.29 6.27

5.78

Environment Customers & communitiesCapability, employees, 

essential services



Informed ‘fresh’ participants - there are also wider-ranging scores among this group, with 
priority also given to delivering essential services

Public value; overall priority for each element (Informed fresh – 49, includes business and future bill payer customers)
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A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All Qual: uninformed respondents (49)

9.45
8.83 8.45 8.43 8.21 8.07 7.88 7.57 7.40 7.36 7.05 6.93

6.38 6.26 5.90 5.64 5.45

Environment Customers & communitiesCapability, employees, 

essential services



Priority of Public Value activities : differences between sample types

Significantly higher priority scores for Public Value activities are most likely among 
uninformed household customers (quantitative survey)

Public Value activity Uninformed HH Informed panel Informed fresh Uninformed NHH

Getting more energy from renewable sources 7.91 8.41 7.88 7.93

Looking after every drop of water 8.22 8.98 8.83 7.85

Protecting services against climate change 7.98 7.93 7.57 7.42

Looking after biodiversity 7.62 7.80 7.36 7.92

Keeping rivers clean 8.50 8.88 8.43 8.54

Keeping noise to a minimum 7.18 6.29 5.45 7.18

Connecting you with your surroundings 6.82 6.27 5.90 6.53

Bringing communities together 6.81 5.78 5.64 6.56

Helping those who need it most 7.98 8.68 8.45 7.81

Building trust 7.57 7.78 7.40 7.24

Supporting your health and wellbeing 7.70 7.24 6.93 7.59

Helping local economies thrive 7.26 6.73 6.26 6.75

Minimising transport disruption 7.46 7.02 6.38 7.22

Building skills and knowledge 7.27 7.17 7.05 7.19

Keeping Thames Water secure 8.13 8.46 8.07 7.47

Keeping our people safe and well 8.11 8.41 8.21 8.10

Delivering our essential services 8.38 9.37 9.45 8.39

Sig difference at 95% CI

A6 - Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the coming 

years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’? Base: All respondents (698)



Priority of Public Value activities: subgroup differences

Very few significant differences by subgroups in terms of priority ratings for Public Value 
activities

A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All HH customers and qual survey respondents (583)
43

Gender

Women gave significantly higher priority scores 

than men for:

• Getting more energy from renewable sources

• Protecting services against climate change

• Helping those who need it most

• Keeping Thames Water secure

Age

Significantly higher importance scores typically 

given by customers aged 35+ for:

• Looking after every drop of water

• Keeping rivers clean

• Helping those who need it most

• Keeping Thames Water secure

• Keeping our people safe and well 

• Delivering our essential services

Service type

dual service customers gave significantly 

higher importance scores for:

• Getting more energy from renewable 

sources

• Protecting services against climate change



Priority of Public Value activities: subgroup differences

Very few significant differences by subgroups in terms of priority ratings for Public Value 
activities

A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much priority you want Thames Water to allocate to each in the 

coming years, on a scale of 0-10, where 0 is ‘no priority at all’ and 10 is ‘very high priority’?  Base: All HH customers and qual survey respondents (583)
44

Location

Thames Valley & Home Counties customers gave 

significantly higher priority scores for:

• Looking after every drop of water

• Keeping rivers clean

London customers gave significantly higher priority 

scores for:

• Bringing communities together

• Minimising transport disruption

• Delivering our essential services

Ethnicity

White customers gave significantly higher priority 

scores for:

• Keeping rivers clean

• Delivering our essential services

BME customers gave significantly higher priority 

scores for:

• Bringing communities together

• Helping local economies thrive

Disability

No significant differences by disability



Appendix

Methodology and sampling details



Qualitative community research sample

46

This research was designed to capture the diversity of Thames Water’s customer base 

• 130 customers were invited to the research, 122 (shown above) completed all questions to day 4 and 111 completed all questions to day 6

• Specific demographics collected from participants closely matched that of the Thames Water customer base* (details on following pages)

• Informed panel customers – The 59 members of our Customer Voices panel had undertaken two or more of the previous enhancement case 

deep dives or PR24 foundational research activities. Therefore they already had some understanding of Thames Water’s proposed future 

commitments and had given thought to some of the initiatives and challenges involved.

• Informed fresh customers – We also invited a set of freshly recruited ‘off-panel’ customers (38 existing customers, 8 future customers and 17 

business customers) none of whom had been involved in previous research for Thames Water. These were informed of the issues through this 

study.

* ‘Customer research and sampling approach September 2018’ document, supplied by Thames Water

Customer Groups Count completing the 

research

Thames Water Customer Voices panel (‘Informed panel’) 59

Thames Water customers (recruited externally, ‘Informed fresh’) 38

Future customers (recruited externally, ‘Informed fresh’) 8

Business customers (recruited externally, ‘Informed fresh’) 17



Qualitative methodology: customers reviewed Thames Water’s 2050 strategic roadmap and 
public value framework across a 6-day online community
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Day 1 (7 April)

• Unprompted expectations of 

Thames Water and what issues 

are top of mind

• Initial responses on what 

customers expect in each of the 

five Vision 2050 outcomes 

(water, waste/rivers, customer, 

energy and communities)

• Initial reaction to overall Vision 

2050

Days 2-4 (8-12 April)

Objectives:

• Reactions to the 19 individual 

goals of Vision 2050

• Assess if the timescale for each 

goal is: about right, too fast or, 

too slow

• Gauge level of support for each 

goal and reasons behind this

• Ascertain for each goal -

personal importance, reactions 

to current performance and 

how changes will be achieved

Day 5 (13 April)

Objectives:

• Support for Vision 2050 overall

• Any gaps in the vision

• Assessment of importance and 

then urgency of each goal

Day 6 (14 April)

Objectives:

• Unprompted expectations of 

Thames Water’s role beyond core 

services

• Initial responses to the proposed 

public value framework

• Importance of the 17 individual 

activities in the public value 

framework

• Any gaps in the framework

• Assessment of priority for each 

activity



Qualitative community research sample

48
Quota targets from ‘Customer research and sampling approach September 2018’ document, supplied by Thames Water

Themes Water Customer Voices Customers (59)

Gender Quota targets Quota actual

Male 29 30

Female 31 29

Age Group Quota targets Quota actual

18 - 24 9 1

25 - 34 13 13

35 - 44 11 13

45 - 54 10 13

55 - 64 7 6

65+ 10 8

Socio-economic group Quota targets Quota actual

SEG AB 17 24

SEG C1 20 17

SEG C2 10 5

SEG DE 13 13

Ethnicity Quota targets Quota actual

White 44 43

BME 16 16

Disability (vulnerability) Quota targets Quota actual

Yes 8 9

No 52 50

Service Type Quota targets Quota actual

Clean & Waste 37 35

Waste only 23 24

Thames Water Population Quota targets Quota actual

Dual service area

London 29 29

Swindon/Oxford 4 1

Slough/Wycombe/Aylesbury 2 3

Kennet Valley 2 0

Guildford 1 1

Henley 0 0

Waste-only area

Affinity Water 12 12

South East Water 4 3

Essex & Suffolk Water 3 1

Sutton & East Surrey Water 3 7

Southern Water 1 1

Anglian Water 1 0

Prior research activities undertaken Quota actual

PR24 Foundation 7

Net Zero deep dive 49

Trunk Mains deep dive 34

Waste headroom/spills/bathing deep dive 58

Lead Pipes deep dive 34

Sustainable abstraction deep dive 47



Qualitative community research sample

49
Quota targets from ‘Customer research and sampling approach September 2018’ document, supplied by Thames Water

Thames Water Externally Recruited Customers (38)

Gender Quota targets Quota actual

Male 20 19

Female 20 19

Age Group Quota targets Quota actual

18 - 24 6 6

25 - 34 8 9

35 - 44 8 7

45 - 54 7 7

55 - 64 5 5

65+ 6 4

Socio-economic 

group 
Quota targets Quota actual

SEG AB 12 11

SEG C1 13 13

SEG C2 7 7

SEG DE 8 7

Ethnicity Quota targets Quota actual

White 30 21

BME 10 17

Disability 

(vulnerability)
Quota targets Quota actual

Yes 6 4

No 34 34

Service Type Quota targets Quota actual

Clean & Waste 25 23

Waste only 15 15

Thames Water Population Quota targets Quota actual

Dual service area

London 19 20

Swindon/Oxford 3 3

Slough/Wycombe/Aylesbury 1 1

Kennet Valley 1 1

Guildford 0 0

Henley 0 0

Waste-only area

Affinity Water 8 8

South East Water 3 3

Essex & Suffolk Water 2 2

Sutton & East Surrey Water 2 2

Southern Water 0 0

Anglian Water 0 0

Future Customers (8)

Business customers (17)

Future customers (18-24 yrs)
Quota 

targets

Quota 

actual

Male 5 4

Female 5 4

ABC1 5 5

C2DE 5 3

White 6 4

BAME 4 4

Dual service 7 6

Waste only 3 2

Business sample
Quota 

targets
Quota actual

0-9 employees 8 7

10-49 employees 8 6

50+ employees 4 4

Water reliant 10 10

Non-water reliant 10 7



A 10-minute online survey was conducted between 19th and 27th April 2022 with 500 Household 
(Uninformed HH) customers and 100 Business/Non-household (Uninformed NHH) customers

Total Unweighted Weighted

Count % Count %

Gender

Male 241 48% 240 48%

Female 256 51% 250 50%

Other / prefer not to 

say
3 1% 10 2%

Age

18-24 55 11% 75 15%

25-34 80 16% 105 21%

35-44 113 23% 95 19%

45-54 99 20% 85 17%

55-64 70 14% 60 12%

65+ 83 17% 80 16%

SEG

AB 165 33% 145 29%

C1 183 37% 165 33%

C2 38 8% 85 17%

DE 114 23% 105 21%

Total Unweighted Weighted

Count % Count %

Ethnicity

White 378 76% 370 74%

BME 122 24% 130 26%

Disability (vulnerability)

Disabled 83 17% 70 14%

Not disabled 417 83% 430 86%

Service type

Dual service 335 67% 310 62%

Waste only 165 33% 190 38%

Region

London 296 59% 365 73%

Thames Valley & Home 

Counties
204 41% 135 27%

HH customers sample profile:

We applied demographic quotas in order to achieve a regionally representative 

sample – any skews were then corrected via weighting the data. N.B for ‘Region’, we 

intentionally oversampled Thames Valley & Home Counties customers to ensure a 

more robust unweighted sample for analysis.

Quantitative methodology and sample



Quantitative methodology and sample

A 10-minute online survey was conducted between 19th and 27th April 2022 with 500 Household 
(Uninformed HH) customers and 100 Business/Non-household (Uninformed NHH) customers

Total Unweighted Weighted

Count % Count %

Company size

0-9 employees 66 66% 90 90%

10+ employees 34 34% 10 10%

Number of sites

Single site 68 68% 94 94%

Multi-site 32 32% 6 6%

Region

London 67 67% 73 73%

Thames Valley & 

Home Counties
33 33% 27 27%

Total Unweighted Weighted

Count % Count %

Industry type

Construction, mining, 

manufacturing, agriculture
20 20% 16 16%

Wholesale, retail, repair 

motor vehicles, 

transportation

14 14% 14 14%

Accommodation and food 

service activities
7 7% 7 7%

Services – information, 

financial, real estate, 

professional, scientific, 

technical activities, admin 

and support

42 42% 48 48%

Public organisations, 

education, health and 

social work 
9 9% 9 9%

Other services 8 8% 7 7%

NHH customers sample profile:

We applied firmographic quotas in order to achieve a regionally representative sample – any skews were then corrected via weighting the data. N.B for ‘Region’, we 

intentionally oversampled Thames Valley & Home Counties customers to ensure a more robust unweighted sample for analysis.



A note on sample size variations

• In a small number of cases throughout, differences may be observed in qualitative sample sizes (notably the ‘survey’ style 
questions throughout both Vision 2050 and Public Value qualitative evaluations).  The reason for this is that over the 
course of a six day community, there will inevitably be some dropout

• Our initial sample counts were already upweighted to account for dropout (e.g. 60 informed panellists to ensure a sample 
size of 50), and thus the overall sampling goal has not suffered as a result

• Over the course of six days, there were a small number of customers that dropped out, as well as some customers that 
were unable to complete every day’s activities (e.g. two customers contracted Covid during fieldwork and contacted us to 
apologise for not completing certain sections)

• In addition, Vision 2050 goals and Public Value activities were rotated across customers such that they did not all see 
them in the same order.  This combined with occasional dropouts means that base sizes can vary slightly with no clear 
pattern

• Wherever a survey style question has been answered, we have included this in the data, even if a customer did not 
manage to complete all sections.  In nearly all cases over 100 customers completed activities, with one exception where 
a survey style question was completed by 94

• For quantitative survey data, a total of 711 responses are shown (those from the quantitative survey plus the survey-
style questions answered by qualitative community participants), however 12 qualitative community participants did not 
correctly identify themselves at the survey stage, so they won't appear in some of the analysis, bringing the total to 699 
(698 for the final Public Value survey question posed to both informed and uninformed audiences

Sample sizes vary across the project slightly due to participation levels across the six day community

52



Verve’s declaration that this research observes standards for high quality research (1)

53

Ofwat’s minimum standards 

for high quality research

How we met these standards

Useful and contextualised This research builds upon previous insights to understand what customers want from Thames Water in the near and longer term. The public value 

framework was developed from previous customer insight. This research falls into a wider body of insight gathering aimed to understand 

what customers want from Thames Water in the longer term.

Neutrally designed In this research we spoke to customers with varying levels of knowledge of Thames Water, as some had been involved in previous research via our 

Customer Voices community panel. This was to understand if pre-existing positive or negative bias towards Thames Water impacted views for the 

topics explored in this study.

To negate any bias in this approach all customers in the qualitative online community were initially asked their general opinions about Thames 

Water and what they wanted Thames Water to do in the future. They were then brought to a common understanding of Thames Water and its 

public value framework. They were provided with details to help them make judgements on the seventeen public value activities, including a 

contextual description about each topic. Billing impact was not available, but we did remind customers that there would be bill impacts to any 

changes/improvements discussed, so we asked them to consider that in their answers.

Customers in the quantitative survey were presented with a more condensed set of questions and stimulus than in the qualitative survey.

We ensured that questions and stimulus in both surveys used plain English for maximum comprehension. A small number of Verve team members 

not associated with the project fed back informally on survey comprehension as it was being developed.

Fit for purpose We used a qualitative and quantitative methodology to fully meet the objectives of this research. Statistically robust data from the quantitative 

research was used to sense check the interpretation of the qualitative insights, including segment differences.

The online community approach (used for the qualitative stage) enabled individuals to take part that may not have normally had the time to attend 

focus groups or workshops (in-person methods that Thames Water used a lot for its PR19 customer research). The online community method also 

allowed customers to express themselves individually and more freely without the social pressure of a focus group/workshop scenario. 

Comprehension of the topics discussed was also helped because participants could view and review stimulus material at their own pace, allowing 

them time to digest and reflect on information, without the pressure to answer immediately.

We ensured that questions and stimulus in both the qualitative and quantitative surveys used plain English for maximum comprehension, and in the 

quantitative survey we included some open-ended questions to give further depth to the closed questions.

We did not feel this research was complex enough to require piloting before the fieldwork started, but as the online community allows our 

researchers to individually moderate each participant, if there was any misunderstanding of the research activities then there was an opportunity to 

clarify things.
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Ofwat’s minimum standards 

for high quality research

How we met these standards

Inclusive We spoke to a broadly representative group of customers, including household, non household, vulnerable and future customers. We used  

qualitative and quantitative methodologies (online community and online survey) to simulate different levels of being pre-informed about the topics 

covered. We included some customers who’d been involved in previous Thames Water studies via the Customer Voices panel, as well as ‘fresh’ 

respondents. See the report appendix for a full breakdown of the sample and how it met Thames Water’s customer segment quotas.

The online methodologies used allowed individuals to have a voice where other methods may have restricted this. For instance, those that work full 

time, have family commitments, certain disabilities, financial issues or language barriers might find it difficult to participate in other research 

methodologies. With the exception of not being able to reach people with limited or no access to the internet, online methodologies work well to 

attract involvement from a good cross section of Thames Water’s customer base. 

Our research findings identify where there are any differences between customer segments. 

Continual Thames Water’s research and engagement programme is continuous. The findings from this research will be used in conjunction with previous and 

future insights to inform Thames Water’s day-to-day service delivery (e.g. to improve customer satisfaction), business plan and long-term delivery 

strategies.

Independently assured Thames Water’s research and engagement programme and line of sight process will be reviewed by an independent expert assurance partner as 

part of PR24 assurance.

Shared in full with others Thames Water are planning to share research reports, including this one, with other water companies and with the general public.

Ethical Verve is a member of and abides by the code of conduct of the Market Research Society.

Verve’s declaration that this research observes standards for high quality research (2)
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Day 1: Introduction to the research and your expectations of Thames Water 
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Welcome to the community

• Before we begin, we thought it would be important to tell you a bit more about this research.

• Thames Water is committed to meeting the needs of its customers now and in the future. We will be discussing Thames 

Water’s vision for 2050 which is being planned to make significant changes and improvements to the service provided in 

the future, while tackling challenges that the future may bring with a changing climate, population and economy. We are 

looking for your feedback on Thames Water’s long term plans in this area.

• All of your feedback will be taken account of in a report written by Verve, and Thames Water will then use this to help 

build their future plans.

• If you have any questions about this research, please don’t hesitate to drop us a line.

*Future customer welcome*- Over the next few days we want to learn about what you expect of Thames Water and what you think of their 

2050 vision and the proposed initiatives to achieve this. We know that you’re not a paying customer right now but please base your answers 

as though you would be (because you may be a bill payer in the not too distant future!)

*Business welcome*- Welcome to the community! Over the next few days we want to learn about your views on Thames Water’s 2050 vision, 

the proposed initiatives to get there and tell us what this means for you and your business.  Where possible, please try and answer from a 

business perspective.
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Question 1. 1 (Introductions and what you expect of Thames Water)

• When you think about Thames Water, and all the activities you are aware that they are 

involved in, what do you really want from Thames Water?  What things are most important 

to you?

• Do you ever talk to others (family, friends, neighbours) about Thames Water, or hear 

about them on social media, radio, TV or newspapers? 

• Have you seen or heard anything about Thames Water from these sources that has 

changed what you think is important for Thames Water to do?

• What would you like to see from Thames Water in the future? This could be anything 

related to what they currently do, or new/different things you’d like to see them do.

Now we’d like to tell you more about the scope of Thames Water’s responsibility and how 

water gets to you and sewage is removed from your property:

Question 1. 2 (Facts about Thames Water and the water cycle)

• What is your overall impression of Thames Water having read this?

• Did this tell you anything new or interesting or were you already aware of all of this? 

• Do you have any questions or thoughts about Thames Water’s activities as a result?
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Welcome to the final day of the community. Thank you for everything so far!

Today we’re going to think about things a bit differently. So far we’ve talked about Thames Water’s vision for 2050 and all the 

different things it could do for customers.

Today we’ll be thinking about, on the one hand Thames Water’s core service, which is supplying drinking water, removing 

wastewater from homes and businesses and managing your account and bills. And on the other hand, there are other 

beneficial things it could do for customers, communities and the environment. For example:

• Added benefits from how the main service is delivered, such as using natural solutions for sewage treatment which 

benefits wildlife.

• Or there could be extra activities that make a positive difference to customers, communities and the environment, 

above and beyond the main service. For example developing renewable energy at sewage treatment works.

• You should bear in mind that Thames Water funds all its activities using money from customers’ bills. So, it's important that 

all of Thames Water’s activities are things that customers actually want. This is what we’ll be discussing with you today.

As a reminder, the core activities include the water and wastewater service and managing your account and bills. 

Question 6. 1 (Should Thames Water contribute to society)

What else, if anything, do you think Thames Water could do to make a positive difference for each the following:

• You

• Other customers who receive Thames Water’s service

• Your community

• Wider society and the economy

• The environment
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We would now like to show you some activities that Thames Water could do to bring wider 

benefits for customers, communities and the environment.

Question 6.2 (Introduction to Thames Water’s plan to help wider society)

• What are your initial impressions of these activities? 

• Are there any activities that you feel are outside of Thames Water’s remit, things they 

shouldn’t get involved in or that sound too ambitious for them? Please say why?

• Are there any activities you expect them to do in their role as a water and wastewater 

company? Why? 

• As an overall plan for Thames Water to be ‘a force for good’ would you support or oppose 

this list of activities? 

• Why do you say that?



Question 6.3- 6.5

Let’s look at the [each group of] activities.

• For each activity listed below please tell us:
• How important is each element as a role for Thames Water to fulfil, where 0 is ‘not at all an important role for 

Thames Water to fulfil’ and 10 is a ‘very important role for Thames Water to fulfil’
• Please give brief reasons for the activities you ranked as most and least important
• Is there anything you think is missing in this list of environment activities that you would like Thames Water to 

pursue?

• Intro to Public Value measures – SHOW ON SCREEN ON ITS OWN

• We would now like to show you some activities that Thames Water could do to give wider benefits for customers, 

communities and the environment. Some of these wider benefits could come from how Thames Water deliver 

the existing water and sewage services, for example using natural solutions for sewage treatment which benefits 

wildlife. Other benefits could come from additional activities such as developing renewable energy at sewage 

treatment works.

• It’s important that you remember that Thames Water fund their activities using money from customers’ bills.

• Please read through all of the following information.
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• A6. Thinking about all the activities that you’ve just reviewed, we’d like you to rate all of them in terms of how much 

priority you want Thames Water to allocate to each in the coming years, on a scale of 0-10, where 0 is ‘no priority 

at all’ and 10 is ‘very high priority’? 

• Getting more energy from renewable sources 

• Looking after every drop of water

• Protecting services against climate change

• Looking after biodiversity

• Keeping rivers clean

• Keeping noise to a minimum

• Connecting you with your surroundings

• Bringing communities together

• Helping those who need it most

• Building trust

• Supporting your health and wellbeing

• Helping local economies thrive

• Minimising transport disruption

• Building skills and knowledge

• Keeping Thames Water secure

• Keeping our people safe and well

• Delivering our essential services



Qualitative stimulus
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10 million 

water 

customers

15 million 

wastewater 

customers

Thames Water is the UK’s largest water and wastewater 
services provider
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Thames Water supplies an average of 2.7 billion litres of drinking water every day 

to homes and businesses and it treats almost 5 billion litres of sewage a day

THAMES VALLEY
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Thames Water and the water cycle
Thames Water interacts with the water cycle, taking water from rivers and natural underground stores and turning it into 
high quality drinking water. It then delivers the drinking water through a water pipe network to homes and businesses. 
Once the water has been used (what goes down sinks and toilets) it is collected in the sewer network, ending up at 
sewage treatment works where the water is treated so it can be safely returned to rivers again.
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Public value activities
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The environment
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Activity More about this

Getting more energy from 

renewable sources

Getting more of our energy from renewable sources (such as the sewage 

treatment process and solar panels and wind turbines on sites)

Looking after every drop of water

Limiting the amount of water taken from vulnerable rivers and streams, 

allowing groundwater to be replenished when it rains, and making sure water 

is used efficiently by all customers

Protecting services against 

climate change

Reducing the risks from extreme weather (such as flooding, cold snaps or 

heatwaves) which could impact water and sewage services

Looking after biodiversity Improving the variety of wildlife and plants in and around Thames Water sites

Keeping rivers clean Making sure that sewage doesn’t harm the quality of water in the environment

Keeping noise to a minimum
Protecting customers from noisy Thames Water activities such as roadworks 

or water and sewage treatment processes



Customers and communities 
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Activity More about this

Connecting you with your 

surroundings

Providing areas and facilities to spend time outdoors, such as reservoirs and 

wetlands

Bringing communities together
Providing opportunities to communicate, meet and learn within our 

communities, such as community training, education and volunteering

Helping those who need it most Supporting priority and vulnerable customers with extra help when they need it

Building trust Earning customer confidence in Thames Water as a company

Supporting your health and 

wellbeing

Providing activities that help our communities stay active and well, such as 

outdoor exercise at our sites

Helping local economies thrive Contributing to local economies, for example, by providing jobs

Minimising transport disruption
Protecting customers from road or railway disruption that Thames Water 

activities may cause



Capability, employees and essential services
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Activity More about this

Building skills and knowledge
Providing accessible and high-quality training, developing skills and knowledge 

for our workforce

Keeping Thames Water secure Protecting our sites, services and data from potential security threats

Keeping our people safe and 

well
Supporting employee wellbeing and protecting them from harm

Delivering our essential services
Providing drinking water to customers and taking away and treating 

wastewater, returning it safely to the environment
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Public value stimulus shown at question A4
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