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Drinking Water Habits

Survey conducted by MORI for 

Water UK, September, 2004



“Drinking to the Nation’s Health”

In September, 2004 Water UK, conducted some more research with MORI among consumers into the water drinking habits and perceptions of the Nation. A set of questions, originally asked in Spring 2003, was put to a representative sample of 1,001 members of the British public about their behaviour and attitudes concerning the drinking of water.  The interviewing was conducted over the telephone.

It would seem that, despite substantial numbers being aware of at least some of the health benefits of drinking sufficient water each day, the great majority drink less than the recommended amount.

Number of Glasses of Water Drunk in a Day (on average)

In September 2004 the average adult in GB claims to drink the equivalent of almost 4 glasses of water in an average day – marginally less than that reported in the 2003 survey.  

	Q How much water do you think you drink in an average day?  The equivalent of…

	
	Total
	Age 16-34
	Age 35-54
	Age 55+

	Base
	1,001
	307
	375
	319

	
	%
	%
	%
	%

	None
	4
	3
	3
	7

	Less than 1 glass per day
	6
	3
	7
	8

	1 – 2 glasses per day
	21
	14
	19
	30

	3 – 4 glasses per day
	30
	30
	30
	30

	5 – 6 glasses per day
	21
	26
	24
	13

	7 or more glasses per day
	18
	23
	18
	11

	
	
	
	
	

	Less than 2 glasses
	32
	21
	29
	46

	3 to 6 glasses
	51
	56
	53
	43

	7 or more glasses
	18
	23
	18
	11

	
	
	
	
	

	Average no. of glasses per day
	3.9
	4.5
	4.0
	3.1

	Base: 1,001

	Source:  MORI, September, 2004


People who work either full or part time tend to drink more water on average than do those who do not work at all.  Those who work drink an average of 4.2 glasses per day compared with 3.5 glasses per day drunk by non-working people.  

Those who are more aware of the health benefits of drinking water also tend to drink more.

Younger people tend to drink more water than do older people – twice as many 16 to 34 year olds drink at least 5 glasses a day compared with those aged 55 plus.  

Quantity of Other Drinks Consumed in a Day (on average)

Turning to the drinking of other types of drink (tea, coffee, carbonated and alcoholic drinks), the trend is reversed, with older people drinking on average more than younger people.  

However, even taking all drinks into account, those aged 55 and over tend to drink slightly less than do people under 55.

	Q How many cups, mugs, glasses or cans of other drinks do you think you currently drink in an average day?  This would include tea, coffee, fizzy drink, squash, energy type drinks and alcoholic drinks.  The equivalent of…

	
	Total
	16-34
	35-54
	55+

	Base
	1,001
	307
	375
	319

	
	%
	%
	%
	%

	None
	2
	2
	2
	1

	Less than 1 other drink per day
	2
	3
	2
	1

	1 – 2 other drinks per day
	9
	15
	7
	6

	3 – 4 other drinks per day
	26
	28
	25
	25

	5 – 6 other drinks per day
	32
	27
	34
	34

	7 or more other drinks per day
	29
	24
	30
	33

	
	
	
	
	

	Less than 2
	13
	20
	11
	8

	3 to 6
	58
	55
	59
	58

	7 or more
	29
	24
	30
	33

	
	
	
	
	

	Average no. of other drinks per day
	5.0
	4.6
	5.1
	5.3

	
	
	
	
	

	Average no. of glasses of water per day
	3.9
	4.5
	4.0
	3.1

	
	
	
	
	

	Average no. of drinks per day in total
	8.9
	9.0
	9.1
	8.4

	Base: Total sample

	Source:  MORI


Awareness of Recommended Amount of Water

The amount of water people actually drink in a day is generally less than the amount they think they should do. 

The amount of water people think they should drink is the equivalent 6.5 glasses a day, on average. Compared with the 3.9 glasses they actually do drink on average, this represents a shortfall of 2.6 glasses of water per day.  

Older people, who perhaps have the most to gain health-wise from drinking more water, not only drink less water per day, but are also more likely to give lower estimates of the amount of water they should be drinking.

	Q How much water do you think you should be drinking in an average day?  The equivalent of…

	
	Total
	16-34
	35-54
	55+

	Base
	1,001
	307
	375
	319

	
	%
	%
	%
	%

	None
	*
	*
	*
	*

	Less than 1 glass per day
	*
	*
	0
	0

	1 – 2 glasses per day
	1
	1
	*
	2

	3 – 4 glasses per day
	10
	8
	9
	14

	5 – 6 glasses per day
	24
	23
	23
	27

	7 or more glasses per day
	58
	65
	62
	46

	Don’t know
	6
	3
	6
	10

	
	
	
	
	

	Less than 2
	2
	2
	1
	3

	3 to 6
	34
	30
	31
	41

	7 or more
	58
	65
	62
	46

	
	
	
	
	

	Average no. of glasses of water should drink per day
	6.5
	6.6
	6.6
	6.1

	Average no. of glasses of water actually drink per day
	3.9
	4.5
	4.0
	3.1

	
	
	
	
	

	Average deficit
	-2.6
	-2.1
	-2.6
	-3.0

	Base: Total sample

	Source:  MORI


Attitudes towards Drinking Tap Water

Just over four-fifths (82%) mention at least one positive aspect about drinking tap water. 

The most positive attitudes (mentioned by over half the sample in each case) are that tap water is ‘refreshing or thirst quenching’, ‘cheap’ and/or ‘healthy’.  

Around a third think it is ‘pure’, rather more that it is ‘fresh’, but only 14% think drinking tap water is ‘cool or trendy’.  

Older people are more likely to think tap water is ‘pure’ and less likely to think it is ‘cheap’.  Younger people are the least likely to see tap water as ‘cool or trendy’.

	Q From this list, which words or phrases describe how you feel about drinking tap water?

	
	Total
	16-34
	35-54
	55+

	Base
	1,001
	307
	375
	319

	
	%
	%
	%
	%

	Any positive feeling:
	82
	80
	83
	82

	Refreshing/thirst quenching
	56
	53
	56
	58

	Cheap
	53
	61
	56
	43

	Healthy
	52
	50
	50
	55

	Fresh
	45
	43
	43
	50

	Pure
	32
	25
	27
	44

	Cool/trendy
	14
	10
	15
	16

	Base: Total sample

	Source:  MORI


In all, half the sample attributed one or more negative aspects concerning tap water. Around a quarter feel it is ‘boring’ and/or has an ‘unpleasant taste’. Far fewer (one in ten) think tap water is ‘expensive’ or ‘unsafe’.  Those aged 55 or older are more likely to think tap water to be ‘expensive’ but less likely to think it is ‘unsafe’ or to have an ‘unpleasant taste’.

	Q From this list, which words or phrases describe how you feel about drinking tap water?

	
	Total
	16-34
	35-54
	55+

	Base
	1,001
	307
	375
	319

	
	%
	%
	%
	%

	Any negative feeling:
	50
	56
	50
	45

	Boring
	28
	30
	31
	24

	Unpleasant taste
	24
	29
	24
	19

	Unsafe
	10
	14
	10
	5

	Expensive
	9
	3
	9
	15

	Base: Total sample

	Source:  MORI


Those living in the South are slightly more likely to think tap water has an ‘unpleasant taste’ (26%) than those living in the North (22%).

In 2004 people were asked about ‘tap water’; in 2003 they were asked about just ‘water’ (and might well have had bottled water in mind as well). The fact that in 2004 fewer people attribute a positive quality to ‘tap water’ may be related to this. If this is a factor, then it seems ‘tap water’ is less likely to be seen as ‘refreshing’, healthy’, ‘pure’ and ‘cool or trendy’, and more likely to be regarded as having an ‘unpleasant taste’.

	Q From this list, which words or phrases describe how you feel about drinking (tap) water?

	
	Total 2004
	Total 2003

	Base
	1,001
	1,008

	
	%
	%

	Any positive feeling:
	82
	95

	Refreshing/thirst quenching
	56
	80

	Cheap
	53
	62

	Healthy
	52
	80

	Fresh
	45
	n/a

	Pure
	32
	55

	Cool/trendy
	14
	30

	
	
	

	Any negative feeling:
	50
	47

	Boring
	28
	30

	Unpleasant taste
	24
	15

	Unsafe
	10
	6

	Expensive
	9
	17

	Base: Total sample

	Source:  MORI


Benefits of Drinking Sufficient Amounts of Water Regularly

Despite knowing that the amount of water they are drinking in an average day is less than the recommended amount, most people seem well aware of the benefits of drinking water.  

Nearly all recognise at least one benefit of drinking sufficient amounts of water on a regular basis.  The main perceived benefits are ‘reduced risk of damage to kidneys’ and ‘better skin and hair condition’, mentioned by three-quarters or more. ‘Feeling more energetic’, ‘fewer headaches’ and ‘improved concentration’ are recognised by around a half. 

The other benefits, ‘lower blood pressure’, ‘reduced risk of certain cancers’, ‘reduced irritability and aggression’ and a ‘reduced risk of falls in the elderly’ are mentioned by between a third and a fifth.

Those aged 16 to 34 are more likely to mention ‘better skin and hair condition’, ‘feeling more energetic’ and ‘improved concentration’ as benefits than are those aged 35 or older.  

Women are more likely than men to mention ‘better skin and hair condition’ (83% of women, 64% of men) and ‘fewer headaches’ (54% of women, 44% of men) as benefits of drinking sufficient amounts of water regularly.

	Q From this list, which of the following health benefits do you think could be gained from drinking sufficient amounts of water regularly?

	
	Total
	16-34
	35-54
	55+

	Base
	1,001
	307
	375
	319

	
	%
	%
	%
	%

	Any benefits:
	97
	98
	97
	97

	Reduced risk of damage to kidneys
	83
	80
	86
	83

	Better skin and hair condition
	74
	83
	73
	66

	Feeling more energetic
	53
	64
	54
	39

	Fewer headaches
	49
	55
	52
	40

	Improved concentration
	45
	54
	47
	33

	Lower blood pressure
	35
	33
	34
	39

	Reduced risk of certain cancers
	28
	31
	27
	27

	Reduced irritability/aggression
	29
	31
	31
	24

	Reduced risk of falls in the elderly
	21
	20
	20
	22

	Base: Total sample

	Source:  MORI


Those who drink the equivalent of 5 or more glasses of water a day are more likely to mention each of the above benefits of drinking water than are those who drink less than this amount - especially ‘improved concentration’, ‘fewer headaches’, ‘feeling more energetic’ and ‘reduced irritability/aggression’.

Six of the above benefits of drinking water were also included in the 2003 study.

In each case there is very little variation between the proportions of people mentioning each one in 2003 and in 2004.
	Q From this list, which of the following health benefits do you think could be gained from drinking sufficient amounts of water regularly?

	
	Total 2004
	Total 2003

	Base
	1,001
	1,008

	
	%
	%

	Any benefits:
	97
	97

	Reduced risk of damage to kidneys
	83
	82

	Feeling more energetic (‘04)/feeling less tired (’03)
	53
	49

	Improved concentration
	45
	46

	Lower blood pressure
	35
	36

	Reduced risk of certain cancers
	28
	31

	Reduced risk of falls in the elderly
	21
	20

	Base: Total sample

	Source:  MORI
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Methodology


			This report presents the findings of the Summer 2002 study of <Study Name>, part of MORI’s programme of regular multi-sponsored studies among key audiences.  


			Methodology details:





Number of respondents: XXX


Details of sub-group breakdowns: XXX


Response rate: XX%


Interviews were conducted face-to-face


			Fieldwork:  <Date 2002 - Date 2002>


			Data weighted to reflect profile of the <national population>


			Where results do not sum to 100, this may be due to computer rounding, multiple responses or the exclusion of don't know categories
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List of Respondents - 1


XXXXXX


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title





XXXXXX


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title





FOR PRESS STUDIES AND THOSE WITH  SMALLER SAMPLES; FOR CAPTAINS, MPs AND CITY, PLEASE ATTACH A SEPARATE WORD DOCUMENT 
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List of Respondents - 2


XXXXXX


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title





XXXXXX


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title


XXXXXXXXXX		Respondent Name	Respondent Job Title





Footnote


Underlining indicates that the journalist was interviewed in the <previous> survey


An ‘*’ against a name indicates <audience> who said their answers could be attributed to them in the report


FOR PRESS STUDIES AND THOSE WITH  SMALLER SAMPLES; FOR CAPTAINS, MPs AND CITY, PLEASE ATTACH A SEPARATE WORD DOCUMENT 
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Key Findings and Implications -1
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Key Findings and Implications - 2


			Insert text here
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Sector Favourability
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Sector Favourability - Context
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Criteria for Judging Companies
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Criteria for Judging Companies
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<Client> Familiarity 


Q	How well do you feel you know <client>?


Base: All XXX (XX), <Season Year>


ONLY USE THIS TABLE:


 IF THERE HAS BEEN SIGNIFICANT CHANGE OR WHEN COMPANIES HAVE ONLY MEASURED ONCE OR TWICE


FOR BREAKDOWNS (MPs)


	


	


	%	% 	+


Comparator 1	xx	xx	xx


Comparator 2 	xx	xx	 xx 


Comparator 3 	xx	xx	xx


Comparator 4 	xx	xx	xx


Heard of/      know nothing


Never heard of X%


Know just a little


Know very well


Know a fair amount


Know very well/a fair amount


Date


Date


Change
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<Client> Favourability


Base: All XXX (XX), <Season Year>


ONLY USE THESE TABLES FOR BREAKDOWNS (MPs) AND FOR COMPANIES/COMPARATORS THAT HAVE ONLY BEEN MEASURED A FEW TIMES                                  (IN PLACE OF SLIDE 17/18)


Fairly unfavourable


Very unfavourable X%


Neither favourable/nor unfavourable


Mainly favourable


Very favourable


	


	


	%	% 	+


Client 	xx	xx	xx


Comparator 1 	xx	xx	 xx


Comparator 2 	xx	xx	xx


Comparator 3 	xx	xx	xx


Favourable


Date


Date


Change


	


	


	%	% 	+


Client 	xx	xx	xx


Comparator 1 	xx	xx	 xx


Comparator 2 	xx	xx	xx


Comparator 3 	xx	xx	xx


Unfavourable


Date


Date


Change


Q	How favourable or unfavourable is your overall opinion or impression of ...?
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Company Favourability - Context


Unfavourable


Favourable


xxxx


xxxx


xxxx


xxxx


xxxx


xxxx


Base: All XXX (XX), <Season Year>


xxxx


Q	How favourable or unfavourable is your overall opinion or impression of ...?




















*





<Client> Favourability - Trends


%


Year


XX%


XX%


Favourable


Unfavourable


Base: All XXX


YOU MAY CREATE AN EQUIVALENT CHART FOR UNFAVOURABILITY IF THE FIGURES/TRENDS ARE SIGNIFICANT


Q	How favourable or unfavourable is your overall opinion or impression of ...?
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Company Favourability - Trends


Base: All XXX


% Very/mainly favourable


Year


xx%


xx%


xx%


xx%


xx%


xx%


YOU MAY CREATE AN EQUIVALENT CHART FOR UNFAVOURABILITY IF THE FIGURES/TRENDS ARE SIGNIFICANT
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Familiarity and Favourability Scatterchart - An Explanation


			Familiarity does not breed contempt - MORI’s corporate image research consistently demonstrates a positive relationship (all other things being equal) between awareness and favourability


			Scattercharts can be used to illustrate the correlation for a range of organisations among a particular audience, or an individual organisation’s position among different audiences


			Familiarity and favourability are each measured on a five-point scale.  Each point of the scale is assigned a a value, which are used to create mean scores for the client


			The line of best fit indicates the degree of correlation between familiarity and favourability:





distance from the line is an effective measure of positive or negative profile 


favourability levels falling on 'line of best fit', are what we would expect given familiarity


organisations above the line are held in relatively high regard for their 


familiarity; those below are less well regarded
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Familiarity and Favourability Scatterchart - An Explanation
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nor well regarded


Well known, but


poorly regarded

















*





Company Familiarity                                            and Favourability


Mean Favourability


Mean Familiarity


Base: All XXX (XX), <Season Year>


Client


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


PLEASE REMOVE THE LINE OF BEST FIT IF THERE IS NO CORRELATION


IF YOUR GRAPH IS  OVER CROWDED PLEASE REMOVE COMPANY IDENTIFIERS THAT HAVE NO RELEVANCE ON A PER CLIENT BASIS - KEY COMPANIES SHOULD BE HIGHLIGHTED IN A LARGER FONT SIZE.  IN EXTREME CASES JUST INCLUDE YOUR CLIENT, COMPETITORS AND OTHER COMPANIES                                                   OF INTEREST
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<Client> Familiarity and Favourability


Mean Favourability


Mean Familiarity


Base: All XXX (XX), <Season Year>


Comp6


Comp3


Comp4


Comp7


Comp5


<Client>


Comp2


Comp1


PLEASE REMOVE THE LINE OF BEST FIT IF THERE IS NO CORRELATION




















*





Company Familiarity and Favourability


Mean Favourability


Mean Familiarity


Base: All XXX (XX), <Season Year>


Accountancy


Consultancy


Engineering


Higher Educ


IT 


IT Services


Law


Recruitment


Telecoms


<Client>


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


XXX


FINANCIAL AUDIENCES AND CAPTAINS ONLY


PLEASE REMOVE THE LINE OF BEST FIT IF THERE IS NO CORRELATION
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<Client> Details


Mean Favourability


Mean Familiarity


Base: All XXX (XX), <Season Year>


Outside SE


< 5000 emp


Finance/Banking


Chairman/CEO/MD


All


Other Director


Top 250


London


Service/Retail


Manufacturing


> 5000 emp


Top 100


International


London/SE


Clients


LARGE SAMPLES ONLY
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Contact with <Client>


Base: All XXX who have heard of <client>, <Season Year>


Recall media coverage


Know clients


Recall advertising


Client in last 3 years


Know Partner/Director


Visited offices


Current client


Guest at event


Seen literature


Attended talk/seminar


Considering using


None


XX


XX


XX


XX


XX


XX


XX


XX


XX


XX


XX


XX


Average   %


USE WHERE APPROPRIATE


XX


XX


XX


XX


XX


XX


XX


XX


XX


XX


XX


XX


Highest    %
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<CLIENT> - Details


Base: All XX (xx), <Season Year>


Mean Favourability


Mean Familiarity


Attended AGM


Know main board director


Visited website


Guest at reception/ social event


Been to talk/seminar/presentation


Visited offices/   premises


Hold equity shares


Seen annual report


Bought products/services


Seen advertising


Heard/read +ve things in the media


Heard/read -ve things in the media


Know another employee


LARGE SAMPLES ONLY


Spoken to press office


Current client


Considering using
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Strengths - Spontaneous


Base: All XXX who know at least a little about XXX (XX), <Season Year>


XXXXX


Q	What are <client>’s main strengths?


XXXXX


XXXXX


XXXXX


XXXXX


REPORT WRITER TO CHECK SHAPE OF STRENGTHS OVER TIME - ONLY COMMENT IF THERE HAS BEEN SIGNIFICANT CHANGE.  ONLY REPRESENT STRENGTHS ABOVE 10% YOU ARE ENCOURAGED TO PRESENT ONE SLIDE OF STRENGTHS WITH NO MORE THAN 8/9 DIFFERENT CODES.  
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Strengths - Spontaneous MPs ONLY


Base: All XXX who know at least a little about XXX (XX), <Season Year>


XXXXX


Q	What are <client>’s main strengths?


XXXXX


XXXXX


XXXXX


XXXXX


Labour                %


X


X


X


X


X


All MPs


X


X


X


X


X


Cons                %
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Strengths - Comments


Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed 


Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed





Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed





Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed


USE A MAXIMUM OF 2 SLIDES - FULL VERBATIM COMMENTS WILL            BE LISTED IN THE APPENDICES
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Weaknesses - Spontaneous


Base: All XXX who know at least a little about XXX (XX), <Season Year>


XXXXX


Q	What are <client>’s main weaknesses?


XXXXX


XXXXX


XXXXX


XXXXX


REPORT WRITER TO CHECK SHAPE OF WEAKNESSES OVER TIME - ONLY COMMENT IF THERE HAS BEEN SIGNIFICANT CHANGE  


ONLY REPRESENT WEAKNESSES ABOVE 10% 


YOU ARE ENCOURAGED TO PRESENT ONE SLIDE OF WEAKNESSES WITH NO MORE THAN 8/9 DIFFERENT CODES.  
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Weaknesses - Spontaneous MPs ONLY


Base: All XXX who know at least a little about XXX (XX), <Season Year>


Q	What are <client>’s main weaknesses?


X


X


X


X


X


All MPs


X


X


X


X


X


Cons                %


XXXXX


XXXXX


XXXXX


XXXXX


XXXXX


Labour                %
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<Client>’s Strengths & Weaknesses 


Base: All XXX who know at least a little about XXX (XX), <Season Year>


XXX


XXX


XXX


XXX


XXX


Strengths


Q	What are <Client>’s main … ...?


Weaknesses


XXX


XXX


XXX


XXX


XXX


XXX


XXX


ONCE FIGURES HAVE BEEN CHECKED & ARE CORRECT, SELECT EACH NUMBER, DELETE ‘-’ AND ADD ‘%’


OPTIONAL - TO BE USED IN PLACE OF EITHER SLIDE 25 OR 26, WHERE YOUR CLIENT HAS AN EQUAL NUMBER OF STRENGTHS AND WEAKNESSES 
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Weaknesses - Comments


Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed 





Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed





Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed





Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim Verbatim 


Attributed


USE A MAXIMUM OF 2 SLIDES - FULL VERBATIM COMMENTS WILL            BE LISTED IN THE APPENDICES
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Image Ratings - Explanation


			The following chart summarises ratings of an organisation on critical image dimensions


			It provides several levels of perspective:





% rating your organisation “Above average” compared to other companies (green bars)


% rating your organisation “Below average” compared to other companies (red bars)


comparison against the last measure


comparison of your organisation’s ratings with the average for other companies and organisations measured by MORI on each dimension (black dots)
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Image of <Client>


% Above Average


% Below Average


Base: All XXX who know at least a little about XXX


Q	How would you rate <client> on . . .  compared with other major companies?


Average of measured companies


Quality of advice


Quality of staff


Quality of services


Quality of communications


2001


2002


2001


2002


2001


2002


2001


2002


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%


XX%
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Image of <Client> MPs ONLY


Base: All XXX who know at least a little about XXX (XX), <Season Year>


All MPs


%


All      Change  ’01-’02


+


Labour


%


Labour Change       ’01-’02


+


Cons


%


Cons Change  ’01-’02


+


Q 	How would you rate <client> on … compared with other major companies?


Above Average


Environmental responsibility	XX	 XX	 XX	XX	XX	XX


Social responsibility 	 XX	 XX	 XX	XX	XX	XX


Financial track record	 XX	 XX	 XX	XX	XX	XX


Economic contribution to Britain	 XX	 XX	 XX	XX	XX	XX


Public reputation	 XX	 XX	 XX	XX	XX	XX	
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Image of <Client> MPs ONLY


Base: All XXX who know at least a little about XXX (XX), <Season Year>


All MPs


%


All      Change  ’01-’02


+


Labour


%


Labour Change       ’01-’02


+


Cons Change  ’01-’02


+


Environmental responsibility	XX	 XX	 XX	XX	XX	XX


Social responsibility 	 XX	 XX	 XX	XX	XX	XX


Financial track record	 XX	 XX	 XX	XX	XX	XX


Economic contribution to Britain	 XX	 XX	 XX	XX	XX	XX


Public reputation	 XX	 XX	 XX	XX	XX	XX	


Q 	How would you rate <client> on … compared with other major companies?


Below Average


Cons


%
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Outstanding Press Relations - Spontaneous


XXXX


XXXX


XXXX


XXXX


XXXX


XXXX


XXXX


xx


xx


xx


xx


xx


xx


xx


xx


ALL PRESS STUDIES


XXXX


Base: All XXX (XX), <Season Year>


Q	In your opinion, what makes for outstanding press relations?  What else?


Change xx - xx


+ 


xx


xx


xx


xx


xx


xx


xx


xx


All


%
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<Client>’s Press Relations


Base: All xxx (xx), <Season Year>


Q	How do you rate <client>’s press relations?


Average


Very good


Fairly poor


Fairly good


Don’t know/  not stated


Good


Poor


%


XX%


XX%
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Press Relations and Favourability - <Client> 


Mean Favourability


Mean Press Relations


XXXX


XXXX


XXXX


Client


XXXX


XXXX


Base: All xxx (xx), <Season Year>


XXXX


XXXX


XXXX


XXXX


XXXX


XXXX


Client


Good	 XX%


Average XX%


Poor	XX%


PLEASE REMOVE THE LINE OF BEST FIT IF THERE IS NO CORRELATION
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<Client> Special Question


PLEASE USE ANY APPROPRIATE SLIDES WITHIN THIS TEMPLATE TO GENERATE GRAPHICS FOR SPECIAL QUESTIONS
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MORI Excellence Model - An Explanation


Loyalty among customers, investors, employees and other key stakeholders is critical to business success


The MEM is linked to the European Excellence Model adopted by a number of companies


The aim is to move stakeholders up the relationship hierarchy, creating value for the firm


Good client relationships results in advocates who:


are stable and loyal clients


introduce new clients


reduce need for marketing


Two levels of analysis:


% of  XXX at each level to compare proportions across firms and over time


conversion rate to measure success at relationship development (removes influence of organisation size)


Large companies such as PwC or Marks & Spencer should aim for large proportions of their target markets at each level. Smaller companies will not have the same resources to raise their profile or opportunities to interact but should aim for             similar conversion rates to that of larger companies
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MORI Excellence Model 1 (MEM)


xxxxxxxxxxxxxxxxxxxxxx


xxxxxxxxxxxxxxxxxxxxxx


xxxxxxxxxxxxxxxxxxxx


xxxxxxxxxxxxxxxxxxxx


xxxxxxxxxxxxxxxxxxx


xxxxxxxxxxxxxxxxxxxxx


Advocacy


Commitment


Satisfaction


Transaction


Trust


Awareness


	Year	Change 


		‘XX-’XX


	 % 	 +


	xx	xx


	xx	xx


	xx	xx


	xx	xx


	xx	xx


	xx	xx
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MORI Excellence Model 2 (MEM)


       				Mean


	 <Client> 	 Conversion 	 Mean 	Conversion


	 % 	 % 	% 	 %


	xx		xx	


		xx		xx


	xx		xx


		xx		xx


	xx		xx


		xx		xx


	xx		xx


		xx		xx


	xx		xx


		xx		xx	


	xx		xx


Base:All xxx (xx), <Season Year>


Advocacy


Commitment


Satisfaction


Transaction


Trust


Awareness















































*





Main Findings
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xxx 








Base: All (xx), <Season Year>
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<client> vs xxx 


xxx


xxx


xxx


Base: All xxx (xx), <Season Year>


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx


xxx
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<client> vs xxx


XXX


XXX


XXX


XXX


XXX


XXX


XXX


Base: All xxx (xx), <Season Year>
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XXX








Sub-title


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


Xxx (xx%)


Low awareness


High awareness


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


Sub-title


Base: All xxx (xx), <Season Year>


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)


Xxx (xx%)


Low awareness


High awareness


xxx (xx%)


xxx (xx%)


xxx (xx%)


xxx (xx%)
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Sub-group analysis


Groups most likely to say yes


XXX


XXX


XXX


XXX


Groups most likely to say no


XXX


XXX


XXX


XXX


Yes


No


Groups most likely to say don’t know


XXX


XXX


XXX


XXX
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XXX


XXX














XXX














XXX














Comments


XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX


XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX


XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX


XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX


<competitor>


<competitor>


<competitor>


<Client>


High


Low


Medium


Fully 
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