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1. Introduction

The Water Efficiency, Labeling and Standards (WELS) scheme is established under the
Commonwealth’s Water Efficiency Labelling and Standards Act 2005 and is supported by

complementary state and territory legislation. The scheme’s objectives are to:

e Conserve water supplies by reducing water consumption.
e Provide information for purchasers of water-use and water-saving products.

e Promote the adoption of efficient and effective water-use and water-saving technologies.

The scheme primarily addresses these objectives by requiring that specified products are registered
and labelled showing their water efficiency prior to their being offered for sale. Products that
currently come under the scheme are lavatory equipment (including toilets, urinals), showers, tap

equipment, clothes washing machines, dishwashers and flow controllers.

A WELS scheme label indicates the water consumption or rate of consumption of these products and
gives a star rating of their water efficiency (the more stars the less water used). This enables
prospective purchasers to easily include water efficiency in their buying decisions. The WELS

scheme is operated and regulated by the Department of the Environment (the Department).

2. Background and research objectives

2.1 Background

The Department has previously conducted research on the WELS scheme in 2011, 2009 and 2008.

This research had been used to understand both water rating labels and energy ratings labels.

In 2014, the Department refined the scope of research to focus specifically on understanding
whether the WELS scheme is used by consumers when making their purchase decision on a specific
set of water using products. This set of products included toilets, shower heads, flow reducers /
controllers for taps and taps / spouts.

The Department wanted to test the extent to which the WELS scheme was being used by consumers

when purchasing these products and therefore the impact on consumers’ purchase decisions within

these categories.
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2.2 Objectives

The objective of this research was to understand current consumer awareness of the WELS scheme
water rating labels, the importance of these when making purchase decisions and the usefulness of

these labels.

Specifically the research investigated:

e Consumer awareness and use of WELS scheme water rating labels and how influential
consumers consider them to be when buying a plumbing product.

e Credibility of water rating labels amongst consumers and the influence these have on
purchase decision.

e When water rating labels were referenced by consumers and where they were most likely to
have been seen (e.g. in store).

e Investigate potential segments that may exist amongst consumers of these products and
understand if they are predictive of water rating label useage.

o The purchase criteria consumers apply and the relative importance of each element, for
water-using products.

2.3 Research approach

In order to address the outlined objectives, a research program was undertaken by Quantum Market
Research, with fieldwork carried out utilizing an online methodology. Fieldwork began on
Wednesday 21° May and ran through until Monday 2™ June 2014. In total, n=1,536 interviews were
achieved in 2014. All samples for this research were sourced from reputable ISO accredited online

panel providers within Australia.

In previous iterations of this research, quotas ensured a nationally representative sample across
states within Australia, as well as a 50:50 split on gender and equal representation across set age
brackets aged 18+ in order to get a broad understanding of awareness of the WELS scheme across
the Australian population. With a change in objectives for 2014 and narrowing of scope for the
research, the decision was made to refine the sample frame and focus on consumers who had either
recently purchased (in the last 12 months), or intended to purchase (in the next 12 months), any one
of the specific set of water using products identified for this research that included toilets, shower
heads, flow reducers / controllers for taps and taps / spouts.

Whilst no specific quotas were set, we ensured that a sufficient sample was achieved across each
state to allow for reliable analysis, as well as a relatively even split in gender (55% male, 45%
female). A full breakdown of the percentage split and number of respondents across each location
has been included in Appendix 1. There was also a good mix of interviews achieved across each of
the four product types included in this study, which ensured a robust sample was available for

analysis.
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The decision was made to use a sample of n=1,500 in size, which allowed for a solid and reliable base
from which to make informed decisions. The maximum margin of error on a sample of this size was
+/- 2.5% at the 95% confidence level. This means that if a result was 50%, we were 95% sure that if
we interviewed everyone in Australia who were in the market to purchase an appliance or had
recently done so, the true result would fall between 47.5% and 52.5%.

Significance testing has been applied to the total sample and sub-groups within the data set, and
where statistically significant results have been observed (at a 95% confidence level), this has been

noted in the report commentary.

Significant differences in data have been marked with a Q where results are significantly lower
and where results are significantly higher.
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3. Executive summary

3.1 Key findings

Environmental context

For the majority of consumers in Australia, protecting the environment and the conservation of
water continue to be important, however these have become somewhat less of a priority over time.
In particular, since Australia was officially declared drought free in 2012", there has been a decline
over time in the proportion of consumers who are concerned about water saving activities. However
it is important to note that when asked if water saving is important, a majoriy of consumers (65%)
indicated they were ‘very conscious of water saving’, whilst 30% indicated they were ‘aware of trying
to save water, but were not that careful’. Not one consumer indicated that they believe ‘we have
plenty of water, so there is no need for water saving’.

Impact of environmental attitudes on purchase decision

Although there has been a decline in recent years in the proportion of consumers who are
concerned about saving water (71% ‘very conscious about water saving’ 2014 vs. 65% in 2011),
water efficiency and water consumption remain key considerations in the purchase process of the

water using products tested in this research.

Although the drought is perceived to have broken in Australia, the cost of providing water continues
to increase; therefore attitudes of consumers about saving water may have shifted from that of

concern for the environment to concern for dollar savings.

Awareness of water rating labels

The highest level of awareness of the Water Rating Labels was achieved in this research in 2014,
with 87% of consumers recognising the Water Rating Label example that was shown in the survey.
When research was first conducted in 2008 (three years after the introduction of WELS), awareness
was at 53%.

Water rating label credibility

The credibility of water rating labels remains very high amongst consumers in Australia, with 83%
believing the scheme to be either ‘very’ or ‘quite’ credible. Consumers understand that WELS is a
government funded initiative that is properly regulated and meets a set of Australian standards,
which gives consumers confidence to trust the information they see on water rating labels.
Consumers have also learnt to trust the labels, based on their experience using products that have

been purchased with water rating labels.

! http://maff.gov.au/archives/ludwig/Pages/Media_Office/Media_Releases/2012/april/Australia-to-be-
drought-free.aspx
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Influence of water rating labels on purchase decision
For the specific products tested in this research (including toilets, shower heads, flow reducers /
controllers for taps and taps / spouts), water rating labels were influential in the purchase decision

for the majority of consumers.

The amount of influence water rating labels have on the purchase decision varies by product. The
rating labels were the most influential for consumers purchasing a flow reducer / controller for a tap
(81% influenced), which could be explained by the fact that the primary function of this product is to
reduce the flow of water, therefore rating labels would be highly beneficial in the decision making
for these types of products.

For taps and spouts, although the majority were influenced by the ratings labels (61%), they were
less important as consumers were more likely to consider factors such as pricing of these products,
as well as the way the products look and feel in their homes. This may be a result of the fact that

only taps over basins need to be labelled, shower and bath taps do not.

Consumer segmentation not predictive of WELS usage

One of the Department’s objectives was to determine if any particular group or groups could be
identified as different in their attitudes towards, or use of the water rating labels compared to the
overall response.

While demographic groups can be identified, such as by location (regional or metropolitan), income,
age, gender and combinations of these, none were found to be strongly predictive of a particularly
different attitude towards the water rating labels compared to the overall response. The same is
true for groups differentiated by their levels of concern for environmental issues.

Later in this report reference to identifiable segments in the Australian population will be made,
however, these are demographic or attitudinal groups and are not predictive of differing responses

to the use of, or credibility seen, in the water rating labels.
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4. Contextual insight - AustraliaSCAN

Quantum Market Research has its own unique social values monitor (AustraliaSCAN), which can be
used to provide insight into the lives and minds of Australians, including information on
environmental concerns and behaviours in society. AustraliaSCAN is an annual survey of 2,000 adult
Australians with a sample matched to key demographic data from the latest Australian Bureau of

Statistics Census.

AustraliaSCAN is a useful tool that provides us with background knowledge which helps to set the
scene for results from the quantitative research. In 2013, a segmentation was created using
AustraliaSCAN data, on the basis of different attitudes amongst the Australian population towards

protecting the environment.

This ‘Shades of Green’ segmentation identified five segments (Ultra Green, Dark Green, Mid Green,
Pale Green and Un-Green), with the ‘Ultra’s’ being the most environmentally conscious within the
Australian population and the ‘Un-Green’, as the name suggests, being the least. An outline of the
definition of these segments is shown below and involves attitudinal statements, consumer

behaviours and priority for Government.

e Ultra

— Do whatever needed to protect environment (5,6)

— AND Environment Top 5 Priority for Gov

— AND Look for Enviro Friendly OR Buy Unbleached, OR Buy recycled, OR Avoid over packaging
e Dark

— Asabove BUT NOT Environment Top 5 Priority for Gov
e Mid

— Asabove But

— NOTEnvironmentTop 5 Priority for Gov

— NOTLook for Enviro Friendly OR Buy Unbleached, OR Buy recycled, OR Avoid over packaging
* Pale

— Do whatever needed to protect environment (4)

* Un-Green
— Dowhatneeded to protect environment Total Disagree (1,2,3)

It is important to note that this ‘Shades of Green’ segmentation was created using data from
Quantum’s annual AustraliaSCAN survey, which is a separate research study conducted by Quantum
each year and is not directly related to the research data collected by the Department of the
Environment on the WELS scheme.
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Within the Australian population, the ‘Ultra Green’ segment was the smallest at just 5% of the
population. The less environmentally friendly segments ‘Pale Green’ and ‘Un-Green’ made up over
half of the Australian population (total 58%).

Figure 1 —Shades of Green segments within the Australian population 2013 — AustraliaSCAN
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When looking at the ‘Shades of Green’ segments over time (from 2000 onward), there has been a
notable increase in the proportion of those within the ‘Un-Green’ segment, particularly since 2007-
08 around the time of the global financial crisis. This segment further increased in 2011-12, which

coincided with the drought breaking in Australia.

* Change in survey
structure in 2013.

Figure 2 — Shades of Green segments over time (2000 — 2013) — AustraliaSCAN
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From these environmental attitudes recorded in AustraliaSCAN, we can see there has been a gradual
shift towards a less environmentally friendly mindset in the past 13 years.
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In AustraliaSCAN we also ask Australians about their usage of energy star rating systems when
buying new appliances and electrical products. Although this refers to energy star ratings systems,
rather than water rating labels, it does provide an indication of usage patterns amongst Australians

for these types of labels.

We can see that there has been an overall increase in the proportion of the Australian population
that refer to these labels regularly since 2001 when this was first measured. The proportion who
have ‘never used’ ratings labels when purchasing products has also decreased over this time.

It is important to note that the survey structure changed during 2013 and the formerly paper-based
methodology moved online during 2014, which may account for the more noticeable shifts

experienced in results recorded across these two years.

Figure 3 — Usage of energy star ratings when buyingnew appliances (2000 — 2013) — AustraliaSCAN
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* Change in methodology / survey
structure in 2013/14.
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5. Detailed findings

5.1 Engagement with ‘the environment’

From AustraliaSCAN we can see that there has been a gradual decline over time with regards to
Australians becoming slightly less concerned about protecting the environment. These shifts have
also been reflected in consumer attitudes towards the environment when comparing results from
the 2014 survey for the Department vs. results from a similar study carried out for the Department
in 2011.

5.1.1 Attitude to the environment and sustainability

In terms of overall attitudes to sustainability and the environment, there has been a shift towards a
less environmentally conscious attitude, with a statistically significant increase in the proportion of
consumers that indicated they ‘don’t really think about environmental concerns or issues’ (13%, up
from 6%).

It is important to note that although there has been a negative shift in attitudes towards the
environment, the majority of consumers remain either ‘strongly involved’ or ‘more recently

interested’ in issues of sustainability and the environment (total 62%).

Figure 4 — Attitudes to the environment and sustainability (2011 vs. 2014) — Q21
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5.1.2 Belief in the seriousness of aspects affecting our natural
environment

Despite these broader trends of a gradual decline in concern about protecting the environment,
consumers rated a range of environmental threats as serious. The average person scored
environmental threats such as air pollution, water pollution etc, between four and five out of a
maximum of six, where six indicated the environmental issue was deemed to be extremely serious

and where one indicated environmental issues were not at all serious.

However, there was a negative shift in the level of concern with each of these environmental issues
when comparing results from previous research conducted in 2011 to 2014, particularly with the
‘shortage of clean water’ and ‘over-using non-renewable resources’ where there was a statistically
significant decline in the level of concern. This is consistent with an overall drop in concern about
the environment and sustainability.

There were no statistically significant differences found in age, gender or location across each of the
environmental threats tested.

Figure 5 — Consumer belief in seriousness of environmental threats (2011 vs. 2014) — Q22
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Scale 1 -6, where 1 is ‘Not at all serious’ to 6 which is ‘Extremely serious’
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5.1.3 Attitude to saving or conserving water in and around the home

Similarly, there has been a statistically significant shift in attitudes towards saving water in and
around the home, with consumers indicating they were less likely to be ‘very conscious of saving
water wherever possible’ (down six percentage points, to 65%). When this research was last
conducted in 2011, high levels of water restrictions were in place across much of the country. Dam
levels have increased and water restrictions have eased, which may be contributing to consumers

becoming less concerned with saving water.

Figure 6 — Attitude to saving or conserving water in and around the home (2011 vs. 2014) — Q23
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It was also apparent that consumers tend to be more conscious of saving water as they get older,
with a clear correlation to age apparent in the data. There was a statistically significant difference in
the proportion of 18-24 year olds when compared to those aged 55+ who indicated they would be
‘very conscious of water saving where possible’.

Similarly, the likelihood of those living in regional areas to be ‘very conscious of water saving’, when
compared to those living in metro locations, was also greater at a statistically significant level.

Figure 7 — Attitude to saving or conserving water in and around the home (Demographics) — Q23
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5.1.4 Level of concern about water shortages in the next 20 years

Not only were consumers less likely to be very conscious of saving water whenever possible, it was
also found that fewer consumers were concerned with water shortages in the next 20 years, with a
statistically significant increase in the proportion of consumers that indicated they were ‘not very
concerned’ (up 4%, to 8%). Again, whilst fewer consumers were concerned about water shortages
overall (vs. 2011), the overwhelming majority still indicated they had some level of concern (total
72%).

Figure 8 — Level of concern about water shortages in the next 20 years (2011 vs. 2014) — Q24
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Greater concern for the environment exists amongst female consumers, being more likely to be very
concerned when compared to male consumers. Additionally, as consumers get older they were
more likely to be very concerned about the environment.

There were no statistically significant differences found between those living across different states
within Australia. There were also no statistically significant differences between consumers across
low to high income brackets.

Figure 9 — Level of concern about water shortages in the next 20 years (Demographics) — Q24
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5.2 Shopping for water using appliances

After considering the environmental attitudes of consumers in Australia, this section of the report
highlights the hierarchy of key purchase considerations for consumers and purchase influencers,
including how water rating labels factor in to purchase decisions, how the labels help consumers in
their purchase decision and at what point the labels are referred to during the purchase process
when shopping for water using products including toilets, shower heads, flow reducers / controllers
and taps / spouts.

5.2.1 Factors of importance when purchasing products

When it comes to shopping for toilets and shower heads, the most important considerations in
deciding which product to purchase were the water efficiency or consumption, as well as the price
or value for money, of the product.

In terms of purchasing toilets, consumers rated pricing and water efficiency almost identically as the
most important considerations in their purchase decision. The appearance, look and design of the
unit were also an important consideration when purchasing a toilet, which could be explained by the
fact it is a prominent object within most bathrooms.

Given the large quantities of water that flow through a head during usage, consumers are
particularly concerned with the water efficiency or consumption of water and this stood out as the

most important consideration for consumers when purchasing a shower head.

Figure 10 — Attribute importance in product purchase (Toilet, Shower Head) — Q12
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A flow reducer / controller for a tap product is primarily designed to reduce water usage and this
function of water efficiency or reducing overall consumption was found to be the most important
consideration when purchasing this type of product. Reliability was also a key consideration when
purchasing these products, as consumers wanted to ensure they were achieving the savings on
water that they expected.

Purchase consideration of taps and spouts used in the kitchen, bathroom or laundry were primarily
driven by the pricing of the products. However the appearance, look and design rated almost as
highly in the decision process. These products feature prominently within consumers” homes, which
could explain why consumers reported being concerned with the way these products look ahead of
water efficiency.

Figure 11 — Attribute importance in product purchase (Flow Reducers / Controllers, Tap / Spout) — Q12

FLOW REDUCERS /
CONTROLLERS FOR TAPS TAP / SPOUT
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Across all product types, rebates or discount offers had a very low impact on overall purchase

decision with less than 5% of consumers considering this as a key factor.
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5.2.2 Influence of water rating labels on purchase decision

It was positive to note that across toilet, shower head and flow reducers / controllers products,
approximately one in four consumers referred to the label or star rating both at the start of their
purchase process when short listing products and at the end of the process when they were

finalising their purchase decision.

Additionally, around six in ten consumers indicated that when shopping for a toilet, shower head or
a flow reducer / controller product, they referred to the label or star rating at some point during the
purchase process, either during their initial short listing stage, when making a final purchase

decision, or at both of these stages.

Consumers were less likely to refer to or even be aware of water rating labels when purchasing taps
and spouts. Less than one in five (18%) referred to the label or star rating on these types of products
both whilst short listing these products or when making a final decision on the product they would
purchase. Additionally, nearly a third of consumers (29%) indicated that they were not aware that
taps and spouts had water rating labels. This may be due to the fact that only taps over basins need

to be labelled; shower and bath taps do not.

Figure 12 — Point at which water labels were / would be referred to during purchase decision — Q13
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5.2.3 How water rating labels help consumers in their purchase
decision

Primarily, water rating labels were used by consumers to help them compare the water efficiency or
the consumption of water between different products during their purchase decision.

Consumers generally understood that the more stars given to any particular product, the more
water efficienct that product was within its category. This was used as a simple guide for consumers

to assess the efficiency of products during the purchase process.

Although consumers use water rating labels in a similar way to assess taps and spouts, there was a
greater level of uncertainty across these product types when compared to other product categories
tested, with almost one in five (18%) indicating that they were either ‘unsure’ of how water rating
labels could assist them in their purchase, or that there were no ways that water rating labels could

help.

Figure 13 - How water rating labels help in decision to purchase — Q15
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5.2.4 Influence of water rating labels on purchase decision

It was evident that water rating labels were an influential part of a consumer’s purchase decision
across all product types, with the majority indicating that ratings labels were either quite or a very

influential part of the purchase process.

Water rating labels were particularly influential in the purchase of flow reducers / controllers for
taps. Rating labels would be a strong indicator to consumers of the performance of products within
the category, and as this is the primary purpose of these products, this could help explain why rating
labels are more influential in consumers purchase decision for these products. As previously
identified, water efficiency was a lower consideration when purchasing tap and spout products (in
comparison to other product categories tested), which could be the reason why the influence of
water rating labels was lower for these types of products. Even so, ratings labels still influence the
purchase decision of more than six in ten (61%) of consumers when purchasing taps and spouts.

Those who indicated they had previously seen water rating labels (see section 5.3.1) were more

likely to be influenced by ratings labels when making a purchase decision.

Figure 14 - How water rating labels help in decision to purchase — Q16
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5.3 Efficiency labelling

This section of the report looks at consumer recognition of water rating labels, where they have
seen ratings labels previously and the overall credibility of water rating labels amongst consumers in

Australia.

5.3.1 Proportion of consumers that have seen water rating labels

Overall, almost nine out of ten consumers (87%) indicated they had previously seen a water rating
label, when they were shown an example image (see below figure 15). Recognition of the water
rating label image shown was consistently high amongst all consumers, with no statistically

significant differences identified demographically or attitudinally.

Figure 15 — Recognition of water rating labels — Q17

WATER
RATIN

Have you seen this type of label before? 87% 13%

Over time there has been an increase in the recognition of water rating labels since they were first
used in 2005. With the increase in recognition, consumers were more likely to accept these rating
labels as the standard, which could be helping to raise credibility and influence on purchase to a

higher level.

Figure 16 — Recognition of water rating labels over time — Q17
100
50 | 87
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] 56
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% Consumers recognise Water Rating Label
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2008 2009 2011 2014
(n=1,100) (n=1,112) (n=1,134) (n=1,536)

Quantum Market Research Page 22




5.3.2 Where water rating labels were seen by consumers

Consumers were most likely to have seen water rating labels in a store when shopping for products,

with more than eight in ten (81%) listing this as the primary location across all product types.

Water rating labels may also have been noticed by consumers when browsing catalogues or on
products they had within their homes. These results were consistent across each of the four product
types tested.

Figure 17 — Where consumers have previously seen water rating labels — Q14

All Products
(n=1,536)

SIS On products in store
In brochures
On products at home

On products in someone
else'shome

This suggests that consumers were most likely to be exposed to, and engage with, water rating
labels during the purchase process. Once a decision has been made and a product is acquired,
consumers may have removed labelling and would therefore be less likely to be exposed to rating

labels in someone elses’s home.
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5.3.3 Credibility of water rating labels amongst consumers

There was a high level of perceived credibility (83% either quite or very credible) of water rating
labels amongst consumers. With recognition of water rating labels reaching an all time high (87%) in
2014, the majority of consumers see these labels as the standard for measuring the water efficiency
of products within Australia. This level of recognition could be helping to improve the credibility of

the scheme amongst consumers.

Although credibility of water rating labels was generally high amongst consumers, the small
proportion (13%) that did not recognise the label when shown an example (see figure 15) were

statistically significantly less likely (58%) to view the ratings labels as credible.

Figure 18 — Credibility of water rating labels amongst consumers — Q18

83%

VERY QUITE
CREDIBLE CREDIBLE
24% 59%

NOT VERY NOTATALL
CREDIBLE CREDIBLE
3% 1%
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5.3.4 Credibility of water rating labels amongst consumers

The primary reason why the majority (83%) of consumers found water rating labels to be credible
was due to the fact that they feel the ratings labels were an official measure that was controlled by
the government and that meets a defined set of Australian standards. This was important, as it
helps demonstrate that consumers correctly identify the official nature of the WELS labels and this
enforces credibility.

Given almost ten years has past since these water rating labels were first used on products in
Australia, consumers have now had a chance to purchase and use products that have come with a
star rating. This has allowed consumers to get a feel for how the scheme is used, what type of
efficiency is to be expected from products achieving different ratings and therefore it has gained

credibility amongst consumers as a means for assessing products for purchase.

Figure 19 — Credibility of water rating labels amongst consumers — Q19

Why do you feel Water Ratings Labels are ‘Very or Quite credible’?

Tested/regulated by external body/Govt department/quality controlled/Aust

0,

standards 26%
Can compare different brands/products/work out the most efficient/make

) . 17%
informed decision/helpful

It's good/it works/accurate/my own experience/evidence/reliable 16%
I trustthem/believe them/credible 15%
They can't/wouldn't say something thatisn't true/customer protection 12%
laws/illegal °
To conserve water/saves energy/environmentally efficient 10%
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Those consumers who did not believe the water rating labels were credible (4%), or were unsure
(10%) were generally sceptical around the system and cited a lack of proof of savings that could be

achieved, or accuracy in the system as the main reasons for it lacking credibility.

There was also concern from these consumers around other factors that could influence the amount
of water useage or efficiency achieved by these products within the home.

Figure 20 — Credibility of water rating labels amongst consumers — Q19

Why do you feel Water Ratings Labels are ‘Neither credible or not

credible’?

I'm sceptical/no proof/evidence/not accurate/open to manipulation 31%

Itdepends/conditions/factors can vary/water usage varies in each household 14%

Figure 21 — Credibility of water rating labels amongst consumers — Q19

Why do you feel Water Ratings Labels are ‘Not very or not at all

credible’? s
I'm sceptical/no proof/evidence/not accurate/open to manipulation 59%
It depends/conditions/factors can vary/water usage varies in each household 17%

To help override these concerns, greater clarity around what ratings actually mean for individual
products could be communicated to consumers.
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Appendix 1:
Demographic data

(Location and Gender)



Demographic data (Location and Gender)

New South Wales 32%

Victoria 27% 415
Queensland 15% 231
Western Australia 12% 179
South Australia 10% 146
Tasmania 2% 34
Northern Territory 1% 11
Australian Capital Territory 1% 23
T N
Male 55%

Female 45% 697
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May 2014 Department of Environment Job No 14024
WELS General Public
Online
FINAL
Introduction:

Thank you for taking part in this survey. The survey will only take around 15 minutes depending on your
responses and of course all your answers will be kept confidential. It's only your opinions we are after.

Q.1. Where are you located? SR
Lol [y gL o 0T (L= o [ T —————————— 1
Regional NSW .2
IVIEIDOUINIE .ottt et e e e sr et e e saae e sameenan e e en e ensesnanersansnanansane 3
REBIONE] WIC iimssssanssmssumsssurssse ssmarss s s ssmss i o535 45555 £65 65574343540 RRT 05k VR S35 4
= o =T 4TS RSOSSN 5
REETOTNE] QLD oo v i s s smvms e s vasnmen seevmus s s e vms et emss s s v 6
X 1] =T [OOSR 7
REBIONIA] S s cmcimvsansassrmosimuorsansacs 3ma7aveins o S8+ 4254555745 4555 405 5554 7 4503 SRR 4086 SRS 8
PETEN, 550w R A A AR ¥R A F A e T A S 9
REBIONAT WA .ottt it e e rsaassn e san s s e s s as s se e besa s e snes s ansses 10
HOBIAIT .ttt ess st s eesese e eraaese e saer s e esne ssaeensssseerssssneensesnnessnsersnesssansnen 11
REBIOTH] TS im0 750555, 6405835455054 50 5 5 7 34 RV R VA S 12
NOFENEIN TEITIEOIY 1uiteresieesscerereseeeraesseersaerseesee saeersssssserssssnesssesssessnsersnssssarsnee 13
Australian Capital TErritOry ... e s ssane e 14

ENSURE BROAD SPREAD OF STATES AND TERRITORIES

Q.2. Are you...? SR
Il vt AR SRR S SRR RS 3 AR A A AR 1
FEITAIE yorsancunsenyanenasmmueenn musys museswvonm v umsmes sy sumas dyawuisian oy gnus p e g My n ey 2

ENSURE BROAD SPREAD OF GENDERS

Q.3. Which one of these age groups do you belong to? SR
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ENSURE BROAD SPREAD OF AGES

Q.4. Have you completed a renovation on any of the following rooms in your home in the last two years?
MR
B E PTPIOOIYN oo i i i i i i S S i A 1
KBV E 100 -5 sm snssvto smiavsns s vm st s 47 S e Y 5 0 0o S S 45 SR 393 AT S SYB A BT R 2
Laundry.... -
L D ) s o B S e S e e S A 4
Gartel e rmnn s arsnn s e s e s 5
B O O s om0 o4 507009 3 A 0 9395 03 S 055 3 0 S X U A3 A SRR 6
None of the above [EXCLUSIVE]..........cccuiiinuiiimimnnnaicnsseemecenssessesssssssassesssees 7
Q.5. And are you thinking about renovating any of the following rooms in your home in the next two years?

MR

BAtNIOOM ..ttt et e s et st st et e e e eeen 1
Kitchen ied
LaUNERY aoeiits i i i i e i e S e e S s 3
L T R T s s s s A oo s T R e e s A S e G s aaes 4
o = Ry 5
BB OO, v aesuuneswas swassamsrssorasiies ev3aess s91 3007 55085 5746 08005V 50393748468 OTV B I LAISEIFETOARSS 6
None of the aboye [EXCLUSIVE]: v ssussmammssimmmimmsssvesssmismsioms 7

TO CONTINUE RESPONDENTS MUST CODE EITHER CODE 1,2 OR 3 AT Q.4 OR Q.5; THANK AND CLOSE FOR ALL
OTHER RESPONDENTS
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Q.6. Have you purchased any of the following products in the last 12 months? RANDOMISE ORDER OF
PRESENTATION — MULTIPLE RESPONSE

Q.7. And do you think you will be purchasing any of the following products in the next 12 months?
(Multiple response) REMOVE ANSWERS GIVEN AT Q.6 — MULTIPLE RESPONSE

WABRING TECRITIE: c:uivsisssssanis cusarirmminssstssbasmisnsis sats s (5o v do s8R amasss s shassainanin
T ey,
L [ = p =1 [ o

Flow reducer / controller.

TONE [ S TIOUIS s ssss s vussssmvseas sunssaanisnsseias vy ssssraysas  sHom GO sEE sS4 4SS AT EL3 SRR ATA
None of these [EXCLUSIVE] ocovmmnsinmmmemnirmmemsanaemamsnmasens y S 7

TO CONTINUE RESPONDENTS MUST CODE EITHER CODE 1,4,5 OR 6 AT Q.6 OR Q.7; THANK AND CLOSE FOR ALL
OTHER RESPONDENTS

IF CODE 5 OR 6 AT Q.6 {HAVE PURCHASED WELS PRODUCT THAT COULD BE USED IN DIFFERENT ROOMS) ASK Q.8

FOR EACH:
Q.8. And which room in the house did you buy these products for? MULTIPLE RESPONSE FOR EACH
PRODUCT
Bathroom Kitchen | Laundry Other
a. Flow reducer / controller for taps 1 2 3 4
b. Taps /Spouts 1 2 3 4
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IF CODE 5 OR 6 AT Q.7 {CONSIDERING PURCHASING WELS PRODUCT THAT COULD BE USED IN DIFFERENT
ROOMS) ASK Q.9 FOR EACH:

Q.9. And which room in the house would you be buying these products for? MULTIPLE RESPONSE FOR
EACH PRODUCT

Bathroom Kitchen | Laundry Other
c. Flow reducer / controller for taps 1 2 3 4
d. Taps/Spouts 1 2 3 4

PROGRAMMING INSTRUCTIONS:

BASED ON THE ABOVE QUESTIONS RESPONDENTS WILL HAVE PURCHASED OR BE CONSIDERING PRODUCTS
FROM ONE OR MORE OF THE FOLLOWING CATEGORIES

PURCHASED AT Q.6 Bathroom Kitchen | Laundry
Toilet N/A N/A
Shower Head N/A N/A
Flow reducer / controller for taps
Taps / Spouts

CONSIDERING AT Q.7 Bathroom Kitchen | Laundry
Toilet N/A N/A
Shower Head N/A N/A

Flow reducer / controller for taps

Taps / Spouts

SELECT TWO PRODUCT CATEGORIES TO FOCUS TOPIC OF SURVEY:
s <PRODUCT A>
* <PRODUCT B>

IF PURCHASED PRODUCTS FOCUS SURVEY ON PURCHASED PRODUCTS RATHER THAN CONSIDERED PRODUCTS
ENSURE GOOD SPREAD ACROSS ALL PRODUCT CATEGORIES

PRIORITISATION TO BE BASED ON LIKELY INCIDENCE OF PRODUCTS IN EACH CATEGORY
In the following order (highest incidence at top):

Taps

Showers

Toilets

Flow controllers

<PRODUCT A>
<PRODUCT B>

For the remainder of the survey please focus your responses on the following two products:
e <Buying/Considering> <PRODUCT A>
e <Buying/Considering> <PRODUCT B>
Page 4
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SATISFACTION WITH PRODUCT

IFCODE 1, 4,5 OR 6 AT Q.6 (HAVE PURCHASED WELS PRODUCT) ASK Q.10 FOR EACH:

Q.10. How satisfied were you with the performance of the <Q.6> that you bought? SR FOR EACH PRODUCT
Not at all Not very | Neither Quite Very
satisfied satisfied satisfied satisfied

<PRODUCT A> 1 2 3 4 5
<PRODUCT B> 1 2 3 4 5

IF CODE 1 0R 2 AT Q.10 (DISSATISFIED WITH PRODUCT) ASK Q.11 FOR EACH :

Q.11. Why do you say that? OE
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PURCHASE PROCESS

REPEAT Q.12- Q.16 FOR EACH PRODUCT SELECTED

Q.12. IF PURCHASED: Thinking about when you bought <PRODUCT>, please read through the list of features

and attributes.

IF CONSIDERING: Thinking about if you were buying <PRODUCT>, please read through the list of

features and attributes.

ASK ALL: I'd like you to share 100 points between the features and attributes listed to indicate how

important you think each is in your purchase decision. Please share the points across the features —

you may give as many or as few points to each feature as you like, or indeed none to all.

[RANDOMISE ORDER OF PRESENTATION]:

<PRODUCT A>

<PRODUCT B>

Appearance / look / design

Brand or reputation of the product

Impact on the environment / environmental

friendliness

Outside dimensions / size

Price/value for money

Reliability

Warranty / after sales service

Water efficiency / water consumption

Discount offer

Rebate offer

TOTAL (must add to 100)

100

100

Page 6
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Q.13. IF PURCHASED: Thinking of the last time you looked at or purchased <PRODUCT>, at what point, if
any, did you refer to the Water Rating Labels? SR

IF CONSIDERING: Thinking about purchasing <PRODUCT>, at what point, if any, would you refer to the
Water Rating Labels? SR

<PRODUCT A> | <PRODUCT B>

Was not aware that the product had a Water Rating Label 1 1
Was aware of Water Rating Labels but didn’t refer to the label or star rating 2 2
Referred to the label/star rating only at the initial search stage 3 3
Referred to the label/star rating only when making the final decision 4 4
Referred to the label/star rating at both stages (short listing and final 5 5
decision)
Unsure / don’t know 6 6
Other (specify)

ASK Q.14 IF CODE 2-5 AT Q.13

Q.14. And where have you previously seen these labels or ratings for <PRODUCT>? MR

<PRODUCT A> <PRODUCT B>

On products in store 1 1
On products at home 2 2
On products in someone else’s home 3 3
On products elsewhere (please give details) 4 4
In brochures 5 5
Somewhere else (please give details) 6 6

ASK Q.15 FOR EACH PRODUCT

Q.15. In what ways would Water Rating Labels help you in your decision to purchase? MR

<PRODUCT A> | <PRODUCT B>

Help to compare running costs 1 1
Star ratings help compare water efficiency (more stars more 2 2
efficient)

Help to compare water consumption / water used 3 3
Help to compare environmental impact 4 4
Help to compare lifecycle cost 5 5
None/Unsure 7 7
Other (specify) 8 8
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Q.16. How influential are these Water Rating Labels when you are choosing to purchase <PRODUCT>? SR

<PRODUCT A> | <PRODUCT B>

Very influential 1 1

Quite influential

Indifferent

Not very influential

Not at all influential

|V~ W~
ao|lun|l & WM

Don't know

WELS LABELLING PROMPTED

Q.17. Have you seen this type of label before? SR

Q.18. How credible do you believe these water rating labels to be? SR
N T e T N0 i oo s v e i A 3 5
Quite credible. .4
NEHEl o it e i e e e 3
NIOE Sery Creaihle o i st i b o v s s S s S s s 2
NebatallErediBleie e v e e 1
DO KON csissvsnsvninsussmsssnsnss 00 s o om0 0 0948 0935605 A S AR SR 4

Q.19. Why do you say that? OE
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ATTITUDES FOR SEGMENTATION

Q.20. Thinking about products or fittings you might purchase as part of a home renovation. Please indicate
below, how much you agree or disagree with each of the following statements. SR FOR EACH
STATEMENT, ROTATE

Disagree Disagree Neither Agree Agree
Completely | Somewhat | Agree nor | Somewhat | Completely
Disagree
| will only buy products that are 1 2 3 4 5
stylish / fancy
Affordability is important to me 1
Running costs are an important part 1
of my purchase decision
| will only buy brands | know and 1 2 3 4 5
trust
Functionality is critical in my decision 1 2 3 4 5
making process
I will always buy the best products 1 2 3 4 5
available, regardless of price
| buy products that | can show off to 1 2 3 4 5
friends
I only buy environmentally friendly 1 2 3 4 5
products
I usually look for the cheapest option 1
I will only buy good quality products 1
that will last a long time
| would usually look for products that 1 2 3 4 5
are eligible for a rebate

Q.21. Which of the following statements best describes you...SR
| am strongly involved in issues of sustainability and environmental issues ....1
| have become more recently interested in issues of sustainability
and issues about the enviroNMENt ........c.ccoeiiiiiii e e e 2
| am concerned about environmental issues but don’t really know
how | can make a differenCe.........ccioriioii et e e e e 3
| don’t really think about environmental concerns or iSSUES .......ocvveevecreecrnen. 4
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Q.22. There are many things affecting our natural environment. How serious do you personally believe each
of the following are? (RANDOMISE ORDER OF PRESENTATION):

Not At Extreme
All ly

Serious Serious
Global warming (climate change) 1 2 3 4 5 6
Air pollution 1 2 3 4 5 6
Water pollution 1 2 3 4 5 6
Shortage of clean water 1 2 3 4 5 6
Over-using non-renewable resources 1 2 3 4 5 6

Q.23.

In terms of saving or conserving water in and around your home, which of the following best describes
you? (SINGLE RESPONSE)

| am very conscious of saving water wherever possible .......cccovvvvervnirianeenns 1

| am aware of trying to save water but am not that careful
| tend not to think about it too much
Other (specify).........

Q.24.

Thinking now about the environment, in your opinion, how concerned are you about water shortages
in the next 20 years? (SINGLE RESPONSE)

Very concerned..

Quite concerned......
Neither.......
NOt VEry CONCEIMEM ..vouiiirieie it rcsee s ers e e e ese s s esasssnassas

L B U R - |

Not at all CONCEINE ...ocvereeee et s e sae e ere e e enesr e e enes

Q.25.

To what extent would you agree that conserving water is only a priority during periods of drought?
(SINGLE RESPONSE)

ATTER COMPIETBIN 2. .rsmumuisamaas s xsaaie uesas s a0 237 435 AEVTE ST SRR TS VE BT AT 1
sy L ———————— 2
Neither AZree NOr DISAEIEE ...cuv i iieeeseercanieeetesaeeresssseeasesaesr e essessanersassssanassane 3
Disagree SOmewhat.......cccvvieienincenennccre e 4
DB B LD Wssisrmsrsin sasramarsrisaes oo s T RO T RS R VATS s 5
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DEMOGRAPHICS

And finally, just a couple more questions about you, so that we can understand how different people have
answered these questions. As this is market research, it is carried out in compliance with the Privacy Act and the
information you provided will be used only for research purposes.

Q.26. Including yourself, how many people live in your home? (SINGLE RESPONSE)

DION'T KNOW ..ttt st e e sr e st stsaes et eaes e s e e s ensssasnenarsans

RUBPIISE 4 sasons s s a0 4 3 4 A A U A S A A 7
Q.27. Which one of the following best describes your household? SR

A family with youngest child aged 5 years or [€ss........cccovveveeicenninnecninnnns 1

A family with youngest child aged between 6 and 14 years........c.occcoveuveeinnne 2

A family with youngest child aged 15 years or older .......ccecveevevcvenceeenerenenens 3

A couple..... 4

BT TSN, st s AT AR 7 S S P A A AR
A group household (including related and unrelated adults)

REFUSE ... e s

Q.28. What is your annual household income before tax? (On average, each year). Please select one. SR
LeSS than $25,000 ....ceueeererieeeseereeeeessesseesesesaesssssesssssssssssssssssssssessssssssssensessessesses 1
B2, 000509, 990G i susasamsnts ssswaess vots s5555455 68555 5 45 7465 5534 ¥ KBS TR TR
$50,000-574,99T ....00cucurrereueenrerereaesesesssseesesereseseseassessseareeseseasasessanenssrenen
S75,000-599,999.....c00cueuireeererreaesrresesess s snessr e s sese s s anes s s et sees sassesaseanen 4
$100,000-5124,999.......cvoeeeeeeereseeseeeseeeeeres st sessesesteeseseetessereeseseseasases 5
B985, OO0 5T A D9 aunssivaws sassasmsssaains samas i s s s e v s Toasa s v gads
$150,000-5174,999..
$175,000-5199,999
$200,000 PIUS o.vocvavvecesiseesesseessseesssssssessesssssssssessssasssssesseeessessessssassssns 9
NGt BUFE < iiisimsansssimssinsssimassaosis ssss 54vs s e iissnsssss 5553788 53807400 483 534S0 SRR STHSR FRRT SR SR STRSTE TS 10
i L= g 5T L m———— 11
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Q.29. And finally, which of the following best describes your approach to your household budget? SR

Putting off big purchases (e.g. new car, renovations, holiday) ... sel
Avoiding purchasing bigger treats (e.g. new dress, gadgets)........ccoccvcernicrnnne 2
Avoiding purchasing the smaller treats (e.g. fine wine/food,

subscriptions and Memberships)......c.ucce oo e ees 3
Going for budget options when shopping for essentials.........cccccoviiiieneiiienns 4
None of these, I’'m not changing my spending at the moment..........ccccecuvennen. 5

Thank you very much for your interest in this survey. We appreciate your time and hope you will participate in
other surveys in future.
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° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 0 o] o] 0 0
QL. Wiere are you located? °© ° ° ° °
0 0 o] o] 0 0
Regional Véstern ° 28° 28° 28 ° 15 13° 1 4 1 5 11 6°
Australia ° 29 6% 16% ° 2% 2% 3% 2% 0% 2% 3% 298
0 0 o] o] o] @ o O)
0 0 0 0 0 o
Hobar t ° 15° 15 ° 15° 7 8° 1 2 6 2 2 20
° 19% 1% ° 4498 1% 198 3% 1% 2% 1% 1% 19%
0 0 0 0 0 o
0 0 0 0 0 0
Regional Tasmania ° 190 190 190 12 7° 3 2 6 7 1°
° 19% 498 5698 1% 1% 1% 1% 2% 2% 098
0 0 0 0 0 0
o 0 0 0 0 0
Northern Territory © 11° 11 ° 11 ° 2 9 2 5 3 1°
° 1% 1% ° 100% ° 0% 1% 1% 2% 1% 098
o 0 0 0 L w 0
o 0 0 0 o] o]
Australian Gapital ° 23° 23 ° 23 ° 15 8° 3 8 2 7 30
Territory ° 19 2% ° 100% ° 2% 198 1% 3% 1% 2% 19%
0 o] 0 0 0 o]
0 0 0 0 0 1]
TOTALS o 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
o

10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100%  100% 10098

ELLLDRTERTLLRREER R T EN e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e va
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TABLE 2
PACGE 3

RESPONDENTS

Q. Gender
Ml e

Fenale

TOTALS

Standard Analysis *By* @. Gender

BT T T e e v e e i rrr i i i i i irir i eriiiiriiiiiireriiiiiiiiniii»
o o LODATION STATE o ° GNER ° o AE 0
° A A A AR A SRR ARAREARARUANARANALE
° Total® Mtro Regional® NW MC QD WA SA AT NI TAS® Mle Female® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (A (1) (N (K (D° (M (N (9 (B (Q (R°
TR T T e e e i e v e e e e e e g e e v e e e i er v reirrrieiinin
° 1536° 1050 486° 497 415 231 179 146 23*  11*  34° 839  697° 36 249 312 316 347  276°
° 1009 100%  100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
o 0 o] o] o] 0
0 0 0 o] o] 0
o 0 0 0 0 0
° g3® 588 251° 268 232 123 93 87 15 2 1 839 ° 14 131 185 153 199  157°
° 5508  56% 5298 54% 56% 53% 52% 60% 65% 18%  56% 100% ° 39% 53% 59% 48% 5/% 57%
0 0 0 o] 0

0 0 0 o] 0 @ '\P @ m W(;
° 6970 462 235 229 183 108 86 59 8 9 15 697° 22 118 127 163 148  119°
° 458 44% 4898 46%  44% 4T% 48% 40% 35% 82% 4498 1009 61% 47% 41% 5% 43% 43
o o] 0 o] o] '\A) '\P ,\A)O
0 o 0 0 0 aR ar o
° 1536° 1050 486° 497 415 231 179 146 23 11 34 839  697° 36 249 312 316 347  276°
o

10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELLLDRTERTLTEEEE R e L e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e
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TABLE 3
PACE 4

RESPONDENTS

18-24

25-34

35-44

45-54

55-64

65+

TOTALS

Standard Analysis *BY* (B. Wich one of these age groups do you belong to?

ELCCRTTELLCOEEER T e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION ° STAE °  GNER O AE 0
° TERLREEREE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fenmale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (B (1 (N° (K (D° (M (N (9 (P (Q (R?°
TETEREET R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e
o 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 o 0 0 0
@B. Wich one of these age groups do you belong to? 0 ° °
0 0 o o 0 0
0 36° 28 8° 20 9 2 2 2 1° 14 22° 36 °
0 2% 3% 298 4% 2% 1% 1% 1% 398 2% 398 100% °
o] 0 o E C 0 o o]
0 0 0 0 o 0
0 249° 184 65° 96 70 31 19 23 3 2 50 131 118° 249 0
° 1698 18% 1398 19% 17% 13% 11% 16% 13% 18% 1598 16%  17% 100% °
0 0 B N F C 0 0 0
0 0 0 0 0 0
° 312° 254 58° 93 87 42 41 33 8 8° 185 127° 312 °
° 208 24% 1298 19% 21% 18% 23% 23%  35% 2498  22%  18% 100% 0
0 0 0 o] 0
0 o B R(; 0 0 o
°  316° 225 91° 108 74 52 37 30 2 5 g 153  163° 316 0
° 21  21% 199 22% 18% 23% 21% 21% 9%  45% 2498 18%  23% 100% 0
0 o 0 0 0
0 o 0 0 L K(; 0
o 347° 206 141° 95 107 43 47 36 7 3 9 199 148° 347 0
° 2308 20% 2098 19% 26% 19% 26%  25% 30% 27% 2698 24%  21% 100% 0
0 0 B R IF CE D C 0 0 0
0 0 0 o] 0 0
0 276° 153 123° 85 68 61 33 22 3 1 3° 157 1190 276°
0 18% 15% 25% 17% 16% 26% 18% 15% 13% 9% 998 19% 17% 10098
° 0 B Py E E O3 E =Y 0 0
o o] 0 0 0 o]
° 1536° 1050 486° 497 415 231 179 146 23 11 340 839 697 36 249 312 316 347  276°
o 10098 _100% . 1009 _100% __100% _100% _100% 100% 100% _100% 1009 _100% 1009 100% 100% _100% _100% _100% _100%
ELTTTITENTTTERTERERT R TER TR et e e e e e e e e e e e e e e e e e e e e e e e e e et rer e e e e e e e e e rer e e e e e e e e e e e e e e e e e e e e va
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TABLE 4 Standard Analysis *BY* Q4. Hive you conpleted a renovation on any of the following roons in your hone in the last two years?
PACE 5
BB B e e e e e B e enimriminmgo»
0 o LOCATION ©° SINE 9 GNER O AE 0
0 TRRLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
° o (A (B _° (Q (D (B (A (9 (A (1) (N° (K (D° (M (N (9 (A (Q (R°
TETERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 100%
o 0 0 0 0 0
Q. Hve you conpleted a renovation on any of the following roons in your hone in the last two years? 0 °
0 0 o 0 0 0
Bat hroom 0 7040 513 191° 233 196 104 91 51 12 4 13° 416 288° 22 142 150 144 144 102°
o 469  49% 399 47% 47% 45% 51% 35% 52% 36% 3898 50% 4198 61% 57% 48%  46% 41% 379
0 0 B Vs G G G ar 0 L K @R PR MR MR MW MP
0 0 0 o 0 0
Kitchen o 5820 414 168° 212 159 84 55 53 7 1 110 337 245° 21 142 117 111 106 85°
° 3848 39% 3598 43% 38% 36% 31% 36% 30% 9% 3298 40% 3598 58% 57% 38% 35% 31%  31%
0 0 0 F C 0 L K PR PR M M M M
0 0 0 0 0 o]
Laundry o 366° 255 111° 106 118 56 39 32 7 8> 217 149° 13 90 82 71 73 37°
° 249  24% 2308 21% 28% 24% 22%  22%  30% 2498 26% 219 36% 36% 26% 22% 21%  13%
0 ° 0 D C ° L K R PR R NR MR  MNPQ
o] 0 0 o o 0
Living room o 391° 282 109° 140 102 65 37 36 3 1 7° 225 166° 13 106 84 71 71 46°
o 259 2% 2298 28% 25% 28% 21% 25% @ 13% 9% 2198 27% 2498 36% 43% 2% 22% 20% 178
0 0 0 0 ° R PR MW N M MO
0 0 0 0 o 0
Grden o B615° 404 211° 189 181 96 70 60 6 2 11° 353 262° 17 121 134 114 128 101°
o 40% 38% 4398 38% 44% 42% 39% 41% 26% 18% 3298  42% 38U  4T% 49%  43% 36% 37%  37%
0 0 0 0 o PQ? N N I\P
o] 0 o] o] 0 0
Bedroom 0 3840 256 128° 114 106 70 42 38 7 1 6° 215 169° 16 87 95 81 63 420
° 2504 24% 2698 23% 26% 30% 23% 26% 30% 9% 1898 26% 2498 44% 35% 30% 26%  18% = 15%
0 0 0 E C 0 ° PQR PR QR MR MP MP
0 o 0 0 0 o
None of the above ° 265° 168 97° 85 63 44 34 24 6 4 5° 131 134° 3 31 58 65 56 52°
o 17%  16% 208 17% 15% 19% 19% 16% 26% 36% 1598 16%  19% 8% 12% 19% 21% 16% 19%
o o 0 0 o (PR N N ’\I)
o] o 0 0 o 0
TOTALS 0 3307° 2292 1015° 1079 925 519 368 294 48 13 61° 1894 1413° 105 719 720 657 641 465°
o 215% 218% 200 217% 223% 205% 206% 201% 200% 118% 179% 226% 203% 202% 289% 231% 208% 18506 168%
BTTTTTE T T e e e e e e e e e e iiniiiiva
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TABLE 5 Standard Analysis *BY* b. And are you thinking about renovating any of the following roons in your hone in the next two years?
PACE 6
BT BT B e e e e B e enmrimimigos
0 o LOCATICN ©° SINE 9 GNER_° AE 0
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (KA (1) (N (K (D° (M (N (9 (P (Q (R°
TETEREET R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 o] o] o] 0
. And are you thinking about renovating any of the following roons in your hone in the next two years? 0 0
0 0 0 0 0 0
Bat hroom o 709° 475 2340 229 187 111 80 70 10 4 18° 378 331° 16 130 161 150 147 105°
o 4698  45% 4898  46%  45%  48%  45%  48%  43% 36% 5398  45% 4798  44% 52% 52% 47%  42% 389
o 0 0 0 o] @ @ R ’\D ’\@0
o 0 o o 0 o]
Kitchen o 7240 514 2100 217 208 116 89 61 12 10 110 387 337° 18 142 157 147 143 117°
0 47 49% 4398  44% 50% 50% 50% @ 42% 52%  91% 3298 46%  48% 50% 57% 50% 47% 41% 4298
0 0 B ~ J D 0 PQR Q N N N
0 0 0 0 0 0
Laundry 0 415° 291 1240 152 108 45 56 37 7 1 9° 223 192° 12 89 86 92 86 50°
° 2798  28% 2698 31% 26% 19% 31% 25% 30% 9% 2698 27% 2898 33% 36% 28% 29% 25% 1898
0 ° 0 E o5 E 0 0 R OR NR R NR MCPQ
o 0 0 o] 0 0
Living room 0 430° 317 113° 137 116 60 52 46 7 1 11° 235 1950 17 111 99 84 82 37°
o 288 30% 2398 28% 28% 26% 29% 32%  30% 9% 3298 28% 2898 47% 45% 32% 2T% 24% 139
0 ° B R o ° PR CPR NR MR MR MCIPQ
o o] 0 o 0 o]
Grden 0 4540 321 133 135 140 72 40 48 7 3 9 250 204° 15 118 111 92 69 490
° 308  31% 27% 27% 34% 31%  22% 33% 30% 27% 2698  30% 2998  42% 47% 36% 29% 20% 18%
° 0 ° D o F [EG F ° ° R PR NR NR MP MP
0 0 0 0 0 0
Bedr oom °  4p1° 321 140° 155 126 71 60 34 4 3 8 260 201° 15 113 100 93 88 520
° 308  31% 2998  31% 30% 31%  34% 23% 17% 27% 2498  31% 2998  42% 45% 32% 29% 25% 19%
) 0 0 G = 0 0 R PR NR NR MN  MNCP°
0 o] 0 0 0 0
None of the above © 111° 63 48 40 23 23 13 5 3 1 3 51 60° 1 10 10 15 36 39
0 7% 6% 1098 8% 6%  10% 7% 3% 13% 9% 998 6% 998 3% 4% 3% 5%  10%  14%
° 0 B A E DG E ° 0 ®R X® R NP NP
0 0 0 0 0 0
TOTALS 0 3304° 2302 1002° 1065 908 498 390 301 50 23 69° 1784  1520° 94 713 724 673 651 4490
o 215% 219% . 206% 214% 219% 216% 218% 206% 217% 209% 203% 213% 218% 261% 286% 232% 213%  188%  163%
BTTTTTE T T e e e e e e e B e e e e iniiiiiva
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TABLE 6
PACE 7

RESPONDENTS

Toil et

Véishing nachine

D shwasher

Shower heads

Fl ow reducer /

controller for taps

Taps / Spouts

None of these

TOTALS

Standard Analysis *BY* 6. Have you purchased any of the following products in the last 12 nonths?

ELCCLTTELCCCEEER T et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION ©° SINE O GNER _° ______ AE 0
0 TERLRTEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o 0 (A (B _° (Q (D (B (A (Q (B (1) (N° (K (D° (M (N (O (P (Q (R°
TRCERERT R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 1009
0 0 o] o] 0 0
(6. Hve you purchased any of the following products in the last 12 nonths? ° 0 0
0 0 o] o] o] 0
0 508° 370 138° 179 134 79 63 31 11 2 9° 287 221° 15 96 116 98 99 840
o 338 3% 2808 36% 32% 34% 35% 21% 48% 18% 2698 34% 3298 42% 39% 37% 31% 29% 3098
0 0 B R G G G G OrF o o Q Q ND 0
0 0 0 0 0 o
o 449° 319 130° 166 107 73 47 37 4 4 11° 260 189° 24 107 106 98 61 53°
° 299  30% 21%  33% 26% 32% 26% 25% 17% 36% 3298 31% 279 67% 43% 34% 31% 18% 1998
0 0 0 D c 0 ° NPQR MPQR MNR MR MP M
0 0 0 0 0 0
o 350° 252 98° 128 109 46 33 24 3 2 50 184 166° 15 94 70 64 69 38°
° 238 24% 2098 26% 26% 20% 18% 16% 13% 18% 1598 22% 2498 42% 38% 22% 20%  20% 1498
0 0 0 FG FG (0] (o) ° ° PR CPQR MR MR MR MPQ
o 0 0 0 o] o]
0 0440 658 286° 299 252 138 130 89 16 5 15° 524 420° 26 175 197 190 200 156°
° 619 63% 509 60% 61% 60% 73% 61% 70% 45% 4498 62% 609 72% 70% 63% 60% 58% 579
0 ° 0 F F F OEG F F 0 PQR N N N
o o] 0 0 0 o]
0 408> 300 108° 146 108 52 47 43 3 3 6° 234 1740 14 85 81 67 100 61°
° 27% 29% 2298  29% 26% 23%  26% 29% 13% 27% 18%8 28% 25% 39% 34% 26% 21% 29%  229%
° 0 B ~ 0 0 PR PR N MNQ P MNP
1] 0 0 0 0 0
° 980° 670 310° 314 260 145 129 9% 15 5 16° 537  443° 25 168 192 203 218  174°
° 64% 64% 649% 63% 63% 63% 72% 66% 65%  45% 479 64%  649% 69% 67% 62% 64% 63% 63%
0 0 0 F F F B J F@ 0 0
0 0 0 o 0 0
° 159° 103 56° 51 42 27 12 15 2 2 8 69 90° 1 15 29 43 42 29°
° 109 10% 1298 10% 10% 12% 7%  10% 9%  18% 2498 8%  13% 3% 6% 9% 14% 12% 1198
° 0 ° J J J J R L KR PQ N N 0
0 0 0 0 0 0
0 3798° 2672 1126° 1283 1012 560 461 335 54 23 70° 2095 1703° 120 740 791 763 789 595°
0 2418 254% 23298 258% _244% 242% 258% 229% _235% _209% 2069 250% 2449 333% _297%  254% _241% _227% _216%
ELTITTTENTTRLRTER TRt ret et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer b e e e e e et e e e e e e e e e e e e e e e e e va
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TABLE 7
PACE 8

RESPONDENTS

Toi l et

Vdshing nmachine

D shwasher

Shower heads

Fl ow reducer /

controller for taps

Taps / Spouts

None of these

TOTALS

Standard Analysis *BY* (7. And do you think you will be purchasing any of the following products in the next 12 nonths?

ELCLLTTELCCOEEER T et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION ©° SINE 9 GNER 0 AE 0
0 TRRLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
° 0 (A (B _° (Q (D (B (A (Q (KA (1) (N° (K (N° (M (N (9 (P (Q (R
TECERERT TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
0 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009
0 0 o o 0 o
7. Ad do you think you will be purchasing any of the following products in the next 12 nonths? 0 0 0
0 0 o o 0 0
0 409° 278 131° 132 108 54 43 43 10 4 15° 211 198° 9 67 103 98 83 490
o 27%  26% 27198  27% 26% 23% 24% 29% 43% 36% 4498 25% 2898 25% 27% 33% 31% 24% 189
0 0 0 J J J J CCEP 0 R ®R @®R @ NP
0 0 0 0 0 0
o 280° 196 8490 99 69 36 35 33 5 3° 146 1340 3 46 64 65 62 40°
° 184 19% 179  20% 17% 16% 20% 23%  22% 9% 17% 199 8% 18% 21% 21% 18%  14%
0 0 o 0 0 0
4] 0 0 0 0 0
° 282° 209 73° 77 92 33 40 30 5 50 151 131° 4 57 73 62 55 31°
° 184  20% 1598  15% 22% 14% 22% 21%  22% 1598  18% 199 11% 23% 23% 20% 16% 119
0 ° B ~ OF CE OF CE 0 0 xR xR R NO NP
0 0 0 0 0 0
0 3940 262 132° 124 111 60 42 35 5 4 13° 206 188° 7 51 81 94 96 65°
o 268 25% 2798  25% 27% 26% 23% 24% 22% 36% 3898 25% 2798 19% 20% 26% 30% 28% 249
0 0 0 o o 0
[ o o [ o PQ N N o
0 3470 245 102° 116 91 52 33 37 8 100 197 150° 10 55 83 79 68 520
° 238 23% 2198 23% 22% 23% 18%  25%  35% 299  23% 2208 28% 22% 27% 25% 20% 199
0 0 o 0 o O O)
0 0 0 0 0 Qq 0
° 385° 261 1240 136 109 54 35 29 5 5 120 194 191° 4 50 78 85 101 67°
° 2508  25% 2608 27% 26% 23% 20% 20% 22% 45% 3508 23% 279 11% 20% 25% 27% 29% 249
° 0 0 F a Fo 0 PQ Q M MN °
0 0 0 0 0 0
° 379° 250 129° 133 91 67 47 27 4 6 40 208 171° 12 62 65 60 89 91°
° 259 24% 21  27% 22% 29% 26% 18%  17% 55% 1298 25% 2598 33% 25% 21% 19% 26%  33%
0 ° ° G E D& CE = ° P R R MR PR NCPQ
0 o 0 0 0 0
0 2476° 1701 775° 817 671 356 275 234 42 19 62° 1313 1163° 49 388 547 543 554 395°
o 1619% 1629 150% 164% 162% 154% 154% 160% 183% 173% 18298 156% 16798 136% 156% 175% 172% 160% 143%
BB e e e e e e e T e e e e e iy
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TABLE 8 Standard Analysis *BY* (Ba. And which roomin the house did you buy these products for? - Flow reducer / controller for taps
PACE 9
FILTERS: . Have you purchased any of the following products in the last 12 nonths?(Flow reducer / controller for taps)
BB B e e iirinriieirarmies
0 o LOCATION . ° STATE 9 GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eenrers
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Ferale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (9 (D (B (A (G (B (1) (O (K (O (M (N (O (P (Q (R°
TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 408 300 108° 146 108 52 47 43 3* 3* 6*° 234 1740 14* 85 81 67 100 61°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 0 0 0 0 0
@Ba. And which roomin the house did you buy these products for? - Flowreducer / controller for taps 0 0
0 0 0 0 o] 0
Bat hroom ° 319 240 79° 108 81 43 41 36 3 3 40185 134° 9 69 69 43 79 45°
°  78W 80% 738  T74% 75% 83% 87% 84% 100% 100% 6798 79% 778 64% 81% 85% T2% 79% 749
o 0 0 0 o] P o 0
0 0 0 0 0 0
Kitchen o 2020 141 61° 74 62 25 18 17 2 2 20 112 90° 6 49 37 36 45 29°
° 509 47% 5698 51% 57% 48% 38% 40% 67% 67% 3398 48% 5298 43% 58% 46% 54% 45% 489
0 0 0 0 0 o]
o o] o FG D D o 0 o]
Laundry o 158° 114 440 54 49 19 17 14 2 1 20 96 62° 2 45 34 24 33 20°
° 39% 38% 4198  37% 45% 37% 36% 33% 67% 33% 3398 41% 369 14% 53% 42% 36% 33% 33%
0 o] o 0 0 PQ? N N ,\'J
0 o] o o 0 o
C her ° 10° 6 40 4 2 2 2 ° 8 20 3 2 1 2 20
° 2% 2% 498 3% 2% 4% 4% ° 3% 19 4% 2% 1% 2% 3%
0 o] 0 o 0 o]
0 0 0 0 0 0
TOTALS °  689° 501 188° 240 194 89 78 67 7 6 8> 401 288° 17 166 142 109 159 96°
o 169% 167%  174% 164% 180% 171% 166% 156% 233% 200% 13398 171% 1669 121% 195% 17506 163% 159% 157%
ELCCORTERLLCCREEE R e e rEN e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e e e R e e e e e e e e e e e e e e e e e e e e e e e e e e e e 1%
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TABLE 9 Standard Analysis *BY* Bb. And which roomin the house did you buy these products for? - Taps / Spouts
PACGE 10
FILTERS: @®. Have you purchased any of the following products in the last 12 nonths?(Taps / Spouts)
BB e e B e rirrereireioiints
0 ° LOCATION . © STATE 9 GNER 0 o AE °
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eerrrs
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) (O (K (O (M (N (O (P (Q (R°
TEEREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS ° 980° 670 310° 314 260 145 129 96 15* 5* 16*° 537 4430 25* 168 192 203 218 174°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 0 0 0
@b. And which roomin the house did you buy these products for? - Taps / Spouts 0 0 °
0 0 o] 0 0 0
Bat hroom °  734° 500 234° 228 193 112 99 72 13 4 13° 405 329° 20 119 148 162 160 125°
° 75  75% 7598 T3% 74%  T77%  77% 75% 87% 80% 8198 75% 7498 80% 71% 77% 80% 73% 729
0 0 o] o] 0 P N 0
0 o] 0 0 0 0
Kitchen ° 516° 353 163° 182 138 79 60 45 5 1 6° 292 224° 13 98 99 95 114 97°
°© 53 53% 5398 58% 53% 54% 47% 47% 33% 20% 3898 54% 5198 52% 58% 52% 47% 52% 5698
0 0 0 0 0 0
o 0 0 F C 0 0 P N 0
Laundry o 338 230 108° 108 86 47 53 33 4 70 197 141° 5 62 71 73 76 51°
o0 34%  34% 3508 34% 33% 32% 41% 34% 27% 4498  37% 3298 20% 37% 37% 36% 35% 299
o 0 0 0 o] 0
0 0 0 0 o] o]
C her ° 35° 23 12° 7 5 9 8 6 ° 21 14° 6 10 6 7 6°
° 498 3% 498 2% 2% 6% 6% 6% ° 4% 3% 4% 5% 3% 3% 3%
° ° ° EFG EFG (D) (0] D ° ° °
0 0 0 0 0 0
TOTALS ° 1623° 1106 517° 525 422 247 220 156 22 5 26° 915 708° 38 285 328 336 357 279°
9. 16698 165% 16798 _167% _162% _170% 171% _163% 147% 100% 16398 _170% _160% 152% _170% 171% _166% _164% _160%
ELCCDRTELLCCREEER e rrEN DR R R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e e e R e e e e e e e e e e e e e e e e e e e e e e e e e e e e %
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TABLE 10 Standard Analysis *BY* (®c. And which roomin the house would you be buying these products for? - Flow reducer / controller for taps
PACE 11
FILTERS: 7. And do you think you will be purchasing any of the following products in the next 12 nonths?(Flow reducer / controller for taps)
BB e B e e rerinrieriiiniiiii»
0 ° LOCATION - ° STATE ° GNER O A 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reenss
° Total® Mtro Regional® NSW MC Q@D WA SA ACT  TAS° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (N (K (DO (M (N (9 (P (Q (R°
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e es
RESPONDENTS o 347° 245 102° 116 91 52 33 37 8* 10* 197 150°  10* 55 83 79 68 520
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 0 0 0
Q@c. Ad which roomin the house would you be buying these products for? - Flowreducer / controller for taps 0
0 0 o] o] 0 0
Bat hroom ° 283 196 87° 97 72 42 27 32 5 8> 164 119° 9 40 70 64 56 440
° 82  80% 8598 84% 79% 81% 82% 86% 63% 80%8 83% 7998 90% 73% 84% 81% 82% 85%
0 o o] o] 0 0
0 0 0 0 0 0
Kitchen ° 182 135 47° 50 55 28 22 17 4 6° 103 79° 5 30 46 46 31 240
° 528 55% 4698 43% 60% 54% 67% 46% 50% 6098 52% 5398 50% 55% 55% 58%  46% 469
0 0 0 1] 0 0
0 0 0 D: C C o] 0 0
Laundry o 114° 80 340 40 37 10 12 13 1 1° 66 48° 4 18 26 23 20 23°
° 33 33% 3398 34% 41% 19% 36% 35% 13% 109 34% 3298 40% 33% 31% 29% 29% @ 44%
0 0 o] o] o 0
0 0 o] E E 03 o] 0 0
Q her ° 11° 5 6° 4 2 2 1 2 ° 4 7° 4 2 4 1°
° 3% 2% 698 3% 2% 4% 3% 5% ° 2% 598 5% 3% 6% 2%
0 0 0 o] o 0
0 1] 0 0 0 0
TOTALS °  590° 416 174 191 166 82 62 64 10 15° 337 253° 18 88 146 135 111 920
o 170% 170% _ 1719% 165% 182% 158% 188% 173% 125% 15008 171% 169% 180% 160% 176% 171% 163% 177%
ELCORTTELCCCRTTREECE TR E TN DR R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
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TABLE 11 Standard Analysis *BY* @d. And which roomin the house would you be buying these products for? - Taps / Spouts
PACE 12
FILTERS: 7. And do you think you will be purchasing any of the following products in the next 12 nonths?(Taps / Spouts)
BB B e e e i riiiiriiiiniiniin-
0 ° LOCATION . © STATE ° GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS © Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (§ (B (1) (O (K (O (M (N (O (P (Q (R°
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS ° 385 261 124° 136 109 54 35 29* 5* 5* 12*° 194 191° 4= 50 78 85 101 67°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 o] 0 o] 0 0
@d. And which roomin the house woul d you be buying these products for? - Taps / Spouts 0 0 0
0 0 0 o] o] 0
Bat hroom o 3320 224 108° 117 91 45 33 27 5 4 100 167 165° 4 43 69 75 86 550
° 869 86% 8798 86% 83% 83% 94% 93% 100% 80% 8398 86% 8698 100% 86% 88% 88% 85% 829
0 0 0 o o] o]
0 0 0 0 0 0
Kitchen o 185 130 550 51 66 28 18 11 2 3 6° 101 84° 2 30 38 40 45 30°
°  48% 50% 4498 38% 61% 52% 51% 38% 40% 60% 5098 52% 4498 50% 60% 49% 47%  45% 459
0 0 0 0 0 o]
o 0 o D C 0 0 o]
Laundry ° 147 102 450 46 46 18 16 15 1 2 3° 72 75° 2 15 31 34 37 28°
° 38%W 39% 3698 34% 42% 33% 46% 52% 20% 40% 2598 37% 399 50% 30% 40% 40% 37% 429
0 o] 0 o 0 0
0 o] o 0 0 o
G her ° 9° 6 3 3 3 1 2 ° 3 6° 1 3 3 20
° 2% 2% 2% 2% 3% 3% 7% ° 2% 3% 2% 4% 3% 3%
0 o] o o o 0
0 0 0 0 0 0
TOTALS o 673° 462 2110 217 206 91 68 55 8 9 190 343 330° 8 89 141 149 171 115°
o LIS 177%  170% 160% 189% 169% 104% 190% 160% 180% 158%6 177% 173% 200% 178% 181% 175% 169% 172%
ELFCORTERLCCCRETEE e rER E e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e va
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TABLE 12 PRCOUCT *BY* Q0. Hbwsatisfied were you with the performance of the product that you bought?
PACE 13
=R R RN RN RN RN RRARRRARRRRRARRRRARER
0 P 0
T e e i rririrriirneense
° toilet shower head flow reducer / tap / spout °
0 controller for 0
Y taps o
TEEEEEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS 0 508 675 408 669°
0 100% 100% 100% 10098
0 0
Q0. Hhwsatisfied were you with the performance of the product that you bought? 0
o] 0
NETT DI SSATI SFIED ° °
RESPCNCENTS 0 23 17 10 19°
o 5% 3% 2% 3%
0 0
0 0
Not at all 0 1 3 1 2
satisfied ° 0% 0% 0% 098
0 0
0 0
Not very satisfied © 22 14 9 17°
0 4% 2% 2% 3%
o o]
0 0
0 o]
Nei t her 0 29 36 30 31°
° 6% 5% 7% 5%
o 0
0 0
NETT SATI SFI ED ° °
RESPCNCENTS 0 456 622 368 619°
0 90% 92% 90% 9398
0 0
0 0
Quite satisfied 0 258 347 233 354°
° 51% 51% 57% 539%
0 0
0 0
\ery satisfied ° 198 275 135 265°
° 39% 41% 33% 409
0 0
0 0
0 0
TOTALS 0 508 675 408 669°
° 9 9 1009 10098

ELLEEEEEEEEEe e e e et e e e et e e e et e e e e et e e e e et e e e e e 1%
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TABLE 13 Standard Analysis *By* Q0. tbwsatisfied vere you with the perfornance of the product that you bought?
PACE 14
FILTERS: PRCDUCT(toilet) *AND* QL0. Hbwsatisfied were you with the perfornmance of the product that you bought?( *NOT™ NOT' ESTABLI SHED)
BB B e B i reiiiiiiniin-
0 o LOCATION . ° STATE o GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS °© Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (O (P (Q (R°
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 508 370 138° 179 134 79 63 31 11* 2* g*° 287 221°  15* 96 116 98 99 84°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 0 0 0 0 0
Q0. Hbwsatisfied were you with the performance of the product that you bought? ° 0 0
0 0 0 0 o] 0
NETT DISSATISFIED ° ° ° ° ° °
RESPONDENTS ° 23° 16 7° 8 7 4 3 1 ° 13 10° 3 4 9 4 3°
° 59 4% 5% 4% 5% 5% 5% 3% ° 5% 598 3% 3% 9% 4% 498
0 0 0 0 0 0
0 0 0 0 0 o]
Not at all ° 1° 1 ° 1 ° 1 ° 1 °
satisfied ° 098 0% ° 2% ° 0% ° 1% °
0 0 0 0 o] 0
0 0 0 0 0 0
Not very satisfied °© 22° 15 7° 8 7 4 2 1 ° 12 10° 3 4 9 3 30
° 498 4% 5% 4% 5% 5% 3% 3% ° 4% 598 3% 3% 9% 3% 498
o 0 0 0 0 o
0 0 0 0 0 0
o 0 0 0 o] 0
Nei t her ° 29° 19 10° 12 6 6 3 1 1 ° 19 10° 3 7 8 5 4 20
° 6% 5% 79% 7% 4% 8% 5% 3% 9% ° 7% 508  20% 7% % 5% 4% 2%
0 0 0 0 0 0
o 0 0 0 o] o]
NETT SATI SFI ED ° ° ° ° ° °
RESPONDENTS o 456° 335 121° 159 121 69 57 29 10 2 9° 255 201° 12 86 104 84 91 79°
° 909 91% 888 89% 90% 87% 90% 94%  91% 100% 1009 89% 9198 80% 90% 90% 86%  92% 949
0 0 0 0 0 o]
o o] o o 0 o]
Quite satisfied o 258 187 71° 94 71 39 32 12 6 40 147 111° 7 56 61 46 46 420
° 519 51% 5198 53% 53% 49% 51% 39%  55% 4498 51% 5098 47% 58% 53% 47% 46% 509
0 o] 0 o o 0
0 o] 0 0 0 0
\ery satisfied o 198 148 50° 65 50 30 25 17 4 2 50 108 90° 5 30 43 38 45 37
° 399  40% 3698 36% 37% 38% 40% 55% 36% 100% 5698 38% 4198 33% 31% 37% 39% 45% 449
0 0 o 0] 0 N o
0 0 0 0 0 Q 0
0 0 o o 0 0
TOTALS °© 508 370 138° 179 134 79 63 31 11 2 9o 287 221° 15 96 116 98 99 84°
9. 1009 100% 10098 _100% _100% _100% _100% _100% _100% _100% 1009 _100% 1009 _100% _100% _100% _100% _100% _100%8
ELCTTTTENCCRTEEE e E e RPN R R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
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TABLE 14 Standard Analysis *By* Q0. tbwsatisfied vere you with the perfornance of the product that you bought?
PACE 15
FILTERS: PRCDUCT(shower head) *AND* QLO. Hbwsatisfied were you with the performance of the product that you bought?( *NOr* NOT ESTABLI SHED
BB B e e e iirinrirerriimiies
0 o LOCATION . © STATE o GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o o (A (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (O (P (Q (R°
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS °  675° 453 222° 208 184 95 93 70 9* 4= 12* 371 304°  13* 115 137 145 140 125°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 o] 0 0 0 0
Q0. Hbhwsatisfied were you with the performance of the product that you bought? ° ° °
o 0 0 0 o] o]
NETT DISSATISFIED ° ° ° ° ° °
RESPONCENTS ° 17° 11 6° 3 7 3 3 1° 10 7° 1 5 3 4 40
° 3% 2% 3% 1% 4% 3% 3% 898 3% 2% 8% 4% 2% 3% 3%
0 0 0 0 0 0
0 o] 0 o 0 o]
Not at all ° 30 2 1° 2 1 ° 2 1° 1 1 1°
satisfied ° 098 0% 098 1% 1% ° 1% 0% 1% 1% 1%
0 o] 0 0 0 o]
0 o] o 0 o] 0
Not very satisfied °© 140 9 50 3 5 3 2 1° 8 6° 1 4 3 3 30
° 2% 2% 29 1% 3% 3% 2% 8%8 2% 298 8% 3% 2% 2% 2%
0 o] o o 0 0
1] 0 0 0 0 0
0 0 o 0 0 0
Nei t her ° 36° 28 8° 13 8 4 7 3 1° 20 16° 1 6 9 8 8 40
° 5% 6% 49 6% 4% 4% 8% 4% 8% 5% 598 8% 5% % 6% 6% 3%
0 0 0 0 0 0
0 0 0 o 0 0
NETT SATI SFI ED ° ° ° ° ° °
RESPONCENTS ° 6220 414 208° 192 169 88 83 67 9 4 100 341 281° 11 109 123 134 128 117°
°© 9298 91% 9498  92%  92% 93% 89%  96% 100% 100% 8398 92% 9298 85% 95% 90% 92% 91% 949
0 0 0 4] 0 0
0 0 0 0 o 0
Quite satisfied o 347 239 108° 115 93 54 41 31 5 2 6° 187 160° 6 68 71 79 70 53°
° 5198 53% 4998 55% 51% 57% 44% 44% 56% 50% 5098 50% 5398 46% 59% 52% 54% 50% @ 429%
0 0 0 0 o
0 0 o 0 o R R ,\P.(;
\ery satisfied o275 175 100° 77 76 34 42 36 4 2 40 154 121° 5 41 52 55 58 64°
°  41% 3% 4598 37% 41% 36% 45% 51% 44% 50% 3398 42% 4098 38% 36% 38% 38% 41% 519
° ° ° G G CE ° ° R R R NOP°
0 0 0 o] 0 0
0 0 0 0 0 o
TOTALS °  675° 453 222° 208 184 95 93 70 9 4 120 371 304° 13 115 137 145 140 125°
0. 1009 100% 10098 _100% _100% _100% _100% _100% 100% _100% 1009 _100% 1009 _100% _100% _100% _100% _100% 1009
ELCITTTENCCCETER TR TN R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e R P e e e e e e e e e e e e e e e e e e e e e e e e i va
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TABLE 15 Standard Analysis *By* Q0. tbwsatisfied were you with the perfornance of the product that you bought?
PACE 16
FI LTERS: PRCDUCT(flow reducer / controller for taps) *AND* QLO. Hbwsatisfied were you with the performance of the product that you bought?( *NOr* NOT ESTABLI SHED
BB B e B e ririnriieirimines
0 o LOCATION O STATE o GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o o (A (B ° (Q (D (B (A (G (B (1) (N (K (DO (M (N (9 (P (Q (R°
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 408 300 108° 146 108 52 47 43 3* 3* 6*° 234 1740 14* 85 81 67 100 61°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 o] 0 0 0 0
Q0. Hbhwsatisfied were you with the performance of the product that you bought? 0 0 0
o 0 0 0 o] 0
NETT DISSATISFIED ° ° ° ° ° °
RESPONDENTS ° 10° 5 50 4 3 1 2 ° 7 3° 1 3 2 4 °
° 2% 2% 5% 3% 3% 2% 5% ° 3% 2% 1% 4% 3% 4% °
0 0 0 0 0 0
o o] 0 o] 0 0
Not at all ° 1° 1° 1 ° 1° 1 °
satisfied ° 098 19% 1% ° 1% 1% °
o o] 0 0 0 0
o 0 0 o 0 o]
Not very satisfied °© 9° 5 40 3 3 1 2 ° 7 20 1 3 1 4 °
° 2% 2% 498 2% 3% 2% 5% ° 3% 1% 1% 4% 1% 4% °
o o] 0 0 0 o]
4] 0 0 0 0 0
o o] o o 0 o]
Nei t her ° 30° 22 8° 13 7 4 3 1 1 1° 19 11° 2 7 9 6 3 3°
° 748 7% 79% 9% 6% 8% 6% 2% 33% 1798 8% 698  14% 8% 11% 9% 3% 5%
0 o] 0 0 0 o]
0 o] o 0 o Q O 0
NETT SATI SFI ED ° ° ° ° ° °
RESPONDENTS o 368 273 950 129 98 47 44 40 3 2 50 208 160° 12 77 69 59 93 58°
°© 909 91% 8898 88% 91% 90% 94% 93% 100% 67% 8398 89% 9298 86% 91% 85% 88% 93% 9594
o] 0 0 0 0 0
0 0 o o o 0
Quite satisfied o 233 170 63° 84 58 29 31 25 3 1 20 129 104° 9 56 44 38 57 29°
° 57% 57% 5898 58% 54% 56% 66% 58% 100% 33% 3398 55% 609 64% 66% 54% 57% 57%  48%
0 0 0 0 o
0 0 o 0 0 R ’\(I:
\ery satisfied ° 135 103 320 45 40 18 13 15 1 3° 79 56° 3 21 25 21 36 29°
3398 3% 308 31% 37% 3% 28% 35% 33% 5098 34% 3298 21% 25% 31% 31% 36% 489
0 0 o 0 o R R ,\D)
o] 0 0 1] 0 0
0 0 0 o 0 0
TOTALS ° 408 300 108° 146 108 52 47 43 3 3 6° 234 174° 14 85 81 67 100 61°
° 1009 100% 10098 _100% _100% _100% _100% _100% _100% _100% 1009 _100% _100% _100% _100% _100% _100% _100% 1009
ELCITTTENCCCETE R E T e TN R R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e P e e e e e e e e e e e e e e e e e e e e e va
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TABLE 16 Standard Analysis *By* Q0. tbwsatisfied vere you with the perfornance of the product that you bought?
PACE 17
FILTERS: PRODUCT(tap / spout) *AND* QLO. Hbwsatisfied were you with the perfornmance of the product that you bought?( *NOr* NOT ESTABLI SHED
BB e e e B e e e rrrereiaimges
o e LQCATION 0 SIAIE oo GENER 0 AE ?
° TEEEEETEEE e e e e e e e e e e e e eeeeeeeeeeeeenreeeeeeeeeeeeeeeeeeeeeeereereereerrerrerrereereereeeenme
° Total® Mtro Regional® NSW MC Qb WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
oo (A (B2 (Q (D (B (R (G (H (1) ()2 (K (L2 (M (N (O (P) . (Q (R °
TECEEEETEEEE e E e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e ereereereer e s
RESPONDENTS ° 669 436 233° 202 176 103 86 75 11* 5* 11*° 359 310°  16* 102 121 140 152 138°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 1009 100% 100% 100% 100% 100% 100%
0 o] 0 0 0 0
Q0. Hbhwsatisfied were you with the performance of the product that you bought? 0 0 0
o 0 0 0 o] o]
NETT DI SSATISFIED ° ° ° 0 0 °
RESPONDENTS 0 190 11 8° 3 6 6 2 2 ° 8 11° 1 2 4 3 7 20
0 3% 3% 3% 1% 3% 7% 3%  18% 0 2% 498 6% 2% 3% 2% 5% 198
0 0 0 0 0 0
o o] 0 F C 0 o] o]
Nbt at all 0 20 1 1° 1 1 ° 1 10 1 1 0
satisfied ° 098 0% 0% 0% 9% ° 0% 098 1% 1% °
o 0 o 0 0 o]
0 o] o 0 o o]
Nbt very satisfied © 17° 10 7° 2 6 6 2 1 0 7 10° 1 2 3 3 6 20
0 3% 2% 3% 1% 3% 7% 3% 9% 0 2% 39 6% 2% 2% 2% 4% 19
o o] 0 F C 0 0 o]
4] 0 0 0 0 0
o o] 0 o 0 0
Nei t her 0 31° 24 7° 12 9 1 2 5 1 1 ° 16 15° 3 5 5 8 8 20
° 5% 6% 3% 6% 5% 1% 2% 7% 9%  20% ° 4% 548  19% 5% 4% 6% 5% 1%
0 o] 0 E m E 0 o 0
0 o] 0 o 0 o]
NETT SATI SFI ED ° ° ° ° ° °
RESPONDENTS o 619° 401 218° 187 161 102 78 68 8 4 11° 335 284° 12 95 112 129 137 134°
° 939  92% 9498 93% 91% 99% 91% 91% 73% 80% 10098 93% 9298 75% 93% 93% 92% 90% 97N
° 0 ° E E COFG E E ° ° R Q
0 0 o 0 0 0
Quite satisfied 0 354° 231 123° 116 93 51 45 36 4 2 70 214 140° 8 56 66 76 78 70°
° 53% 53% 538 57% 53% 50% 52% 48% 36% 40% 6498 60% 45948 50% 55% 55% 54% 51% 519
0 0 o 0 0
0 0 0 0 L IQ; 0
\ery satisfied ° 265° 170 950 71 68 51 33 32 4 2 40 121 144° 4 39 46 53 59 64°
o 409 39% 4198 35% 39% 50% 38% 43% 36% 40% 3698 34% 4698 25% 38% 38% 38% 39%  46%
o] o 0 E c 0 L l@ 0
0 0 0 1] 0 0
0 0 0 0 o o
TOTALS ° 669 436 233° 202 176 103 86 75 11 5 11° 359 3100 16 102 121 140 152 138°
9 1009 100% 10098 100% _100% 100% _100% 100% _100% _100% 1009 _100% 1009 _100% _100% _100% 100% _100% _100%
SRR R R R R R R S R R R R R R R R R R R R R R R R R R R R R R RN RN R R R R AR AR RN = AR R RN R RN RN RN RN RARRRRRRRRRRRE
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TABLE 17 PRCDLCT *BY* QL1. Wy do you say that?
PACE 18
RN RN RN RN RN RN RN RN RRNARARRARRRARRRNRRRRRRRARAEER
0 P 0
I aaaa O
° toilet shover head flow reducer / tap / spout °
° Ehaiaied controller for 0
Y taps ¢
TEREEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONCENTS ° 23* 17* 10* 19*°
° 100% 100% 100% 10098
0 0
Q1. Wy do you say that? 0
o] 0
Restricted flush ° 10 3 1°
capability/does not ° 43% 30% 5%
flush/flow properly ° °
0 0
Doesn't fit/wong ° 5 1 20
dinensi ons ° 22% 6% 1198
0 0
o] o
Poor quality 0 5 4 9
° 22% 24% 479
0 0
0 0
Poor installation ° 1 1 2 40
° 4% 6% 20% 219%
0 0
0 0
Keeps leaking/seal © 1 1 20
broke ° 4% 6% 119
0 0
0 o]
Poor water pressure/® 11 4 3°
changed the pressure® 65% 40% 1698
o o]
o o]
Ct her ° 2 1 1°
° 9% 6% 5%
0 0
0 0
Nbt hi ng ° 1 0
° 10% °
0 0
0 0
TOTALS ° 24 19 10 22°
° 9 9 00% 11698

ELREEEELEEEEE T e e e e e e e et e e et e e e e e e e e e e e e e et e 1%
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TABLE 18 Standard Analysis *By* Q1. Wy do you say that?
PACE 19
FILTERS: PRCDUCT(toilet) *AND* QLO. Hbwsatisfied were you with the perfornance of the product that you bought?(Not at all satisfied *TO* Not very satisfied)
BB BB B i iiirerriiriireiims
0 ° LOCATION ©° STAE 0 GENER O AE °
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ° Mle Female® 25-34 35-44 45-54 55-64 65+ °
el (A (B 2 (G (D (B (A (Q° (K (D> (N __(Q (P (Q (R
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rrnss
RESPONDENTS o 23*  16* 7*0 8* 7 4* 3* 1*0 13* 10*° 3* 4* 9* 4= 3*0
° 1009 100% 10098 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 10098
0 4] 0 0 0 0
Q1. Wy do you say that? ° ° 0 0 o
0 0 o] o 0 0
Restricted flush ° 10° 6 40 3 5 2 ° 4 6° 3 2 3 2 °
capability/does not © 4398  38% 5798 38% 71%  50% ° 31% 609 100% 50% 33%  50% °
flush/flow properly ° 0 ° ° ° 0
0 0 0 0 0 0
Doesn't fit/wong ° 5o 5 ° 2 1 2 ° 2 3° 1 1 1 20
di nensi ons o 22%  31% °  25% 25% 67% °  15%  30% 25% 11% 25% 67%
0 o] 0 0 0 0
0 0 0 0 0 0
Poor quality 0 50 3 20 3 1 1 0 4 1° 4 1°
o 22% 19% 299 38% 14% 25% °  31% 10% 44% 33%
0 0 0 0 0 0
0 0 0 0 0 o
Poor installation ° 10 10 1° 1 0 1 °
° 498 14% 10098 8% ° 11% °
0 0 0 0 0 o
0 o] 0 0 0 0
Keeps leaking/seal © 1° 1 ° 1 0 1 ° 1 0
broke ° 498 6% ° 33% ° 8% ° 25% °
0 0 0 0 0 0
o 0 0 o 0 0
Q her ° 20 2 ° 1 1 ° 1 1° 1 1°
° 9%  13% ° 14%  25% ° 8% 109 25% 339
0 0 0 o 0 0
0 0 0 0 0 0
TOTALS ° 24° 17 7° 8 7 5 3 1° 13 11° 3 4 9 4 40
o 10498 106% _ 1009% 100% 100% 125% 100% 100% 100% 110% 100% 100% 100% 100% _133%
ELCCRITELLCCRTTRRE P T TN PR R R R e e e e e e e e e e e e e e e e e e e e re e e e e e e v e e e e e e e e e e e e e e e e e e 1%
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TABLE 19 Standard Analysis *By* Q1. Wy do you say that?
PACGE 20
FILTERS: PRCDUCT(shower head) *AND* QLO. Hbwsatisfied were you with the performance of the product that you bought?(Not at all satisfied *TO* Not very satisfied)
BB B BB i iiiiiirerreireiieiims
0 ° LOCATION ° STAE O GENER O AE °
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA TAS ° Mle Ferale® 18-24 35-44 45-54 55-64 65+ °
el (A (B 2 (Q (D (B (A () (K (D> (M (Q (P (Q (R
TEEREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e renss
RESPONDENTS o 17* 11* 6*° 3* 7 3* 3* 1*  10* 7*0 1* 5* 3* 4* 4*0
° 10098 100% 10098 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 10098
0 4] 0 0 0 0
Q1. Wiy do you say that? © 0 ° ° 0
o 0 o] 0 0 0
Poor water pressure/° 11° 6 50 2 4 2 2 1° 7 4° 4 1 2 40
changed the pressure® 6598  55% 838 67% 57% 67% 67% 10098 70% 57% 80% 33% 50% 10098
0 0 o] 0 0 o
0 o 0 0 0 0
Poor quality ° 40 3 1° 1 1 1 1 ° 3 1° 1 1 2 °
° 24%  27T% 17 33% 14% 33% 33% °© 30% 149 100% @ 20% 50% °
0 o] 0 0 0 0
0 0 0 0 0 o
Poor installation ° 1° 1 ° 1 0 1 ° 1 0
° 6% 9% ° 33% ° 10% ° 20% °
0 0 0 0 0 o
0 0 0 0 0 0
Doesn't fit/wong ° 10 1 0 1 ° 10 1 °
di nensi ons ° 698 9% ° 14% ° 14% 33% °
0 0 0 o 0 o
0 o] 0 0 0 0
Keeps leaking/seal © 1° 1 ° 1 0 1 0 1 0
broke ° 698 9% ° 33% ° 10% ° 20% °
0 0 0 0 0 0
o 0 0 o 0 o
Q her ° 1° 1 ° 1 ° 1° 1 °
° 6% 9% ° 14% ° 14%8 33% °
o 0 0 o o o
o 0 0 o 0 o
TOTALS ° 19° 13 6° 3 7 5 3 1° 12 7° 1 7 3 4 40
o 11298 118% _ 1009% 100% 100% 167% 100% 100% 120% 100% 100% 140% 100% 100% 100%
ELCCCITELLCCRETER P T TEN PR R R R e e e e e e e e e e e e e e e e e e e e rer e e e e e e R e e e e e e e e e e e e e e e e e e 1%
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TABLE 20 Standard Analysis *By* Q1. Wy do you say that?
PACE 21
FI LTERS: PRCDUCT(flow reducer / controller for taps) *AND* Q0. Hbwsatisfied were you with the performance of the product that you bought?(Not at all satisfied *TO*
Not very
satisfied)
BT e e i
’ o LQCATION 2 stAle 0 GENDER 0 AR ?
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD SA ° Mle Fermale® 25-34 35-44 45-54 55-64°
e (A (B2 (Q (D (B (g (K (D (N (9 (P (Q°
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS o 10* 5* 50 4* 3* 1* 2*° ™ 3*0 1* 3* 2* 40
° 1009 100% 100 098

% 100% 100% 100% 1009 100% 1009
0

0 0 o] 0
Q1. Wy do you say that? ° ° 0 ° °
0 0 o] 0 0 0
Poor water pressure/° 40 4 0 3 1° 3 1° 1 1 1 1°
changed the pressure® 409  80% 0 100% 5098 43% 3398 100% 33% 50%  25%
0 0 0 o 0 o]
0 0 o] 0 0 0
Restricted flush ° 3° 1 20 2 1 0 3 ° 1 2°
capability/does not © 309 20% 409  50% 100% o 43% 0 33% 5098
flush/flow properly ° 0 0 ° 0 0
0 0 0 0 0 o]
Poor installation ° 20 20 1 1° 20 1 1°
o 20% 40  25% 5098 6798 50%  25%
0 0 0 0 4] o]
0 0 o] 0 0 0
Nbt hi ng ° 1° 1° 1 ° 1 0 1 0
o 10% 2098  25% o 14% 0 33% °
0 o 0 0 0 0
0 o 0 0 0 0
TOTALS ° 10° 5 50 4 3 1 20 7 3° 1 3 2 40
o 100 100% _ 1009% 100% 100% 100% 1009 100% 100% 100% 100% 100% 1009
ELFTLRTELLCRLEEETEECEECTECECCEE L E R E R e e e e e e e e e e e e rEC e e e e e e e e rEC e e e e i i %a
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TABLE 21 Standard Analysis *By* Q1. Wy do you say that?
PACGE 22
FILTERS: PRODUCT(tap / spout) *AND* QLO. Hbwsatisfied were you with the performance of the product that you bought?(Not at all satisfied *TO* Not very satisfied)
BB BB i rrreiiiiiiin-
° ° LOCATION ©° STAE 0 GENER O A 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC VA SA ACT ° Mle Ferale® 18-24 25-34 35-44 45-54 55-64 65+ °
e (A (B2 (Q (D (R (Q (B (K (D2 (M (N (] (P (Q (R °
TEEEEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rrrnns
RESPONCENTS o 19%  11* gxo 3* 6* 6* 2* 2%0 8* 11*° 1* 2% 4= 3* 7* 20
° 10098 100% 10098 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 0 0 0
Q1. Wy do you say that? ° 0 0 0 0
o] o 0 o] o] 0
Poor quality ° 9° 5 40 2 1 5 1° 5 40 1 2 1 4 1°
o 47 45% 5048 67% 17% 83% 5098 63% 369 50% 50% 33% 57% 509
o] 0 0 o] 0 o
0 0 o] 0 0 0
Poor installation ° 40 2 20 1 2 1 0 3 1° 1 1 2°
°  21% 18% 25% 17% 33% 50% ° 38% 9% 33% 14% 10098
0 0 o] 0 0 o]
0 0 0 o] 0 0
Poor water pressure/° 3° 2 1° 1 1 1 0 1 20 1 1 1 0
changed the pressure® 1698  18% 1398 33% 1% 50% °  13% 18% 100% 25% 14% °
0 0 0 0 0 o]
0 0 0 0 0 0
Doesn't fit/wong ° 2° 1 10 1 10 1 10 2 °
di nensi ons ° 119 9% 1398 33% 5098 13% 99%8 50% °
0 0 0 0 0 o
o] 0 0 0 0 0
Keeps leaking/seal © 20 1 1° 1 1 0 1 1° 1 1 0
broke ° 119 9% 13% 17% 50% °  13% 9% 3%  14% °
o] 0 0 o] 0 0
0 o] o 0 0 o
Restricted flush 0 1° 1 0 1 0 1° 1 0
capability/does not °© 5% 9% ° 17% ° 9% 50% °
flush/flow properly ° 0 0 0 0 0
0 o] 0 o] o] 0
C her ° 1° 1 ° 1 ° 1° 1 °
° 598 9% ° 17% ° 9% 33% °
o o] 0 0 o o]
0 0 0 0 0 0
TOTALS ° 220 13 9o 4 6 7 3 20 11 11° 1 2 5 4 7 3°
o 11698 118% _ 113% 133% 100% 117% 150% 100% 138% 100% 100% 100% 125% 133% 100% _150%
ELCCDRTELLCCREEEE TR R rEC R R e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e rer e e e e e e e e e e e e e e e e e e e e e e e
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TABLE 22 PRCOUCT *BY* Ql2a. Points - Appearance / look / design
PACGE 23
RN RN RN RN RN RN RN RRNARARRARRRARRARRRRRRRARAAER
RN R NN A RN nannannnnnRRRARARARATTTE
° toilet shower head flow reducer / tap / spout °
° controller for °
o] 0
‘||'|'|’|'|'|’|'|'|’|'|'i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’|’|’|’i|’|’|’||’|'|’|’|'|’|’|'|’|’|'ii|’i|'|’ii|’ii|’ii1
RESPONCENTS o 727 871 606 868°
o] o
Ql2a. Points - Appearance / look / design °
o] o
MEANS ° 14.9 14.2 11.3 19. 5°
0 0
TOTALS ° °
STD DEMATION ° 16. 8 17.0 14.8 20. 6°
0 0
Ql2b. Points - Brand or reputation of the product 0
0 0
MEANS ° 7.2 6.4 8.1 6. 1°
o] 0
TOTALS ° °
STD DEMATION ° 12.8 12.1 13.3 10. 7°
o] 0
Ql2c. Points - Inpact on the environment / environmental friendliness °
0 0
MEANS ° 7.2 7.6 9.6 6. 0°
0 o
TOTALS ° °
STD DEMATION ° 13.0 14.0 14.2 11. 9°
0 0
Ql2d. Points - Qutside dinensions / size 0
0 0
MEANS ° 8.9 6.3 6.4 6. 7°
0 0
TOTALS ° °
STD DEMATION ° 14.5 12.7 13.4 13.1°
o] 0
Ql2e. Points - Price / value for noney 0
0 0
MEANS ° 17.9 18.5 15.7 20. 6°
0 0
TOTALS ° °
STD DEMATION ° 19.9 19.6 19.0 21, 6°

ELCCTLLEEEET TR e et e e e e e e e e e et e e et e e e e e e e e 1va
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PRODUCT *BY* QU2f. Points - Reliability

TEREEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
0 toilet shower head flow reducer / tap / spout °
° controller for 0
o] o
‘||'|'i|'|'i|'|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’|’|’|’|’|’|’|’||’|’|'|'|’|'|'|’|'|'i|’|’i|’|’|’|’|’i|’|’i|’|’1
RESPONCENTS o 727 871 606 868°
o] 0
QL2f. Points - Reliability 0
o] 0
MEANS ° 11.1 14.1 13.7 14. 0°
0 0
TOTALS ° °
STD DEMATION ° 16.0 18.2 17.4 18.2°
0 0
Ql2g. Points - Wdrranty / after sales service 0
o] 0
MEANS ° 5.8 5.0 6.8 5. 8°
0 0
TOTALS ° °
STD DEMATION ° 11.6 9.9 12. 4 11.7°
o] o
Ql2h. Points - Vdter efficiency / water consunption 0
0 0
MEANS ° 17.8 20.5 18.9 14.1°
o] 0
TOTALS ° °
STD DEMATION ° 19.8 22.7 20.4 18. 0°
0 0
Ql2i. Points - Discount offer 0
0 0
MEANS ° 5.8 4.7 4.9 4.9
0 0
TOTALS ° °
STD DEMATION ° 12.3 10.2 9.5 10. 5°
0 0
Ql2j. Points - Rebate offer °
0 0
MEANS ° 3.4 2.6 4.8 2.3
0 0
TOTALS ° °
STD DEMATION ° 9.1 7.2 10.3 6. 6°

ELCCTLEREETT e et e e e et e e e et e e e et e e e e e e e e e e 1%
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TABLE 23 Standard Analysis *BY* Ql2a. Points - Appearance / look / design
PACGE 25
FILTERS: PRODUCT(toilet)
Ei|'i|'|'iE|'i|'|'i|'|'i|'|'i|'|'i|'|'E|'|'i|'|'i|'|'i|'|'i|'|'i|’|'i|’|’i|’iiiiiiiiiil’iil’iil’ii|'ii|'ii|'ii|'iil’iEl'iil'iiiiiiiiiéiiiiiiiil’l’i|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'iiiiiil’il’l’i»
o LOCATON .2 SIATE 0 GNER 0 AR
° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B2 (Q (D (B (A (q (B (D ()2 (K (D (M (N (. (P (Q (R °
TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS ° 727° 515 212° 254 185 111 81 52 18* 6* 20*° 395 3320 18* 123 168 153 146 1190
o 0 o] o] o] 0
Ql2a. Points - Appearance / look / design ° ° ° °
0 0 o] o]
MEANS ° 14.9° 14.9 15.1° 15.7 144 13.8 11.7 17.3 15.2 15.3 22.4° 13.9 16.2° 80 13.0 153 144 17.0 15.5°
0 0 0 0 0 o]
TOTALS ° ° ° G F ° ° °
STD DEMATION ° 16. 80 17.1 16. 20 18.0 16.0 16.3 13.7 19.3 15.8 9.6 18.5° 16.0 17.7° 10.9 17.4 16.5 156 19.4 15.3°
0 0 0 0
QL2b. Points - Brand or reputatlon of the product 0 0 °
0 0 o] 0
MEANS ° 7.2 1.7 6.0° 6.7 9.3 5.6 7.2 7.8 5.1 7.7 430 7.9 6.4° 8.2 8.8 7.6 7.5 6.8 5.0°
0 o] 0 o] o] 0
TOTALS ° ° ° E D ° ° R N
STD DEMATION ° 12.8° 13.6 10.4° 11.9 16.6 9.4 12.7 11.6 6.5 6.9 5.3° 13.8 11.4° 147 17.4 11.8 120 11.3 10.7°
o o] 0 o] o] 0
Ql2c. Points - Inpact on the environment / environnental friendliness 0 0 0
4] 0 0 1] 0 0
MEANS ° 7.2 7.6 6.3 7.1 8.1 6.2 7.8 4.5 7.6 8.0 9.0 6.4 8.1° 7.2 8.1 6.1 8.6 6.3 6.9°
0 o] o o 0 0
TOl‘ALS 0 0 0 0 0 0
STD DEMATION ° 13.0° 14.1 10.0° 12.6 15.2 14.0 10.5 9.0 12.1 11.1 9.9° 11.5 14.5° 12.7 15.5 9.8 16.4 11.3 11.3°
0 o] o o 0 0
Ql2d. Points - Qutside dinensions / size 0 0 0 0
0 0 o 0 0 0
MEANS °© 8.9 88 9.3° 9.8 7.9 8.7 10.7 7.6 5.2 7.3 8.6° 8.8 9.0° 16.0 9.3 7.5 8.9 7.2 11.5°
0 0 0 0 0 0
TOTALS ° ° ° ° ° R R az
STD DEMATION ° 14, 50 14.2 15.1° 16.0 11.4 140 185 12.9 9.2 11.3 11.3° 13.9 15.2° 21.4 149 11.6 13.0 13.9 18.1°
0 1] 0 0 0
Ql2e. Points - Price / value for noney 0 ° 0 0
o] 0 0 0 o
MEANS ° 17 9° 17.2 19.5° 16.8 17.5 18.4 21.2 17.7 19.7 7.7 20.3° 17.1 18.8° 13.8 18.4 19.2 154 17.1 20.2°
o] o 0 0 0 0
TOTALS ° ° ° ° ° R pe
STD CEMATION °© 19.9° 19.8 20.1° 18,1 20.5  18.9 . 24.3 20.6 18.9 5,3 239 187 21.3° 12,5 21.2 21.6  17.4 18,9  21.2°

ELLTTTTELLERRR et reeeerreeeeerrreeeerereeeeer e e eeeee e e e eeee e e e e e et ee e e e et et e e e e e et e e e e e e e e e e e 1va
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TABLE 23 (QONT.)
PACE 26

Standard Analysis *By* Q2f. Points - Reliability

EIIIIIIEIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII»
e LOCATTON. 2 SIAE 0 GENER 0 AL
° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC Q@D VA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
oo 2 (A (B2 (Q (D (B (R (§ (B (1) () (K (D (M (N (9 (P (Q (R °
RN R RN RN NN R NN R m N au oo mumnnnanma o munununnnonnumunnnnnnnnunununnnannnumunRRRRRRRRRRRRRRRAAEE
RESPONDENTS o 727° 515 212° 254 185 111 81 52 18* 6* 20*° 395 3320 18* 123 168 153 146 119°
0 0 o] o] 0 0
QL2f. Points - Reliability ° ° ° ° 0
0 o] 0 o] o] 0
MEANS ° 11.1° 11.0 11.2° 11.6 10.6 10.9 9.0 11.2 156 27.0 9.6° 11.6 10.5° 9.1 10.1 11.8 11.6 11.6 10.0°
0 0 0 o]
TC)TA_S 0 0 0 0 o] 0
ST CEMATION ° 16.0° 15.6 17.0° 16.3 16.0 17.8 10.4 14.3 23.6 16.7 13.6° 17.2 14.4° 14.4 16.0 16.7 13.7 183 14.9°
0 0 0 0
Ql2g. Points - Wrranty / after sales service 0 0 °
o o] 0 0 0 o]
MEANS ° 5.8 59 5.4 7.2 4.8 4.9 5.5 4.1 3.9 13.0 57 6.1 5.3> 6.9 7.6 4.7 6.9 4.8 4.9°
4] 0 0 0 0 0
TOTALS 0 ° 0 D C 0 0 0] N °
STD CEMATION o 11. 60 11.8 10. 9° 14.4 9.0 8.7 12.4 7.4 6.6 25.7 6.9° 11.0 12.2° 11.6 15.6 7.6 13.7 11.0 8. 4°
0 0 0 0
Ql2h. Points - WMter eff|C|ency/ vater consunptlon 0 0 °
0 0 0 0
MEANS ° 17.8° 16.8 20.3° 15.0 19.7 21.5 18.8 20.3 14.3 9.7 9.7° 17.2 185 9.5 143 160 18.2 23.1 18.1°
0 0 0 0 0
TOTALS 0 ° B A CE C C 0 ° Q Q Q NPR
STD CEMATION ° 19.8 18.9 21.8 17.5 21.2 23.4 204 19.6 12.9 4.8 11.9° 19.5 20.2° 141 20.3 18.2 20.6 20.6 19.1°
0 0 0 0 o
QL2i. Points - Discount offer 0 0 0 0
0 0 o] 0 0 0
MEANS ° 58 6.3 4.8 6.5 4.6 5.1 5.7 8.1 7.3 1.0 7.8 7.3 4.1° 9.5 4.8 7.5 6.1 4.4 5. 4°
o] 0 0 0 0 0
TOTALS ° 0 ° G D ° L K Q (0] °
STD DEMATION 0 12.3° 12.8 10.8° 13.6 9.4 11.8 11.0 155 14.8 2.4 15.2° 14.2 9.2° 14.3 9.4 14.2 131 10.9 11.9°
o] o o o
Ql2j. Points - Rebate offer® ° 0 0 0
o] o 0 0 0 0
MEANS ° 3.4 3.9 2.2° 3.6 3.0 4.9 2.5 1.4 6.2 3.3 2.8° 3.6 3.1° 11.8 5.5 4.2 2.3 1.6 2.4°0
0 0 0 o] o]
TOTALS ° 0 B Ay G E ° ° P PQ NO NO N
STD CEM ATION ° ° ° 8.3 11.3 6.4 3.0 12.8 5.5 6.2 9.1 .10 .0 6.7 °
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TABLE 24 Standard Analysis *BY* Ql2a. Points - Appearance / look / design
PACGE 27
FI LTERS: PRCDUCT(shower head)
EiiiiiiEl’il’l’il’l’il’l’il’|'i|'|'E'|'i|'|'i|'|'i|'|'i|'|'|’iiiiiiil’il’l’il’l’il’l’il’|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'Ei|’|’i|’iiiiiiiiEil’ii|'ii|'iil’iil’iil’iil’iil’iil’iil’iil’iil’iil’iil’»
o LOCATON 2 SIAIE 0 GENER 0 AR
° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
oo (A (B 2 (Q (D (B (A (G (B (D) ()2 (K (D2 (M (N (] (P (Q (R °
TEEREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS °  871° 585 286° 264 242 128 114 89 11* 5* 18*° 478 393 17* 140 177 183 198 156°
0 0 0 0 o] 0
Ql2a. Points - Appearance / look / design ° ° ° °
0 o] 0
MEANS ° 14.2° 13.4 16.1° 13.8 13.6 154 14.0 15.5 8.0 220 18.2° 12.8 16.0° 15.6 14.6 16.0 13.8 13.3 13.4°
0 0 0 0 0 0
TOTALS ° ° B R ° L K °
STD DEMATION ° 17.00 16.5 18. 10 17.5 15.6 187 19.0 16.2 11.8 12.7 11.7° 158 18.3° 16.3 16.9 20.1 16.3 16.4 15.0°
0 0 0 0
QL2b. Points - Brand or reputatlon of the product 0 0 0
0 0 0 0
MEANS ° 6.4 6.9 54 7.8 6.1 4.6 5.9 6.3 10.7 3.2 55° 6.8 6.0° 16.0 6.1 7.3 5.9 6.6 5.0°
0 0 o o 0 0
TOTALS ° ° ° E C ° ° R o
STD DEMATION ° 12.1° 12.6 10.9° 14.0 12.0 9.5 10.8 11.0 18.7 4.4 6.6° 12.6 11.5° 26.3 10.0 12.2 10.5 14.9 8.1°
0 0 0 0 0 o
Ql2c. Points - Inpact on the environment / environnmental friendliness 0 0 °
o] 0 1] 1] 0 0
MEANS ° 7.6° 7.8 7.2 7.3 7.9 7.1 7.3 8.2 8.5 20.2 6.4 7.2 8.1° 6.7 5.0 6.7 10.4 8.5 6. 6°
0 0 0 0 0 0
TOTALS ° ° ° ° ° PQ P NR N pe
STD DEMATION ° 14.0° 13.8 14.3° 14.4 13.7 14.8 12.8 14.8 9.9 19.5 7.2° 13.7 14.3° 11.9 8.2 11.9 18.0 156 12.3°
o] o 0 0 o o
Ql2d. Points - Qutside dinensions / size 0 0 0 0
o] o 0 0 o 0
MEANS ° 6.3 6.0 6.9° 5.6 6.7 7.1 5.8 7.6 4.0 6.8 3.9° 6.0 6.6° 8.5 8.8 6.6 4.7 6.2 5.7°
0 0 0 0 0 0
TOTALS ° ° ° ° ° P N °
STD DEMATION o 12 7° 12.3 13.5° 11.4 125 141 142 14.6 9.8 8.9 6.6° 11.7 13.9° 13.2 151 13.6 8.9 13.0 12.6°
0 o] 0 0 0
Ql2e. Points - Price / value for noney ° 0 0 0
o] 0 0 0 0
MEANS ° 18. 5° 18.5 18.5° 18.1 19.0 189 20.3 157 148 19.2 20.2° 19.8 16.9° 157 19.8 17.8 18.7 17.0 19.9°
0 o 0 o] 0 0
TOTALS ° ° ° ° L N °
ST DEMATION ° 19.6° 20.4 17.9° 19.3  19.7 20.1 241 150 12,5 17.7 13.6° 21.1 17.6° 13.0 18.8 20.3  19.3 19.5 20.8°
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JCB 14024A
TABLE 24 (CONT.)
PACGE 28

Standard Analysis *By* Q2f. Points - Reliability

EIIIIIIEIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII»

SO LOCATTON 2 SIAE 0 GENER 0 AR

° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1

° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °

e 2 (A (B2 (Q (D (B (F) ,(Q,,,,(H,,,,(!),,,,(J),E,,m (Do (N!,,, (M (Q,,,,(E’),,,,(Q,,,,(R),"

AR RN NN N R nanann N nmannaomumunnnunnnnnRnNARRRRARRAAARAN (NRRRRRRRRRRRRRRARRRRRNNNE

RESPONDENTS o 871° 585 286° 264 242 128 114 89 11* 5* 18*° 478 3930 17* 140 177 183 198 156°
o 0 o] o] o] 0

QL2f. Points - Reliability ° 0 0 0 0
0 0 0 0 0 0

MEANS ° 14.1° 14.0 14.3° 14.4 13.3 151 154 11.4 185 7.4 14.7° 13.5 14.8° 14.1 12,3 14.9 13.1 157 13.7°
0 0 0 0 0 o

TC)TA_S 0 0 0 0 o] 0
ST CEMATION o 18.2° 17.5 19.5° 18.7 17.9 19.1 19.0 16.0 17.6 7.3 13.7° 18.6 17.6° 9.9 156 19.0 18.7 18.9 18.5°
0 0 0 o] o

Ql2g. Points - Wrranty / after sales service 0 0 °
o 0 0 o] 0 0

MEANS ° 5.0 53 4.4 5.5 5.1 4.0 5.0 4.3 4.8 6.8 7.5° 5.4 4.6° 4.9 7.6 5.3 5.4 3.7 3.7°
0 0 0 0 0 0

TOTALS 0 0 ° ° ° xR N N
ST CEMATION ° 9.9 10.3 9.1° 10.6 10.6 6.4 12.1 6.5 7.0 8.4 12.5° 11.0 8.5° 86 13.0 10.1 10.2 9.1 6.5°
0 0 0 0 0 0

QL2h. Points - Wdter efflmency/ wat er consunptlon 0 ° 0
0 o 0 0

MEANS ° 20.5° 19.9 21.8° 19.6 21.0 21.6 20.1 21.3 225 10.0 19.1° 20.5 20.5° 11.5 16.5 17.3 20.7 22.3 26.2°
0 o] o o 0 o]

TOTALS 0 ° 0 0 ° xR xR R NDO  NCP°
ST DEMATION 0 22.7° 22.0 24,00 23.1 22.4 255 21.8 20.9 224 9.3 14.5° 226 22.7° 13.1 20.3 19.0 226 226 27.7°
0 0 0 o 0 0

QL2i. Points - Discount offer 0 0 0 0
o] 0 0 0 0 0

MEANS ° 4.7° 5.3 3.4 4.8 4.6 4.1 4.0 6.8 4.5 0.8 2.8° 5.1 4.2° 5.9 6.0 5.2 5.2 3.8 3.3
0 0 o o 0 o]

TOTALS ° ° B R ° ° R N
STD CEMATION ° 10.2° 10.9 8.4 9.9 10.2 9.4 10.3 13.1 6.8 1.8 5.1° 10.9 9.2 7.8 12.5 10.5 11.0 8.7 8.3°
0 0 o o 0 o]

Ql2j. Points - Rebate offer® 0 0 0 0
o] 0 0 0 0 0

MEANS ° 2.6° 3.0 2.00 3.0 2.7 2.1 2.2 2.9 3.5 3.6 1.7 3.0 2222 1.1 3.3 2.8 2.0 2.9 2.50
0 0 0 o] 0 0

TOTA_S 0 0 0 0 0 o]
STD CEMATION 0 .20 ° ° ° 5.8°
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TABLE 25 Standard Analysis *BY* Ql2a. Points - Appearance / look / design
PACGE 29
FI LTERS: PRCDUCT(flow reducer / controller for taps)
Ei|'i|'iiEl’i|'|'i|'|'i|'|'i|'|'i|'|'E|'|'i|'|'i|'|'i|'|'i|'|'i|'|’i|’|’i|’|’i|’iiiiiiil’iil’iil’iil’iil’iil’iil’ii|'iEl'ii|'ii|'ii|’iiiEiiiiiiiil’l’il’l’il’l’il’l’il’l’il’l’il’l’il’iiiiiil’il’l’i»
o LOCAITON .2 SIAlE 0 GBANER 9 AR
° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B2 (Q (D (B (A (q (B (D ()2 (K (D (M (N (Q (P (Q (R °
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS °  606° 439 167° 208 168 86 61 63 5* 3* 12*% 349 257° 19* 110 124 112 140 101°
0 0 o] o] 0 0
Ql2a. Points - Appearance / look / design ° ° ° °
0 0 0 o
MEANS ° 11.3° 11.2 11.7° 10.5 11.0 13.6 10.0 13.0 7.8 13.7 11.3° 11.6 10.9°¢ 9.7 11.5 11.6 12.8 11.1 9.7°
0 o] 0 0 0 0
TOTA_S 0 o o] o] 0 0
STD CEMATION ° 14 8° 14.6 15. 20 14.3 13.5 18.6 13.2 16.0 8.9 9.9 11.6° 15.6 13.6° 11.1 16.6 155 156 14.0 12.4°
0 0 o] 0
Ql2b. Points - Brand or reputatlon of the product 0 ° °
o 0 o] o]
MEANS ° 81 87 6.5° 8.9 7.9 7.3 7.9 8.3 0.0 7.7 5.2 8.6 7.4 85 9.1 8.5 10.4 6.4 6.0°
o o] o o 0 o]
TOTALS ° ° ° ° ° xR P pe
STD DEMATION ° 13.3° 13.7 12.1° 141 13.0 12.3 13.8 13.9 0.0 7.5 6.6° 14.1 12.1° 10.0 159 12,9 149 11.9 10.5°
o o] 0 0 0 o]
Ql2c. Points - Inpact on the environment / environnental friendliness 0 ° 0
4] 0 0 0 0 0
MEANS °© 9.6 93 10.2° 10.0 8.2 11.6 10.1 6.2 27.2 147 13.6° 9.2 10.1° 13.7 9.0 9.1 10.8 8.4 10.3°
0 0 o o 0 o
TOTALS ° ° ° G E ° ° °
STD DEMATION ° 14.2° 13.9 14.8° 15.3 12.3 153 14.0 9.3 34.0 12.7 14.2° 146 13.6° 22.4 156 13.2 13.6 13.2 13.7°
0 0 0 o 0 0
Ql2d. Points - Qutside dinensions / size 0 0 0 0
0 0 0 0 0 o]
MEANS ° 6.4 6.7 54 7.0 6.6 4.2 6.9 6.8 1.8 0.0 6.1° 7.1 5.3 9.7 6.4 6.3 5.8 7.4 4.9
0 0 o] 0 0 0
TOTA_S 0 0 0 o o o]
STD DEMATION ° 13 40 13.2 13.9° 15.8 11.6 7.6 18.2 11.1 4.0 0.0 7.4 143 12.0° 17.2 11.1 141 11.9 16.7 10.0°
0 0 0 0 0
Ql2e. Points - Price / val ue for noney 0 0 0 0
o] 0 0 0 0
MEANS ° 15 7° 15.9 15.1° 16.7 151 153 13.3 154 27.6 10.0 18.6° 15.3 16.3° 14.5 156 153 147 151 18.3°
o] 0 0 0 0 o
TOI'A_S 0 0 0 0 0 0
STD DEMATION ° 19.0° 19.5 17.6° 20.3 18.3  19.0 17.5  16.2 20.4 4.4 27.3° 18.4 19.7° 22,0 21,1 17.0 15.8 17.9 22.8°
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JCB 14024A
TABLE 25 (CONT.)
PACGE 30

Standard Analysis *By* Q2f. Points - Reliability

EIIIIIIEIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII»

SO LOCATION 2 SIAE 0 GENER 0 AR

° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1

° Total® Mtro Regional® NSW MC Q@D VA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °

oo (A (B2 (Q (D (B (R (§ (B (1) ()0 (Ko (D) (M (N (Q (P (Q (R °

TEEEEEETEE e e e e e e e e e e e e e e e e e e e e e e e e e e rrre e e s

RESPONDENTS o 606° 439 167° 208 168 86 61 63 5% 3* 12*0 349 257° 19* 110 124 112 140 101°
o 0 o] o] o] 0

QL2f. Points - Reliability ° 0 0 ° °
0 o] 0 0 0 0

MEANS o 13.7° 13.7 13.5° 12.9 14.4 11.9 13.9 16.2 4.2 23.0 15.4° 13.0 14.5° 10.6 11.6 13.1 11.9 16.5 15.2°
0 0 0 0 0 0

TC)TA_S 0 0 0 0 o] ND 0
ST CEMATION 0 17.4° 17.6 16.8° 17.5 17.1 16.5 17.3 19.8 4.9 22,5 157 16.7 18.3° 16.3 15.8 17.5 14.1 19.2 19.3°
0 0 o] 0 0

Ql2g. Points - Wrranty / after sales service 0 0 °
o 0 0 o 0 o]

MEANS ° 6.8 6.7 7.00 7.0 6.2 9.4 6.8 4.8 0.0 0.7 8.4° 6.9 6.6° 11.3 10.6 6.5 5.9 4.3 6. 6°
0 0 0 0 0 0

TOTALS 0 0 ° G E ° 0 PR N N NR N
STD CEMATION 0 12.4° 11.7 14. 10 13.1 10.6 16.4 12.1 6.9 0.0 1.2 16.2° 12.4 12.4° 18.3 17.4 12.2 11.2 6.8 11.1°
0 0 0 0

QL2h. Points - Wdter efflmency/ wat er consunptlon 0 0 0
0 o 0 0

MEANS ° 18.9° 17.4 22.8 17.7 189 19.3 22,1 20.0 10.0 30.0 15.2° 18.1 20.0° 7.1 14.8 16.9 19.5 22.3 22.7°
0 o] o o o o]

TOTALS 0 ° B A 0 ° ®R xR NO NO
ST DEMATION ° 20.4° 19.7 21.6° 20.0 20.0 20.3 23.4 21.0 12.2 243 151° 19.7 21.2° 89 195 19.2 19.7 22.4 20.4°
0 0 o 0 0 0

QL2i. Points - Discount offer 0 0 0 0
0 0 0 o] 0 0

MEANS 0 4.9 54 3.4° 4.9 5.6 2.8 5.8 5.7 2.0 0.0 3.0° 5.4 4.1° 8.1 6.1 5.8 4.0 4.7 3.1°
o] 0 0 o 0 o]

TOTALS ° ° B R E E CCoF E ° ° R R NO
STD CEMATION o 9.5° 10.2 7.3 9.0 10.3 4.8 10.5 13.3 2.8 0.0 3.6° 10.4 8.1° 10.4 9.9 11.3 7.0 10.2 7.6°
o] 0 0 o 0 o]

Ql2j. Points - Rebate offer® 0 0 0 0
o] 0 o] o] 0 0

MEANS 4.8 4.9 4.4° 4.4 6.0 4.7 3.1 3.8 19.4 0.3 3.3 4.8 4.7° 6.9 5.2 6.8 4.2 3.9 3.20
0 0 0 o] 0 0

TOTALS 0 0 0 0 0 ®R ] (e}
STD DEMATION ° 10.3° 10.1 10.8° 9.4 11.6 11.8 6.0 8.3 26.6 0.6 8.0° 10.6 9.9° 13.8 9.6 14.2 9.1 8.9 6.9°
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TABLE 26 Standard Analysis *BY* Ql2a. Points - Appearance / look / design
PACE 31
FILTERS: PRCDUCT(tap / spout)
Eii|’iiiEil’iiil’l’il’l’il’|'i|'|'E|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'|’i|’iiiiiii|'ii|'ii|'ii|'ii|'ii|'ii|’iEiiiiil’il’l’il’l’iEl’i|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'|'i|'|’i|’|’i|’iiiil’iiiiil’»
o LOCAITON .2 SIAIE S GNER 2 AE
° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
oo (A (B 2 (G (D (B (A (q (B (D) ()2 (K (D2 (M (N (] (P (Q (R °
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e erernrs
RESPONDENTS ° 868 561 307° 268 235 137 102 88 12* 8* 18*° 456 4120  18* 125 155 184 210 176°
0 0 0 0 o] 0
Ql2a. Points - Appearance / look / design ° ° ° °
0 o] o]
MEANS ° 19.5° 18.8 20.7° 18.8 19.2 19.7 17.6 20.2 23.2 31.4 29.8° 17.3 21.8 11.4 165 20.0 21.5 19.2 20.1°
0 0 0 0 0 0
TOTALS ° ° ° ° L K P N °
STD DEMATION ° 20 60 20.9 20. 10 19.6 20.9 21.0 20.5 20.0 235 27.9 258 19.1 21.9° 140 183 22.2 21.9 19.6 20.9°
0 0 0 0
QL2b. Points - Brand or reputatlon of the product 0 0 °
0 o] o] 0
MEANS ° 6.1° 6.5 53 7.1 5.8 5.2 5.4 6.6 4.3 2.0 51° 6.7 5.4 9.0 7.2 6.0 5.7 5.5 6.1°
0 o] o 0 o 0
TO'I'AS o 0 0 o] o] 0
STD DEMATION ° 10.7° 11.6 8.8° 12.5 10.8 7.9 8.8 11.7 5.4 3.7 9.0° 12.0 9.0° 12.0 13.2 9.5 10.3 9.4 11.6°
o o] 0 o] o] 0
Ql2c. Points - Inpact on the environment / environnental friendliness 0 0 0
0 0 0 0 0 0
MEANS ° 6.0 6.1 6.0° 5.4 6.6 5.4 6.5 6.9 11.8 9.1 2.2 55 6.6° 10.0 7.0 5.1 5.9 6.6 5. 20
0 0 o o o 0
TOl'ALS 0 0 0 0 0 0
STD DEMATION ° 11.9° 11.8 12.1° 10.0 12.0 10.8 11.2 18.3 13.3 7.3 4.9 11.2 12.6° 21.0 12.1 9.7 11.7 13.4 10.3°
0 0 0 0 o 0
Ql2d. Points - Qutside dinensions / size 0 0 0 0
0 o 0 0 0 0
MEANS ° 6.7 6.2 7.6° 8.5 6.2 7.0 3.5 6.8 1.3 1.9 7.2° 6.8 6.6° 3.7 8.0 4.8 5.9 6.6 8.7°
0 0 0 0 0 0
TOTALS ° ° ° F F F CEG F ° ° 0 NR (e}
STD DEMATION ° 13 10 12.4 14.2° 15.2 12.2 12.6 8.5 13.7 2.3 3.9 147 13.2 12.9° 6.8 14.4 8.3 11.8 140 15.7°
0 0 0 0 0
Ql2e. Points - Price / val ue for noney 0 0 0 0
o] 0 o o 0
MEANS ° 20 6° 20.4 21.0° 20.3 20.0 19.7 237 20.3 30.4 14.9 20.6° 21.7 19.4° 187 21.6 21.2 20.0 20.0 20.8
o] o o] 0 o] 0
TOI'A_S 0 o 0 0 0 o
STD DEMATION °© 21.6° 22.0 20.7° 20.4 21.6 . 19.9 25,7 230 21.6 14,8 19.6° 22.7 20.1° 18.8 22,1 22,1 22,2 20.6 . 21.7°

ELLTTTTELRERRR et reeeerreeeeerrreeeererereeereere e e e e e et e e e et r el eee e et et et e e e e e e e e e e e e e i1 va
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TABLE 26 (CONT.)
PAGE 32

Standard Analysis *By* Q2f. Points - Reliability

EIIIIIIEIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII»

SO LOCATTON 2 SIAE 0 GENER 0 AR

° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1

° Total® Mtro Regional® NSW MC Q@D VA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °

oo 2 (A (B2 (Q (D (B (R (§ (R (1) (J))° (K (D (M (N (9 (P (Q (R °

TELEEEETEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rere e e es

RESPONDENTS ° 868 561 307° 268 235 137 102 88 12* 8* 18*° 456 4120 18* 125 155 184 210 176°
0 0 0 0 o] 0

QL2f. Points - Reliability ° ° ° 0 0
0 0 0 0 0 0

MEANS o 14.00 14.1 14.0° 12.2 13.5 14.1 17.1 17.1 12.8 13.6 15.2° 14.9 13.0° 13.0 12.2 14.0 12.7 14.8 15.9°
o 0 0 0 o] 0

TOTALS ° ° ° FG C C ° ° °
STD CEMATION 0 18.2° 18.8 17.2° 15.6 17.8 17.7 21.8 23.2 10.8 10.7 19.4° 19.3 17.0° 13.8 16.1 19.1 17.1 19.4 18.9°
o] 0 0 0 o]

Ql2g. Points - Wrranty / after sales service 0 0 °
0 o] o 0 0 0

MEANS ° 58 56 6.3 5.4 5.8 7.6 5.8 3.3 2.7 12.8 9.8° 5.8 5.9 6.8 6.6 5.8 6.6 5.4 4.9°
0 0 0 0 0

TOTALS 0 ° ° G G G [EF ° 0 °
STD CEMATION o 11. 70 10.2 14. O0 11.3 10.1 15.4 10.4 4.8 4.3 19.2 24.6° 12.3 11.0° 8.2 13.0 9.9 13.8 12.8 8.20
0 0 0 o]

QL2h. Points - Wdter efflmency/ wat er consunptlon 0 0 0
0 0 0 0

MEANS ° 14.1° 14.2 13.8° 13.1 156 155 14.9 121 8.9 10.4 6.9° 13.7 14.5° 13.3 11.5 14.1 155 156 12.7°
0 0 0 0 0 0

TOTAS o 0 o 0 0 Q N 0
ST DEMATION ° 18.0° 18.4 17.4° 17.0 185 21.2 18.6 16.2 8.7 9.0 8.8° 18.4 17.6° 13.7 159 16.9 21.2 17.9 17.3°
0 0 0 o 0 0

QL2i. Points - Discount offer 0 0 0 0
0 0 0 1] 0 0

MEANS ° 4.9 5.6 3.6° 6.5 4.6 3.9 4.1 4.8 2.0 1.5 2.2° 53 4.5° 7.9 6.4 5.8 4.9 4.1 3.90
0 0 0 0 o o

TOTALS ° 0 B R E C ° ° ®R N N
STD CEMATION ° 10.5° 11.4 8.6° 12.3 10.1 10.1 8.1 10.1 3.1 4.2 3.9 10.9 10.0° 9.7 11.7 12.7 10.2 8.9 9. 4°
0 0 0 0 0 o

Ql2j. Points - Rebate offer® 0 ° 0 0
o] o 0 o] 0 o

MEANS ° 2.3 27 1.7 27 2.8 1.8 1.3 2.0 2.7 2.5 1.00 2.4 2.3 6.2 3.0 3.1 1.4 2.2 1.8°
0 0 0 0 0 0

TOTALS ° 0 B R F D 0 0 PR P NO N
STD DEMATION ° ° ° 6.8 6.9 5.2 5.3 8.0 6.0 2.2 7.1 6.0° 13.0 5.6 8.8 3.6 7.8 4, 5°
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TABLE 27 PRCDCT *BY* Q13. Point referred/would refer to Wter Rating Labels
PACE 33
BT e e
0 P 0
O aiiE
° toilet shover head flow reducer / tap / spout °
° Eheieied controller for 0
Y taps oo ¢
RN R R R R RN R RN RN
RESPONCENTS ° 727 871 606 868°
° 100% 100% 100% 10098
0 0
QL3. Point referred/would refer to Wdter Rating Labels 0
o] 0
Referred to the ° 186 198 151 155°
label / star rating °© 26% 23% 25% 189%
at both stages 0 0
(short listing and ° 0
final decision) 0 0
o] 0
Referred to the ° 164 163 101 120°
label / star rating °© 23% 19% 17% 14%
only at the initial ° 0
search stage ° 0
0 o
Vs not aware that ° 112 153 117 254°
the product had a ° 15% 18% 19% 29%
Wter Rating Label ° °
0 0
Referred to the ° 106 137 102 123°
label / star rating ° 15% 16% 17% 1498
only when naking 0 0
the final decision ° 0
0 0
Vs aware of Vdter ° 99 132 84 120°
Rating Labels but ° 14% 15% 14% 14%
didn't refer to the ° °
label or star rating® °
0 0
Soneone el se 0 4 2 5 40
purchased it/ 0 1% 0% 1% 0%
pl unber / husband 0 °
0 0
Advised by sales 0 3 1 1°
person/ plunber on ° 0% 0% 098
what to buy 0 °
0 0
Lhsure / don't know° 53 79 44 820
0 7% 9% 7% 998
0 0
T T Tr i ETiiiriiiiiiriiiiiiiiniiiv
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TABLE 27 (CONT.)
PAGE 34

RESPONDENTS

Q3. Point referred/
Q her

TOTALS

PRCDUCT *BY* Q13. Point referred/would refer to Wter Rating Labels

TEEEEEerrrreereeereeeee e eeeeee e e eeee e e ee e e e e ee e e e eee e

° toilet shower head flow reducer / tap / spout °
0 Eheieied controller for 0
Y taps ¢
TEREEEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
o 727 871 606 868°
° 100% 100% 100% 10098
0 0
would refer to Wdter Rating Labels 0
o] 0
° 3 4 1 90
° 0% 0% 0% 19%
o] 0
0 0
° 727 871 606 868°
° 100% 100% 100% 10098

ELCERTEEEERRER e e e e e e e e e e e e e e e e e e e e e e e e e e e e e 1%
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TABLE 28
PACGE 35
FI LTERS:

RESPONDENTS

Q3. Point referred/would refer to Vdter Rating Labels
0 0 0

Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels
PRCDUCT(t oi l et)

FEERTETTER e
727° 515 212 11

10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 1
o o

A AR A R R NN N A A AR NN AR AN AR
0 oo CLOCATION 2 SIAE 0 GNER 2 AR ’
U s
Total® Mtro Regional® NSW MC Q@D WA SA  ACT NI TAS® Mle Female® 18-24 25-34 35-44 45-54 55-64 65+ °
o (B 2 (¢ 2o (ko (D2 (M (N (9 (P (Q (R °
[ | | | ITHTTT | [ I | |
0

0
0
0 _%%k%k 0
0
0

o
o]
0

Referred to the o 186° 117 69° 60 53 32 17 14 6 1 88 98° 1 17 38 47 52 31°
label / star rating © 269 23% 338  24% 29% 29% 21% 27% 33% 17% 1598 22%  30% 6% 14% 23% 31% 36% 2698
at both stages 0 0 B A ° L K PR Q N NO N
(short listing and ° ° 0 0 ° °
final decision) 0 0 0 0 ° 0
0 0 0 o o 0
Referred to the o 1640 121 43° 60 44 24 16 9 5 6° 95 69° 6 42 45 30 21 20°
label / star rating © 2398 23% 208 24% 24% 22% 20% 17% 28% 3098 24% 2198 33% 34% 27% 20% 14% 178
only at the initial ° 0 0 ° ° PR ®R N NO NO
search stage ° ° 0 ° 0 0
o 0 o o 0 0
Vs not aware that °  112° 77 35° 38 24 18 15 11 1 2 3° 66 46° 3 12 21 30 22 24°
the product had a ° 1598 15% 1798  15% 13% 16% 19% 21% 6% 33% 1598 17% 149 17% 10% 13% 20% 15% 209
\WMter Rating Label ° 0 0 0 0 PR N N
o 0 o o o 0
Referred to the o 106° 74 320 35 24 15 13 10 2 2 50 62 440 3 16 22 19 28 18°
label / star rating © 1598 14% 1598 14% 13% 14% 16% 19% 11% 33% 2598 16% 138 17% 13% 13% 12% 19% 159
only when naking 0 0 ° 0 ° °
the final decision ° 0 ° ° ° °
0 0 0 0 o 0
Vs aware of Vdter © 99° 83 16° 38 28 10 15 4 2 20 57 42° 3 27 26 21 8 14°
Rating Labels but ©° 1498 16% 88 15% 15% 9%  19% 8% 11% 1098 14% 1398 17% 22% 15% 14% 5% 129
didn't refer to the ° ° B AR 0 0 ®R Q Q NCP N
label or star rating® ° 0 0 0 0
0 0 0 0 0 0
Soneone el se ° 4° 3 10 1 1 2 ° 1 3° 1 1 20
purchased it/ 0 198 1% 098 1% 1% 2% 0 0% 198 1% 1% 298
pl unber/ husband ° 0 ° ° ° °
0 o o] 0 o o
Lhsure / don't know° 53° 38 15° 23 10 9 3 4 2 1 1° 25 28° 2 9 15 5 14 8°
0 798 7% 7% 9% 5% 8% 4% 8% 11% 17% 5% 6% 8% 11% 7% 9% 3% 10% 798
0] 0 0 0 0 P m P 0
0] o 0 0 0 0
C her 0 3° 2 1° 1 2 0 1 20 1 20
0 098 0% 098 1% 2% 0 0% 198 1% 298
0 0 0 0 0 0
ELTTTTTENTTTOCE TR ettt e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e i va
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TABLE 28 (CONT.)
PACE 36

Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels

ELCCLTTELCCCOEER e e et r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 e LOCATION . ° SIAlE 0 GENER 0 AR ¢
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o (A (B 0 (Q (D (B (R . (q_ (R (1) _()° (K __(D° (M (N __ (9 (P _(Q _(R.°
TECERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 727° 515 2120 254 185 111 81 52 18* 6* 20%° 395 332 18* 123 168 153 146 119°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009%
0 0 0 0 0 0
Q3. Point referred/would refer to Witer Rating Labels 0 0 0
0 0 o o 0 o
TOTALS o 727° 515 212° 254 185 111 81 52 18 6 200 395 332° 18 123 168 153 146 1190

° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELCETTTECLRRR e et e e eee e e e e et e e e e e e e e e e e e e e e e et et e et e e et e e e e e e e e e e e et e
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TABLE 29 Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels
PACE 37
FI LTERS: PRCDUCT(shower head)
Ei|'i|'iiEl’i|'|'i|'|'i|'|'i|'|'i|'|'E|'|'i|'|'i|'|'i|'|'i|'|'i|'|’i|’|’i|’|’i|’iiiiiiil’ii|'iiiiil’iil’ii|'iil’iil’iEl'ii|'ii|'ii|’iiiEiiiiiiiil’l’il’l’il’l’il’l’il’l’il’l’il’l’il’iiiiiil’il’l’i»
,,,,, LCAIeN. © o STATE O @NER AR
° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
poree (AL (B2 (O (D (B B (@ (H (D) (0 (e (M (N0 (R (L (R
RN RN RN RN RN NN LN m NN m RN NnNmummmuonumumnmnonunumnonnnumoonnnunumnnnnnumunnnnnnunnanaRmARRARAE
RESPONDENTS o 871° 585 286° 264 242 128 114 89 11* 5* 18*° 478 3930 17* 140 177 183 198 156°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 100%
0 0 0 0 0 0
Q3. Point referred/would refer to Vdter Rating Labels 0 0 0
0 0 o] o] o] 0
Referred to the o198 129 69° 50 64 34 23 24 1 2° 106 920 2 27 40 44 51 340
label / star rating © 2398 22% 2498 19% 26% 27% 20% 27% 9% 1198 22% 2398 12% 19% 23% 24% 26% 229
at both stages 0 0 ° D C ° ° 0
(short listing and ° ° 0 0 ° °
final decision) 0 0 ° ° 0 °
o 0 0 0 o] o]
Referred to the o 163° 112 510 52 38 34 23 11 1 40 99 64° 3 24 35 34 42 250
label / star rating © 1998 19% 1898 20% 16% 27% 20% @ 12% 9% 2298 21% 1698 18% 17% 20% 19% 21% 1698
only at the initial ° 0 0 E DG E 0 0 °
search stage ° ° ° ° 0 °
o o] 0 0 0 o]
Vs not aware that © 153 100 53° 59 36 13 21 13 5 2 40 75 78° 1 30 26 28 35 33°
the product had a ©° 18%8 17% 199 22% 15% 10% 18% 15% 45% 40% 2298 16%  20% 6% 21% 15% 15% 18%  21%
WMter Rating Label ° 0 CE C C 0 0 0
0 o] o o 0 o
Referred to the o 137° 91 46° 35 41 20 17 16 3 2 30 79 58° 3 17 25 29 32 31°
label / star rating © 1698 16% 1698 13% 17% 16% 15% 18% 27% 40% 1798 17% 1598 18% 12% 14% 16% 16% 20%
only when naking 0 ° 0 0 0 0
the final decision ° 0 ° ° ° °
0 0 0 0 0 0
Vs aware of Wdter © 1320 94 38° 34 39 15 22 17 50 83 490 7 28 39 30 11 17°
Rating Labels but ° 1598 16% 1398 13% 16% 12% 19% 19% 2808 17% 1298 41% 20% 22% < 16% 6% 1198
didn't refer to the ° ° 0 0 L KR ®R ®R Q NCP NO
label or star rating° ° 0 0 0 0
0 0 0 0 0
Advised by sales 0 3° 2 1° 1 1 1 0 1 20 2 1 0
person/plunber on  °© 098 0% 098 0% 0% 1% ° 0% 198 1% 1% °
what to buy ° ° ° ° ° °
o] 0 0 0 0 o
Soneone el se 0 20 1 1° 1 1 ° 20 2 0
purchased it/ ° 0% 0% 098 1% 1% ° 19% 1% °
pl unber/ husband 0 0 0 0 0 0
0 0 0 0 0 0
Uhsure / don't know° 79° 55 240 32 21 11 6 7 1 1 ° 32 47° 1 14 12 13 25 14°
998 9% 8% 12% 9% 9% 5% 8% 9%  20% ° 7%  129% 6%  10% 7% 7%  13% 998
0 0 0 0
I T I i L I I I e a e
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TABLE 29 (CONT.)
PACE 38

RESPONDENTS

Q3. Point referred/
Q her

TOTALS

Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels

ELCCLTTELLCCEEER T e et r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
o e LOCATION . ° STATE o GENER O AE ¢
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o (A (B0 (Q (D (B (R . (q (R (1) _()° (K __(D)° (M (N __(q (P _(Q _(R°
TETEREET R e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
°  871° 585 286° 264 242 128 114 89 11* 5* 18*0 478 393  17* 140 177 183 198 156°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009%
0 0 o o 0 o]
would refer to Vdter Rating Labels 0 ° °
0 0 0 0 0 0
0 4° 1 3° 1 2 1 0 3 1° 1 1 20
0 098 0% 198 0% 1% 1% ° 1% 0% 1% 1% 198
0 0 o 0 0 0
0 0 0 o 0 o
o 871° 585 286° 264 242 128 114 89 11 5 18° 478 393° 17 140 177 183 198 156°
0

10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100%  100% 100%  100%  100% 10098

ELCETTTECLERR e reerrrrerrerrrreereerereeeeeerrereeerrreeeee e e e eee e e e ettt eee e e et e et e e e et e e e e e e e e e e i
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TABLE 30 Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels
PACE 39
FILTERS: PRCDUCT(flow reducer / controller for taps)
BB e e e e B e e rrirririrrreiemiim»
0 ° LOCATION ° STAE 0 GENER O AE 0
0 FEEEEEEE e e e e r e e e e e e e e e eereereerreererrerreerrre et
° Total® Mtro Regional® NSW MC Qb WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o wex 0 (N (B ° (Q (D (B (A (§ (B (1) () (K (DO (M (N (9 (P (Q (RO
TEEEEEETEEE R r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v eereereee e s
RESPONDENTS °  606° 439 167° 208 168 86 61 63 5% 3* 12*° 349 2570 19 110 124 112 140 101°
° 10098 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 100%
0 0 0 0 0 0
Q3. Point referred/would refer to Vdter Rating Labels 0 0 0
0 0 o] o] o] 0
Referred to the o 151° 102 490 51 44 22 12 18 1 30 83 68° 4 22 32 34 36 23°
label / star rating © 2598 23% 2998 25% 26% 26% 20% 29% 20% 2508 24% 2698 21% 20% 26% 30% 26% 239
at both stages 0 0 ° ° ° °
(short listing and ° ° 0 0 ° °
final decision) 0 0 ° ° ° °
o 0 0 0 o] o]
Vds not aware that ©  117° 82 35° 51 31 14 8 8 1 40 74 43° 6 22 13 21 32 23°
the product had a ° 199 19% 2198 25% 18% 16% 13% 13% 33% 3398 21% 1798 32% 20% 10% 19% 23% 239
Vdter Rating Label © 0 0 G C 0 ° O NR (e} (e}
0 0 0 0 0 0
Referred to the o 102° 72 300 31 27 18 10 13 2 1° 56 46° 1 11 22 21 24 23°
label / star rating © 1798 16% 1898 15% 16% 21% 16% 21% 67% 898 16% 189 5% 10% 18% 19% 17% 239
only when making — ° ° ° ° 0 R N
the final decision ° ° 0 0 0 0
0 o] 0 0 o] 0
Referred to the ° 101° 74 27° 36 28 15 9 10 1 20 63 38° 3 19 26 14 27 120
label / star rating © 1798 17% 1698 17% 17% 17% 15% 16% 20% 1798 18% 1598 16% 17% 21% 13% 19% 129
only at the initial ° ° 0 0 0 0
search stage ° 0 ° ° ° °
0 0 o 0 0 0
\Vds aware of \dter ° 84° 70 140 27 23 10 12 9 2 1° 45 390 4 29 24 12 7 8°
Rating Labels but ° 149 16% 808 13% 14% 12% 20% 14% 40% 898 13% 1598 21% 26% 19% 11% 5% 898
didn't refer to the ° ° B R 0 0 PR ®R N NO NO
label or star rating® ° 0 0 0 0
0 0 4] o] 0 0
Soneone el se 0 50 4 1° 2 1 1 1 0 1 40 2 2 1°
purchased it/ 0 19 1% 1% 1% 1% 2% 2% 0 0% 298 2% 1% 19
pl unber/ husband ° ° 0 0 0 °
0 o 0 0 0 0
Advised by sales 0 1° 1 0 1 0 1 0 1°
person/plunber on ° 098 0% 0 2% 0 0% 0 198
what to buy 0 0 0 0 0 0
0 0 o] 0 0 0
Unhsure / don't know° 440 34 10° 12 13 6 8 3 1 1° 25 190 1 7 7 8 11 10°
° 798 8% 698 6% 8% 7%  13% 5%  20% 898 7% 79% 5% 6% 6% 7% 8% 1098
0 0 4] 0 0 0]
SO aa I a I na I aa A n = A a2
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TABLE 30 (QONT.)
PAGE 40

RESPONDENTS

Q3. Point referred/
Q her

TOTALS

Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels

ELCLRTTELCCDEEER T e et et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION . ° STATE o GNER O AE ¢
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o (A (B0 (Q (D (B (R (q (R (1) _()° (K __(D)° (M __(N__ (9 (P _(Q _(R°
TETEREETER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
°  606° 439 167° 208 168 86 61 63 5* 3* 12*0 349 257°  19* 110 124 112 140 101°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 100%
0 0 0 o o 0
would refer to Vdter Rating Labels 0 ° °
0 0 0 o 0 0
0 10 10 l 0 l 0 l 0
0 098 198 2% 0 0% 0 1% °
0 0 o 0 0 0
0 0 0 o 0 o
o 606° 439 167° 208 168 86 61 63 5 3 120 349 257° 19 110 124 112 140 101°
o

10098 100% 10098 100% 100%  100% 100% 100%  100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELRCTTTECRERR e reerrrrer e eeeeerereeeeeerrereee e e eeee e e e e e e e e e e et rel e e et e et e e et e e et e e e e i %
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TABLE 31
PACE 41
FI LTERS:

RESPONDENTS

Q3. Point referred/

Vis not aware that
the product had a
Vdter Rating Label

Referred to the
label / star rating
at both stages
(short listing and
final decision)

Referred to the
label / star rating
only when naking
the final decision

Referred to the
label / star rating
only at the initial
search stage

Vds aware of Wter
Rating Labels but
didn't refer to the

label or star rating® 0
0

Soneone else
purchased it/
pl unber / husband

Advised by sales
person/ plunber on
what to buy

Lhsure / don't know

Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels
PRCDUCT(tap / spout)

ELCCRTTELCCCRTTR P E R TP TN DR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e R e e e e e e e e e e e e e e e e e e e e e e e »
’ v LOCATION 2 SIATE 0 GENER B AR ?
° PR R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reens
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
e (A (B 2 (G (D (B (A (q (B () () (K (Do (M (N (] (P (Q (R
TEEREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 868 561 307° 268 235 137 102 88 12* 8* 18*° 456 4120 18* 125 155 184 210 176°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 0 0 0 0 0
would refer to Vdter Rating Labels 0 0 0
0 0 o] o] o] 0
o  254° 156 98° 79 68 39 32 21 6 3 6° 130 124° 4 27 32 53 72 66°
° 29%  28% 3298  29% 29% 28% 31% 24% 50% 38% 3398 29% 309 22% 22% 21% 29% 34%  38%
0 0 o] o] 0 Q? @ I\O '\D)
0 o] 0 0 0 0
o 155° 99 56° 40 50 27 21 11 1 1 40 75 80° 2 22 30 38 39 24°
°  18%  18% 188 15% 21% 20% 21% 13% 8% 13% 2298 16% 199 11% 18% 19% 21% 19% 149
0 0 0 0 0 0
0 0 o] o] o] 0
0 0 o] o] o] o
0 0 0 0 o] 0
o123 70 530 41 34 20 10 15 2 1° 71 52° 2 19 23 26 32 21°
° 149 12% 17%  15% 14% 15% 10% 17% 17% 698 16% 1398 11% 15% 15% 14% 15% 12%
0 4] 0 0 0 0
0 0 o] o] 0 o]
0 0 0 o] 0 0
o 120° 81 390 32 25 25 18 12 2 1 5o 69 51° 1 14 30 31 22 22°
°  14%  14% 138 12% 11% 18% 18% 14% 17% 13% 28% 15% 129 6% 11% 19% 17% 10% 139
0 0 o] E D o] o] O 0
0 0 0 0 0 Q 0
0 0 o o o o]
o 120° 91 29° 39 31 12 15 20 1 1 1° 67 53° 6 28 23 15 28 20°
°  14%  16% 9% 15%  13% 9% 15%  23% 8%  13% 698 15% 1398 33% 22% 15% 8%  13% 119
° ° B R G G CE ° 0 PQR N N N
0 0 o] o]

0 0 0 0 0

° 40 4 ° 2 1 1 ° 1 3° 1 3°
° 098 1% ° 1% 1% 13% ° 0% 1% 0% 2%
0 0 0 0 0 o]
0 o] o o 0 o]
o 10 10 1 o 10 1 0
° 0% 098 1% ° 0% 1% °
o 0 0 o 0 0
0 0 0 0 o 0
° 82° 56 26° 31 22 13 6 8 1 1° 39 43° 3 15 15 17 12 20°
° 998  10% 8%  12% 9% 9% 6% 9% 13% 698 9% 1098 17% 12% 10% 9% 6% 1198
o] 0 0 o] 0 Q
IO aa I aa A= aa e n i nan N
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TABLE 31 (QONT.)
PAGE 42

RESPONDENTS

Q3. Point referred/
Q her

TOTALS

Standard Analysis *BY* Q3. Point referred/would refer to Vdter Rating Labels

ELCLLTTELCCOREER T e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION ©° SINE 9 GNER _° _______ AE ;
0 TRRLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ °
oLxxo (A (B ° (Q (D (B (A (Q (KB (1) (N° (K (D° (M (N (9 (P (Q (R°
TETEREETER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 868 561 307° 268 235 137 102 88 12* 8* 18*0 456 4120 18* 125 155 184 210 176°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009%
o o o 0 0 0
would refer to Vdter Rating Labels 0 ° °
0 0 o 0 0 0
° 9 4 50 6 3 0 4 5° 2 3 4 °
0 198 1% 298 2% 1% 0 1% 198 1% 2% 2% °
0 o o 0 0 0
0 0 o 0 0 0
o 868 561 307° 268 235 137 102 88 12 8 18° 456 4120 18 125 155 184 210 176°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009

ELCETTTECLRRR L rereerrrrereee e eeeee e eeeee e eereee e e e eeee e e e e e et e e e e et el eee e e e et e et e e e et e e e e e e e e et e e e e i
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TABLE 32 PRCOUCT *BY* Q4. And where have you previously seen these labels or ratings for the product?
PACE 43
RN RN RN RN AR N A RRNARRARRRARRRARRRNRRRRRRARAAER
0 P 0
AR AnannannnannanARARARATE
° toilet shower head flow reducer / tap / spout °
° Eheieied controller for 0
Y taps ¢
TEEEEEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONCENTS ° 555 630 438 518°
° 100% 100% 100% 10098
0 0
Ql4. And where have you previously seen these labels or ratings for the product? 0
0 0
n products in store® 448 525 341 420°
° 81% 83% 78% 819
0 0
0 0
I'n brochures 0 153 186 129 153°
° 28% 30% 29% 3098
o] o]
0 0
(n products at hone ° 151 131 96 101°
° 27% 21% 22% 1998
0 0
0 0
(n products in 0 65 72 69 47°
soneone else's hone ° 12% 11% 16% 9%
0 0
0 0
(n products 0 7 5 4 7°
el sevhere ° 1% 1% 1% 19
o] 0
0 o]
nline/ websites/ 0 4 1 4 1°
internet ° 1% 0% 1% 0%
0 o]
o o]
Sonmewhere else ° 2 2 °
° 0% 0% °
o o]
0 0
Nowhere/didn't see © 3 1 1 40
° 1% 0% 0% 19
0 0
0 0
TOTALS ° 833 921 646 733°
° 9 9 1479 1429

ELCCTTEEEEEE e et e e e et e e e e e e e e et e e e e e e e e e e 1 va
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TABLE 33 Standard Analysis *BY* Q4. And where have you previously seen these labels or ratings for the product?
PACE 44
FILTERS: PRCDUCT(toilet) *AND* Q3. Point referred/would refer to Vter Rating Labels(Vds aware of Vdter Rating Labels but didn't refer to the label or star rating
*TO* Refer
red to the label / star rating at both stages (short listing and final decision))
BT B e e e e e e e rierieineiimm-
0 o LOCATION ° SINE o GNER O o AE 0
° TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
oooreo (AL (B0 (O (D (B (A (G (R (D)0 (K (Do (M (N (O (P () (R
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS © 5b5° 395 160° 193 149 81 61 37 15* 3* 16*° 302 253  13* 102 131 117 109 83°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 100%
0 0 0 0 o] 0
Q4. And where have you previously seen these labels or ratings for the product? 0 0 °
0 0 0 0 o] 0
On products in store®  448° 312 136° 155 115 70 50 30 12 2 140 239 209° 8 68 107 97 101 67°
° 81 7% 858 80% 77% 86% 82% 81% 80% 67% 83% 79% 83W 62% 67% 82% 83% 93% 819
o 0 0 o] 0 @(R '\Q ’\Q ’\mR ’\Q
0 o] 0 0 o] o]
In brochures o 153 96 57° 53 48 17 16 11 3 5o 71 82° 1 9 32 42 41 28°
° 28W  24% 3698  27% 32% 21% 26% 30% 20% 319  24% 329 8% 9% 24% 36% 38% 349
° ° B R ° L K PR NPQ NO NO N
4] 0 0 0 0 o]
On products at home ©  151° 110 41° 55 47 21 17 6 3 20 92 590 8 46 31 26 22 18°
o 27%  28% 2608 28% 32% 26% 28% 16% @ 20% 1398 30% 2398 62% 45% 24% 22% 20% @ 22%
° ° ° ° ° PR N N N N
0 o] 0 o 0 0
On products in ° 65° 47 18° 24 18 7 8 4 1 1 20 33 320 2 13 15 17 12 6°
soneone else's hone © 1298  12% 1198 12%  12% 9% 13% 11% 7% 33% 1398 11% 138 15% 13% 11% 15% 11% 78
0 0 o o 0 0
0 0 o 0 0 o]
On product s ° 7° 3 40 3 3 1 ° 2 50 1 3 3 °
el sevhere ° 198 1% 3% 2% 2% 1% ° 1% 298 1% 3% 3% °
0 0 0 0 o 0
o] 0 0 0 0 0
Online/websites/ ° 40 1 3° 3 1 ° 3 1° 2 1 1°
internet ° 198 0% 298 2% 2% ° 1% 098 2% 1% 1%
0 0 B N 0 0 0
0 0 0 0 0 0
Sonmevhere else 0 20 1 1° 2 0 2 0 1 1°
° 098 0% 198 1% ° 1% ° 1% 1%
0 0 0 0 o 0
0 0 0 0 o o
Nowhere/didn't see ° 3° 3 ° 2 1 ° 2 1° 1 1 1 0
° 19% 1% ° 1% 1% ° 1% 098 1% 1% 1% °
0 0 0 0 0 0
0 0 0 1] 0 0
TOTALS °© 833 573 260° 295 233 117 92 51 19 3 23 444 389° 19 138 187 187 181 121°
9 1509 145% 163% 153% _156% 144% _151% 138% _127% 100% 14498 147% 1549 146% 135% _143% _160% _166% _146%
ELCOTTTENCDOEETE R rr e T R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e re e e e e e e e R e e e e e e e e e e e e e e e e e e e e e e e e e e e a
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TABLE 34 Standard Analysis *BY* Q4. And where have you previously seen these labels or ratings for the product?
PACE 45
FILTERS: PRCDUCT(shower head) *AND* QL3. Point referred/would refer to Viter Rating Labels(Vds aware of Vdter Rating Labels but didn't refer to the label or star
rating *TO*
Referred to the label / star rating at both stages (short listing and final decision))

SRR RN RN R R R R R R R R R R R RN R R R R R R RN = AR R RN =R R R R NN RN AR RRRRRAREY
0 o LOCATION ©° SINE O GNER _° ______ AE 0
0 TERLREEREE e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
oLxxo (A (B ° (Q (D (B (A (Q (B (1) (N° (K (D° (M (N (9 (P (Q (R°
TECEREET R e e e e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS o 630° 426 204° 171 182 103 85 68 5% 2% 14*0 367 263°  15* 96 139 137 136 107°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 o o 0 o]
Q4. And where have you previously seen these labels or ratings for the product? 0 ° 0
0 0 o o 0 o]
O products in store®  525° 351 174° 138 149 93 74 54 5 1 11° 301 224° 13 71 115 117 125 84°
°  83%W 82% 8598 81% 82% 90% 87% 79% 100% 50% 7998 82% 8598 87% 74% 83% 85% 92% 79N
0 0 0 E (o¢] E o 0 PQ Q N NR Q
0 0 0 0 o 0
In brochures o 186° 122 64° 50 54 35 21 21 1 1 3% 105 81° 5 15 29 45 53 390
° 308 29% 3198  29% 30% 34% 25% 31% 20% 50% 219 29% 3198 33% 16% 21% 33% 39%  36%
0 0 0 0 0 PR PR N N NO
0 0 0 0 0 0
@ products at home °©  131° 90 410 38 44 18 16 12 1 20 82 49 6 33 34 23 15 20°
° 2198 21% 2098  22% 24% 17% 19%  18%  20% 1498  22% 199 40% 34% 24% 17% 11% 199
0 0 0 0 0 PQ? Q N ’\D N)
o 0 o o o o
@ products in °o 720 51 210 22 23 9 6 11 1 ° 50 22° 2 15 21 14 11 9
soneone else's hone © 1198  12% 108 13% 13% 9% 7% 16%  20% o 14% 88 13% 16% 15% 10% 8% 8958
0 0 0 0 0
0 0 0 0 L r?; 0
(n products ° 50 3 20 1 4 ° 3 20 1 1 3°
el sevhere ° 18 1% 1% 1% 2% ° 10 198 1% 1% 3%
0 o 0 0 0 0
0 0 0 0 0 0
nline/websites/ 0 1° 1 0 1 0 1 0 1 0
i nternet ° 0% 0% 0 1% ° 0% 0 1% 0
0 0 0 0 0 0
0 o 0 0 o] o
Nowhere/didn't see © 1° 1 0 1 0 1 0 1°
° 098 0% ° 1% ° 0% ° 19%
o o 0 0 0 0
0] o 0 0 0 0
TOTALS °921° 619 3020 249 275 155 118 98 8 2 16° 543 378° 26 135 200 199 205 156°
O 14698 145% 1489 146% 151% 150% 139% 144% 160% 100% 11498 148% 14498 173% 141% 144% 145% 151% 146%
ENTITITENTENLRTER TR TR e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e rer b e e e et e e e e e e e e e e e e e e e ren e va
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TABLE 35 Standard Analysis *BY* Q4. And where have you previously seen these labels or ratings for the product?
PACE 46
FILTERS: PRCDUCT(flow reducer / controller for taps) *AND* Q3. Point referred/would refer to Wter Rating Labels(Vds aware of Vdter Rating Labels but didn't refer to
the
label or star rating *TO* Referred to the label / star rating at both stages (short listing and final decision))
BT B e e e e e e rieiieiimm-
0 o LOCATICN ©° SINE 9 GNER_°  ___ AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
oxxo (A (B ° (Q (D (B (A (§ (B () (N° (K (D° (M (N (9 (P (Q (R°
TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 438 318 120° 145 122 65 43 50 4* 2* 70 247 1910 12* 81 104 81 94 66°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 100%
0 o] o] 0
Q4. And where have you previously seen these labels or ratings for the product? 0 ° 0
0 0 o] o] o] 0
On products in store®  341° 247 94° 104 96 52 37 42 3 2 5o 195 146° 9 58 81 68 75 50°
o 78%W  78% 7848 T2% 79% 80% 86% 84% 75% 100% 7198 79% 7698 75% 72% 78% 84% 80% 769
0 0 0 0 o] 0
o 0 0 o] 0 o
In brochures o 129° 80 49° 47 34 21 10 13 40 71 58° 2 13 27 28 33 26°
°© 29%  25% 4198  32% 28% 32% 23% 26% 579 29% 3098 17% 16% 26% 35% 35% 399
° ° B R ° ° PQR N N N
0 0 0 0 0 0
On products at hone ° 96° 76 20° 33 32 14 8 8 1 ° 49 47° 4 34 19 15 12 120
°22%  24% 179  23% 26% 22% 19% 16%  25% °© 20% 2598 33% 42% 18% 19% 13%  18%
° ° ° ° ° PR N N N N
0 o] o o] o] 0
On products in ° 69° 53 16° 25 20 9 8 7 ° 37 320 2 18 19 9 8 13°
soneone else's hone © 1698  17% 139 17% 16% 14% 19% 14% ° 15% 17  17% 22% 18% 11% 9% 209
0 o] 0 o 0 Q Q ’\m Q)
0 o] o 0 0 0
nline/websites/ ° 40 3 1° 2 2 ° 4 ° 1 2 1°
internet ° 19% 1% 1% 1% 2% ° 2% ° 1% 2% 2%
0 0 0 0 0 0
0 0 0 0 0 0
On product s ° 40 2 20 1 1 2 ° 3 1° 3 1°
el sewhere ° 19% 1% 29% 1% 1% 3% ° 1% 19 3% 2%
0 0 0 0 0 0
0 0 0 0 0 0
Sonmevhere else 0 20 2 0 1 1 ° 1 1° 1 1°
° 098 1% ° 1% 2% ° 0% 198 1% 2%
0 0 0 0 o o
0 0 0 o o 0
Nowhere/didn't see ° 1° 1 ° 1 ° 1 ° 1°
° 0% 0% ° 1% ° 0% ° 298
0 0 0 0 0 0
0 0 0 1] 0 0
TOTALS ° 646° 464 182° 213 186 98 64 70 4 2 9° 361 285° 17 123 146 121 134 105°
9. 14798 _146% 15298 147% _152% 151% _149% 140% _100% 100% 1299 146% 1499 142% 152% _140% 149% _143% _159%
ELCOTTTENCDCEEEE R E e e TN R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e P e e e e e e e R e e e e e e e e e e e e e e e e e e e e e e e e re e e a

Quantum Market Research

Page 88



Departnent of Environnment - VELS - My 2014
Quantum Mrket Research
JCB 14024A
TABLE 36 Standard Analysis *BY* Q4. And where have you previously seen these labels or ratings for the product?
PACE 47
FILTERS: PRCDUCT(tap / spout) *AND* QL3. Point referred/would refer to Vdter Rating Labels(Vés aware of Vdter Rating Labels but didn't refer to the label or star
rating *TO*
Referred to the label / star rating at both stages (short listing and final decision))

ELTTLETELLLREEEEEEEEPEPECEEEE LR R R R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e b e e e e e rER e e e e e e e e e e e »
0 o LOCATION ©° SINE 9 GNER O AE 0
° TERLREEREE R e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e et
° Total® Mtro Regional® NSW MC Q@D VA SA ACT NT TAS °© Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o (A (B0 (Q (D (B (R (q (B (1) _(J)° (K _(L)° (M (N __(9Q (P _(Q _(R°
TETERERTER e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et
RESPONDENTS ° 518 341 1770 152 140 84 64 58 6* 3* 11* 282 236°  11* 83 106 110 121 87°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 100%
0 o o 0 0 0
Q4. And where have you previously seen these labels or ratings for the product? 0 0 °
0 0 o o o 0
(n products in store®  420° 271 149° 124 113 72 53 44 4 2 8° 232 188° 7 55 86 95 106 71°
° 819 7% 8498 82% 81% 86% 83% 76% 67% 67% 738 82% 80 64% 66% 81% 86% 88% 824
0 0 0 0 0 (PQ? N N N ’\P
0 0 0 0 o 0
In brochures ° 153° 100 53° 48 38 25 20 14 1 1 6° 84 69° 3 12 34 39 40 25°
° 309 29% 308  32% 271% 30% 31% 24% 17% 33% 55% 30% 29% 271% 14% 32% 35% 33%  29%
0 0 o o o CPQQ N N N I\P
0 0 0 0 0 0
O products at home ©  101° 73 28° 31 31 14 13 11 1 ° 51 500 6 29 21 20 15 10°
° 1998 21% 1698 20% 22% 17% 20%  19%  17% ° 18% 2198 55% 35% 20% 18% 12% 1198
° ° ° ° 0 PR N N N N
0 o 0 0 0 o
(n products in ° 47° 33 14° 16 16 8 4 3 0 25 22° 2 8 7 10 16 40
soneone else's hone ° 9%  10% 8% 11% 11% 10% 6% 5% 0 9% 9% 18%  10% 7% 9%  13% 5%
0 o 0 0 0
o 0 0 o] 0 R QO’
(n products ° 7° 4 30 1 1 2 1 1 1 ° 3 40 2 2 3
el sevhere ° 198 1% 28 1% 1% 2% 2% 2% 1% ° 1% 298 2% 2% 3%
o o 0 o o 0
0 0 0 o] 0 0
nline/websites/ 0 10 1° 1 0 1° 1 0
internet 0 098 19 2% 0 098 1% 0
0 0 0 o] 0 0
0 o 0 0 o 0
Novhere/didn't see °© 40 2 2° 1 2 1 0 1 3 1 2 1°
° 19% 1% 19% 1% 2% 2% ° 0% 1% 1% 2% 19%
0 o 0 0 o 0
0 0 0 o] 0 0
TOTALS ° 733 483 250° 220 200 123 93 73 7 3 14° 396 337° 18 105 150 167 179 114°
0. 14208 142% . 14198 145% _143% _146% 145% 126% 117% _100% 12798 140% 143% 164% 127% _142% _152% _148% 131%
ENTITITENTTNLRTER IR TR TER R e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e rer b e e e e et e e e e e e e e e e e e e e e
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TABLE 37 PRCOUCT *BY* QL5. In what ways would Vdter Rating Labels help you in your decision to purchase?
PACE 48
RN R RN RN RN RN RRNARARRNRRRARNARRRRRRRARAAARE
0 P 0
IRRRR RN RN RN nannannnnnRRARARARATTTE
° toilet shower head flow reducer / tap / spout °
0 Eheieied controller for 0
Y taps ¢
TEREEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rs
RESPONCENTS ° 727 871 606 868°
° 100% 100% 100% 10098
0 0
Q5. In what ways would Véter Rating Labels help you in your decision to purchase? 0
o] o]
Star ratings help ° 452 540 395 489°
conpare wvater 0 62% 62% 65% 5698
efficiency (more 0 °
stars nore 0 °
efficient) ° 0
o] o
Help to conpare ° 444 523 365 477°
water consunption / ° 61% 60% 60% 559%
water used 0 0
0 0
Felp to conpare 0 302 369 291 340°
running costs 0 42% 42% 48% 39%
0 0
0 0
Help to conpare 0 218 231 200 211°
environnental inpact® 30% 27% 33% 2498
0 0
0 0
Felp to conpare 0 86 108 101 112°
lifecycle cost 0 12% 12% 17% 1398
0 0
0 0
None/ Lhsure 0 65 97 41 154°
° 9% 11% 7% 18%
1] 0
0 o]
Q her ° 1 2 20
° 0% 0% 0%
1] 0
0 0
TOTALS ° 1568 1870 1393 1785°
° 216% 215% 230% 20698

ELCETELEREEET e e et e e e e e e e e e e e e e e e et e e e e et e b e e e et va
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TABLE 38 Standard Analysis *BY* Q5. In what ways would Vdter Rating Labels help you in your decision to purchase?
PACE 49
FI LTERS: PRCDUCT(toilet)
BB B e e B e rereireioiients
’ e LaoAnloN o SIAE oo GRNER 0 AR ?
° FEEEEEEEE e e e e e rrer e e e e rrerrereererrerveereerererrrerrerrrerne’ss
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o wexo (N (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (O (P (Q (R°
TECEEEETEEE R E e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e enreeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeereeeerrrrerree s
RESPONDENTS o 727° 515 2120 254 185 111 81 52 18* 6* 20*° 395 3320 18* 123 168 153 146 119°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 1009 100% 100% 100% 100% 100% 1009
0 o] 0 0 0 0
Q@L5. In what ways would Vdter Rating Labels help you in your decision to purchase? 0 0 °
o 0 o 0 o] o]
Star ratings help ©° 4520 325 127° 165 113 61 50 32 13 3 150 221 231° 10 71 106 98 91 76°
conpare vater ° 6298 63% 6098 65% 61% 55% 62% 62% 72% 50% 7598 56% 7098 56% 58% 63% 64% 62% 649
efficiency (nore 0 0 0 ° L K °
stars nore 0 ° ° 0 ° °
efficient) 0 ° 0 0 ° 0
o o] 0 0 0 o]
Help to conpare o 4440 300 144° 151 121 64 49 33 13 4 9 238 206° 8 66 96 86 109 79°
water consunption / °© 6198  58% 6898 59% 65% 58% 60% 63% 72% 67% 4598 60% 6298 44% 54% 57% 56% 75% 6698
vater used 0 ° B A3 0 0 ®R Q Q NP N
4] 0 0 0 0 0
Help to conpare o 3020 212 90° 116 82 36 32 17 9 2 8° 155 147° 7 50 71 67 64 43°
running costs 0 4298 41% 428 46%  44%  32% 40% 33% 50% 33% 4098 39% 4498 39% 41% 42% 44%  44% 369
o] 0 0 0 0 0
0 0 o E E GD 0 0 0
Help to conpare o 218 155 63° 81 61 24 24 11 6 4 7° 100 118° 6 33 50 54 39 36°
environnental inpact® 3098  30% 3098 32% 33% 22% 30% 21% 33% 67% 3598 25% 3698 33% 27% 30% 35% 27% 309
0 0 0 E E OD 0 L I@ 0
0 0 0 0 o o
Help to conpare ° 86° 56 30°0 36 21 10 9 7 3° 44 420 2 12 19 20 20 13°
lifecycle cost o 1298 11% 1498 14% 11% 9% 11% 13% 1598 11% 1398 11% 10% 11% 13% 14% 119
o] o 0 o o o]
0 0 0 0 0 0
None/ Lhsure 0 65° 45 20° 25 14 13 5 7 1 0 43 220 2 7 15 14 12 15°
° 998 9% 9%  10% 8% 12% 6% 13% 6% o 11% % 11% 6% 9% 9% 8% 139
0 0 0 o] 0
o] 0 o] o] L Kl; o
G her 0 10 10 1 0 1 0 1°
° 098 098 0% ° 0% ° 19%
o] 0 0 0 0 o]
0 0 0 o] 0 0
TOTALS o 1568° 1093 475° 575 412 208 169 107 42 13 42° 802 766° 35 239 357 339 335 263°
o 2169 212% _ 224% 226% 223% 187% 209% 206% 233% 217% 2108 203% 23198 194% 194% 213% 222% 229% 221%
ELCOTTTENCCCITTR R T e TN R R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e R P e e e e e e e e e e e e e e e e e e e e e a
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TABLE 39 Standard Analysis *BY* Q5. In what ways would Vdter Rating Labels help you in your decision to purchase?
PACE 50
FI LTERS: PRCDUCT(showver head)
BB e e e B e rerrrirrerirrreiemiim»
° o LOCATION _° STAE o O GNER 0 o AE °
° FEEEEEE e e e e e r e e e e e e e e e e e reerrerrerrerrererreerererere e et
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
e (A (B2 (G (D (B (A (q (B (D ()2 (K (D> (M (N (Q (P (Q (R°
TECEEEETEEE R r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v eereerere e e s
RESPONDENTS o 871° 585 286° 264 242 128 114 89 11* 5% 18*° 478 3930 17* 140 177 183 198 156°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009
0 0 0 0 o] o
Q@L5. In what ways would Vdter Rating Labels help you in your decision to purchase? 0 ° 0
0 0 0 0 0 0
Star ratings help ° 540° 371 169° 153 155 75 76 59 9 2 11° 288 2520 9 85 106 111 126 103°
conpare water ° 6298 63% 5998 58% 64% 59% 67% 66% 82% 40% 6198 60% 6498 53% 61% 60% 61% 64% 6698
efficiency (nore 0 0 0 ° ° °
stars nore ° ° ° 0 ° ©
efficient) 0 0 0 0 ° °
o 0 0 o 0 o]
Help to conpare 0 523° 349 174° 157 139 80 64 61 8 4 100 281 2420 12 78 103 112 122 96°
water consunption / °© 609  60% 6198 59% 57% 63% 56% 69% 73% 80% 5698 59% 6298 71% 56% 58% 61% 62% 629
vater used 0 ° 0 ° ° 0
0 0 0 0 0 0
Help to conpare 0 369 245 124° 115 111 50 45 34 5 3 6° 190 179° 12 68 76 80 76 57°
running costs 0 4298 42% 438 44%  46% 39% 39% 38% 45% 60% 3398 40% 4698 71% 49% 43% 44% 38% 37
0 0 0 0 0
0 o] 0 o o R N(;
Help to conpare o 231° 155 76° 73 63 30 27 30 1 1 6° 134 gre 7 36 37 58 49 440
environnental inpact® 2798  26% 2798  28% 26% 23% 24% 34% 9% 20% 3398 28% 2598 41% 26% 21% 32% 25%  28%
0 0 0 0 0 0
0 0 0 o 0 P O o]
Help to conpare ° 108° 69 390 35 33 14 15 9 1 1° 61 47° 5 16 24 21 23 190
lifecycle cost o 1298  12% 1498  13% 14% 11% 13% 10% 20% 698 13% 1298 29% 11% 14% 11% 12% 129
0 0 o 0 o 0
0 0 0 0 0 0
None/ Lhsur e 0 gre 63 340 27 27 13 13 12 50 57 40° 2 15 22 19 24 15°
° 1198 11% 128 10% 11% 10% 11% 13% 2898 12% 1098 12% 11% 12% 10% 12% 109
0 0 4] 0 0 0
0 o 0 0 o 0
G her 0 20 1 10 2 0 2 0 2 0
° 098 0% 098 2% ° 0% ° 1% °
o] 0 0 0 o o
0 0 0 0 0 0
TOTALS ° 1870° 1253 617° 560 528 264 240 205 23 11 39° 1013 857° 47 298 368 401 422 3340
o 215% 214% 216 212% 218% 206% 211% 230% 209% 220% 21798 212% 2188 276% 213% 208% 219% 213% 214%
SRR R R R R R R S R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R RN R R R R R RN SR R R R A R A R AR AR AR AR A RN A RN AR R AR R
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TABLE 40 Standard Analysis *BY* Q5. In what ways would Vdter Rating Labels help you in your decision to purchase?
PACE 51
FI LTERS: PRCDUCT(flow reducer / controller for taps)
BB e e B e rirrereiriioiiens
0 o LOCATION . ° STATE 9 GNER 0 o AE °
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
el (A (B2 (Q (D (B (A (G (B (D) ()2 (K (D> (M (N (] (P (Q (R°
TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS °  606° 439 167° 208 168 86 61 63 5% 3* 12*0 349 257  19* 110 124 112 140 101°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 0 0 0
Q5. In what ways would Vdter Rating Labels help you in your decision to purchase? ° 0 0
0 0 0 0 o] 0
Star ratings help ° 395° 285 1100 135 109 50 42 47 4 1 7 222 173° 7 72 78 76 90 72°
conpare wvater ° 659 65% 6698 65% 65% 58% 69% 75% 80% 33% 5898 64% 678 37% 65% 63% 68% 64% 719
efficiency (nore 0 0 ° G E ° ° °
stars nore ° ° ° 0 ° ©
efficient) 0 0 0 0 ° °
0 0 o 0 o o]
Hlp to conpare o  365° 256 109° 123 92 63 34 43 2 2 6° 200 165° 9 66 73 65 89 63°
water consunption / © 609  58% 6598 59% 55% 73% 56% 68% 40% 67% 5098 57% 6498 47% 60% 59% 58% 64% 629
water used 0 0 0 E E aF E 0 0 0
0 0 0 0 0 0
Hlp to conpare o 2010 217 74° 107 72 41 32 29 1 1 8> 157 134° 12 57 71 52 57 420
running costs o 48%W  49% 4498 51%  43% 48% 52% 46% 20% 33% 6798 45% 5298 63% 52% 57% 46% 41% 429
0 0 0 0 0
0 o] o 0 o] @ o O(;
Hlp to conpare ° 2000 145 550 77 53 24 17 20 3 2 40 106 94° 6 36 37 41 44 36°
environnental inpact® 3398  33% 3398 37% 32% 28% 28% 32% 60% 67% 3398 30% 378 32% 33% 30% 37% 31% 369
0 o] o 0 o] 0
0 o] o o 0 0
Hlp to conpare ° 101° 7 24° 38 28 11 9 13 1 1° 52 490 4 16 22 23 23 13°
lifecycle cost °17% 18% 148 18% 17% 13% 15% 21% 33% 88 15% 198 21% 15% 18% 21% 16%  13%
0 0 0 o 0 0
0 0 0 0 0 0
None/ Uhsure ° 41° 30 11° 14 11 7 3 4 1 1° 30 11° 2 3 12 6 11 7°
° 798 7% 79% 7% 7% 8% 5% 6%  20% 8%8 9% 498  11% 3%  10% 5% 8% 798
o] 0 0 0 L }() O N 0
0 0 o o o 0
TOTALS ° 1393° 1010 383° 494 365 196 137 156 11 7 27° 767 626° 40 250 293 263 314 233°
o 2309 230%  229% 238% 217% 228% 225% 248% 220% 233% 20508 220% 2448 211% 227% 236% 235% 224% 231
ELCITTTENCCRTTEEE e E TR T TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer e e e e e e e P e e e e e e e e e e e e e e e e e e e e va
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TABLE 41 Standard Analysis *BY* Q5. In what ways would Vdter Rating Labels help you in your decision to purchase?
PACE 52
FILTERS: PRCDUCT(tap / spout)
RN =R RN RN RN RN anumuonunnmnmnonumumt= o nununnaont=anunaonunununnonnRARRRARARARATTE
’ oo LQoATION 0 SIAE oo GENER S KB ?
0 FEEEEEEE e e e e r e e e e e e e e e eereereerreererrerreerrre et
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o wex 0 (N (B ° (Q (D (B (A (G (B (1) () (K (DO (M (N (9 (P (Q (RO
TEEEEEETEEE R r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eereereee e e s
RESPONDENTS ° 868 561 307° 268 235 137 102 88 12* 8* 18*° 456 4120 18* 125 155 184 210 176°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 100%
0 0 0 0 0 o]
Q5. In what ways would Vdter Rating Labels help you in your decision to purchase? 0 0 0
0 0 0 0 o] 0
Star ratings help ©° 489 318 171° 126 143 77 62 57 8 3 130 248 241° 8 71 84 110 117 990
conpare water ° 569 57% 5698 47% 61% 56% 61% 65% 67% 38% 7298 54% 58%8 44% 57% 54% 60% 56% 5698
efficiency (nore 0 0 ° OFG C C C ° ° °
stars nore 0 0 0 ° ° 0
efficient) 0 0 0 0 ° °
o 0 0 0 o] o]
Help to conpare o 477° 300 1770 148 125 73 58 49 8 5 11° 235 2420 7 76 87 105 113 89°
water consunption / © 554 53% 5898 55% 53% 53% 57% 56% 67% 63% 6198 52% 5998 39% 61% 56% 57% 54% 519
water used 0 0 0 0 L KR °
0 0 0 0 0 1]
Help to conpare 03400 221 119° 107 94 53 37 36 4 3 6° 169 171° 10 60 57 77 79 57°
running costs ° 399 39% 3998 40% 40% 39% 36% 41% 33% 38% 3398 37% 4298 56% 48% 37% 42% 38% 329
0 0 0 0 0
0 0 0 0 0 R N(;
Help to conpare o 211° 137 740 62 62 34 21 18 3 5 6° 98 113° 7 32 34 47 49 420
environnental inpact® 249  24% 2498  23% 26% 25% 21% 20% 25% 63% 3398 21% 2798 39% 26% 22% 26% 23% 2498
0 o] 0 o] o
0 o] 0 o L N(; o]
Help to conpare o 112° 72 400 38 29 15 16 11 1 20 61 51° 3 11 24 21 32 21°
lifecycle cost ° 138 13% 138 14% 12% 11% 16% 13% 13% 1198 13% 1298 17% 9% 15% 11% 15% 12%
0 o] o o 0 0
0 0 0 0 0 0
Nbone/ Lhsure 0 154° 95 590 50 42 26 17 15 1 30 95 590 3 12 27 27 42 43°
o 18W 17% 199 19% 18% 19% 17% 17% 8% 17% 21% 1498  17% 10% 17% 15% 20% 249
° ° ° ° L K ®R R N NP°
0 0 o 0 o 0
Q her ° 20 2 0 1 1 0 2 0 1 1 °
° 098 0% ° 1% 1% 0 0% 0 1% 0% °
0 0 o 0 o 0
0 0 0 0 o o
TOTALS 0 1785° 1145 640° 531 495 279 212 186 24 17 41° 908 877° 38 262 313 388 433 351°
o 20698 204% 2089 198% 211% 204% 208% 211% 200% 213% 22898 199% 21398 211% 210% 202% 211% 206% 199%
SRR R R R R R R S R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R R AR = AR R AR AR A R R RN RN RN RN RN
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TABLE 42 PRCOUCT *BY* Q6. Hbw influential are these Witer Rating Labels when you are choosing to purchase a product?

PACE 53
BT e
0 P o]
T e e e irrererereene
° toilet shower head flow reducer / tap / spout °
° controller for 0
Y taps ¢
TEEEEEEEE e e e e e e e e e e e e e e e e e e e e e e e e

RESPONCENTS ° 727 871 606 868°
0 100% 100% 100% 10098
0 0

Q6. Howinfluential are these Vdter Rating Labels when you are choosing to purchase a product?
0

0
NETT INFLLENMTAL  © 0
RESPONDENTS 0 543 611 488 528°
0 75% 70% 81% 6198
0 0
0 o
\ery influential 0 164 189 139 141°
0 23% 22% 23% 1698
0 o
0 0
Qite influential ©° 379 422 349 387°
0 52% 48% 58% 459%
0 0
0 0]
0 0
Indi fferent 0 92 136 71 153°
0 13% 16% 12% 18%
0 0
o 0
NETT NOT | NFLUENTI AL 0
RESPONCENTS 0 67 94 27 1440
0 9% 11% 4% 1798
0 0
o 0
Not very 0 33 42 12 60°
influential ° 5% 5% 2% 798
o 0
0 0
Not at all ° 34 52 15 84°
influential ° 5% 6% 2% 109
0] 0
o] 0
0] 0
Don't know 0 25 30 20 43°
° 3% 3% 3% 5%
0] 0

ELLEEETE e et e e e et e e e et e e e et e e e e et e e e e et e e e e va
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TABLE 42 (QONT.)

PACE 54

RESPONDENTS

TOTALS

TEREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
0 toilet shower head flow reducer / tap / spout °
° controller for 0
Y taps ¢
TEEEEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° 727 871 606 868°
° 100% 100% 100% 10098
0 0
Q6. Howinfluential are these Viter Rating Labels when you are choosing to purchase a product?
o] 0
° 727 871 606 868°
° 100% 100% 100% 10098

PRCOUCT *BY* Q6. How influential are these Wdter Rating Labels when you are choosing to purchase a product?

ELLEEETTEE et e et e e e et e e e e e e e e e et e e e e et e e e e e 1%
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TABLE 43 Standard Analysis *By* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?
PACE 55
FI LTERS: PRCDUCT(toilet)
BB e e e B e rerrrirrerirrreiemiim»
° o LOCATION _° STAE 0 GNER 0 o AE °
° FEEEEEE e e e e e e e e rrereereereerrereerrerreeerrerrererrre e et
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
oo (A (B2 (Q (D (B (A (q (B (D) ()2 (K (D> (M (N (] (P (Q (R °
TELEEEETEE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reereereereereee e s
RESPONDENTS o 727° 515 2120 254 185 111 81 52 18* 6* 20*° 395 3320 18* 123 168 153 146 1190
° 10098 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 100%
0 1] 0 0 0 0
Q6. Hwinfluential are these Vdter Rating Labels when you are choosing to purchase a product? ° 0 °
o 0 o] o] o] 0
NETT INFLLUENTTAL  © ° ° ° ° °
RESPONDENTS 0 543° 384 159° 184 146 78 64 34 14 5 18° 282 261° 11 97 123 122 110 80°
° 759  75% 7598 T2%  79% 70% 79% 65% 78% 83% 9098 71% 7998 61% 79% 73% 80% 75% 679
° ° ° G D ° L K R R NPO
0 0 0 0 o] 0
\ery influential ©° 164° 110 540 55 44 21 20 10 4 1 90 80 84° 4 22 34 44 39 21°
° 238  21% 258  22% 24% 19% 25% 19% 22% 17% 4598 20% 2598 22% 18% 20% 29% 27%  18%
o 0 0 0 o]
o 0 0 0 o] P ,\R P:))
Quite influential ° 379 274 105° 129 102 57 44 24 10 4 9 202 177° 7 75 89 78 71 590
° 5208 53% 509 51% 55% 51% 54% 46% 56% 67% 4598 51% 5398 39% 61% 53% 51% 49% 509
o 0 0 o] 0 N 0
0 0 0 0 0 Q 0
0 0 0 o o] o]
Indi fferent ° 920 68 240 40 19 18 6 6 3 ° 57 35° 5 13 30 11 15 18°
° 1398 13% 1198  16% 10%  16% 7%  12%  17% ° 14% 1198 28% 11% 18% 7% 10%  15%
0 o] 0 o] o]
o o] 0 0 0 P m PZ
NETT NOT | NFLUENTI AL ° ° ° ° °
RESPONDENTS 0 67° 43 240 20 15 13 10 8 1° 44 23° 1 9 12 14 16 15°
0 998 8% 119% 8% 8% 12% 12% 15% 58 11% 79 6% 7% 7% 9% 11% 13%
0 0 0 1] 0 0
0 o] o o 0 0
Nbt very 0 33° 22 11° 10 7 6 5 4 1° 20 13° 1 7 5 5 7 8°
influential ° 5% 4% 5% 4% 4% 5% 6% 8% 5% 5% 498 6% 6% 3% 3% 5% 79
0 o] 0 o 0 0
o o] o 0 0 0
Nbt at all ° 340 21 13° 10 8 7 5 4 0 24 10° 2 7 9 9 7°
influential 0 598 4% 698 4% 4% 6% 6% 8% 0 6% 39 2% 4% 6% 6% 698
0 0 0 0 0 o]
0 0 0 0 0 0
0 0 o 0 o 0
Don't know 0 25° 20 50 10 5 2 1 4 1 1 1° 12 130 1 4 3 6 5 6°
° 3% 4% 298 4% 3% 2% 1% 8% 6% 17% 5% 3% 4% 6% 3% 2% 4% 3% 5%
0 0 o 0 0 0
I a A aa I aanE A aa A a I aanannnaniE
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TABLE 43 (QONT.)
PACE 56

Standard Analysis *BY* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?

ELCLLTTELCCCEEER T et r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
o e LOCATION . ° STAlE 0 GENER 0 AE. ¢
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
22 (A (B 0 (Q (D (B (R . (q (R (1) _()° (K __(D° (M __(N__(Q (P _(Q _(R°
TECERERT R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 727° 515 212° 254 185 111 81 52 18* 6* 20%° 395 3320 18* 123 168 153 146 1190
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009
0 0 0 0 0 0
Q6. Howinfluential are these Wdter Rating Labels when you are choosing to purchase a product? 0 0 0
0 0 o o 0 o
TOTALS ° 727° 515 212° 254 185 111 81 52 18 6 200 395 3320 18 123 168 153 146 119°

° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELCETTECLRRR et e eeee e e et e e e e e e e e e e e e et et e e et e e e et e e e e e e e e e e e i
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TABLE 44 Standard Analysis *By* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?
PACE 57
FI LTERS: PRCDUCT(showver head)
BB e e B e rirrereireioiints
° o LOCATION _° STAE o O GNER 0 o AE °
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (9 (P (Q (R
TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 871° 585 286° 264 242 128 114 89 11* 5* 18* 478 393 17* 140 177 183 198 156°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 0 0 0 0 0
Q6. Hwinfluential are these Vdter Rating Labels when you are choosing to purchase a product? ° ° 0
0 0 0 0 o] 0
NETT INFLLENTTAL  © ° ° ° ° °
RESPONCENTS o 611° 424 187° 175 180 91 80 61 8 5 11° 332 279° 8 95 119 136 144 109°
° 70 72% 6598 66% 74% 71% 70% 69% 73% 100% 6198 69% 7198 47% 68% 67% 74% 73% 709
0 0 B R D C 0 0 0
o 0 0 0 o] o]
\ery influential ° 189° 129 60° 58 63 24 20 18 3 3° 94 95° 28 33 47 44 37°
o 22% 22% 2198 22% 26% 19% 18% 20% @ 27% 179%  20% 249 20% 19% 26% @ 22% 249
0 0 o o o] o]
o 0 0 o] 0 0
Quite influential © 422° 295 127° 117 117 67 60 43 5 5 8> 238 184° 8 67 86 89 100 72°
°  48% 50% 4498 44%  48% 52% 53% 48%  45% 100% 4498 50% 4798  47% 48% 49% 49%  51%  46%
o o] 0 o] o] 0
0 0 0 0 0 0
o o] o o 0 o]
Indi fferent o 136° 89 47° 46 35 18 18 16 3 ° 76 60° 5 19 35 31 28 18°
° 169 15% 1698  17% 14% 14% 16% 18% 27% ° 16% 1598 29% 14% 20% 17% 14% 129%
0 o] 0 0 o
0 o] 0 0 0 R O;I
NETT NOT | NFLUENTI AL ° ° ° ° °
RESPONDENTS ° 94° 50 440 31 21 16 13 9 40 56 38° 2 16 18 14 19 25°
° 119 9% 1598  12% 9% 13% 11% 10% 2208 12% 109 12% 11% 10% 8% 10%  16%
1] 0 B N 0 0 R PO
0 o] 0 0 o o
Not very ° 420 26 16° 15 10 5 6 4 20 24 18° 1 8 7 6 6 14°
influential ° 5% 4% 698 6% 4% 4% 5% 4% 1198 5% 59 6% 6% 4% 3% 3% 998
0 o] o o 0 R R PQ
0 o] o o 0 0
Not at all ° 52° 24 28° 16 11 11 7 5 20 32 20° 1 8 11 8 13 11°
influential ° 698 4% 1098 6% 5% 9% 6% 6% 1198 7% 598 6% 6% 6% 4% 7% 798
o] 0 B N 0 o 0
o] 0 0 0 0 0
0 0 o 0 o 0
Don't know ° 30° 22 8° 12 6 3 3 3 30 14 16° 2 10 5 2 7 40
° 3% 4% 3% 5% 2% 2% 3% 3% 1798 3% 4%  12% 7% 3% 1% 4% 3%
[} 0 0 0 o P N 0
BB B e e e reireiriimiiiiiva
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TABLE 44 (QONT.)
PACE 58

Standard Analysis *BY* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?

ELCLLTTELCCDREER T et r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
o e LOCATION . ° STATE o GENER S AR ¢
0 TRRLREEREE e e et e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reeeenin:
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B 0 (Q (D (B (R (q (R (1) _(J)° (K __()° (M __(N__(9q (P _(Q (R °
TRTERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS ° 871° 585 286° 264 242 128 114 89 11* 5* 18*0 478 393 17* 140 177 183 198 156°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098
0 0 0 0 0 0
Q6. Howinfluential are these Wdter Rating Labels when you are choosing to purchase a product? 0 0 °
0 0 o 0 o o
TOTALS o 871° 585 286° 264 242 128 114 89 11 5 18° 478 393° 17 140 177 183 198 156°

° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELCTTTTECLRRR et e eereeeereeeee e reeeee e e e e e e e ee e e e e ettt e e et er e e et e e e e e e e e e et %
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TABLE 45 Standard Analysis *By* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?
PACGE 59
FI LTERS: PRCDUCT(flow reducer / controller for taps)
BB B e e e i rereireioiiens
0 ° LOCATION © STATE o GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eeenrers
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o o (A (B ° (Q (D (B (A (G (B (1) (N (K (O (M (N (O (P (Q (R°
TERREEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS °  606° 439 167° 208 168 86 61 63 5* 3* 12*° 349 257°  19* 110 124 112 140 101°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 100%
0 o] 0 o] 0 0
Q6. Hwinfluential are these Wdter Rating Labels when you are choosing to purchase a product? ° 0 0
0 0 0 0 o] 0
NETT INFLLENTTAL  © ° ° ° ° °
RESPONDENTS o 488> 349 139°¢ 171 141 63 48 49 4 2 100 276 212° 12 93 97 93 113 80°
° 81 7% 838 82% 84% 73% 79% 78% 80% 67% 83 79% 8298 63% 85% 78% 83% 81% 794
0 0 0 0 0 0
o 0 0 E D 0 o] o]
\ery influential °  139° 99 400 45 44 19 12 15 1 3° 63 76° 3 28 28 28 27 25°
° 23 23% 2498  22% 26% 22% 20% @ 24% 33% 2598 18% 3098 16% 25% 23% 25% 19%  25%
o 0 o 0 o]
o 0 0 o L IQ(; 0
Quite influential ©  349° 250 99° 126 97 44 36 34 4 1 70 213 136° 9 65 69 65 86 55°
°© 58%W 5% 599 61% 58% 51% 59% 54% 80% 33% 5898 61% 538 47% 59% 56% 58% 61% 54%
0 0 0 0 L I,Q o]
0 0 0 0 0 0
0 o] 0 0 o] o
Indi fferent ° 71° 51 20° 27 13 16 6 7 1 1° 41 30° 7 13 17 10 15 9e
o 12% 12% 1298 13% 8% 19% 10% 11% 33% 88 12% 1298 37% 12% 14% 9%  11% 9%
0 0 o o 0 o]
0 o] 0 E D 0 0 0
NETT NOT | NFLUENTI AL ° ° ° ° °
RESPONDENTS ° 27° 24 3° 5 7 4 4 6 1° 20 7° 3 4 6 7 7°
° 498 5% 2% 2% 4% 5% 7%  10% 8%8 6% 3% 3% 3% 5% 5% 798
1] 0 0 G C 0 0 0
0 o] 0 o o 0
Not very ° 120 11 1° 2 3 2 1 3 1° 8 40 2 2 4 2 20
influential ° 2% 3% 19 1% 2% 2% 2% 5% 8% 2% 2% 2% 2% 4% 1% 2%
0 o] o 0 o 0
0 0 o G C 0 o] 0
Not at all ° 15° 13 2° 3 4 2 3 3 ° 12 3° 1 2 2 5 50
influential ° 2% 3% 19 1% 2% 2% 5% 5% ° 3% 19% 1% 2% 2% 4% 598
0 0 o o 0 o
o] 0 0 0 0 0
0 0 0 0 0 0
Don't know ° 20° 15 50 5 7 3 3 1 1 ° 12 8° 1 6 3 5 50
° 3% 3% 3% 2% 4% 3% 5% 2%  20% ° 3% 3% 1% 5% 3% 4% 5%
0 0 0 0 0 0
I aaaaaa A a A a I a I a A ninng
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TABLE 45 (QONT.)
PACE 60

Standard Analysis *By* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?

0 LR RN AR NN RN NR N Nm N nunumnnronunumumnannnumunnn o nnnnununnnannRRARARRARTE
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
22 (A (B 0 (Q (D (B (R (q_ (R (1) _()° (K __(D° (M __(N__ (9 (P _(Q _(R°
TETEREETER R e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS °  606° 439 167° 208 168 86 61 63 5* 3* 12*0 349 257°  19* 110 124 112 140 101°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009%
0 0 0 0 0 0
Q6. Howinfluential are these Wdter Rating Labels when you are choosing to purchase a product? 0 0 0
0 0 o o 0 o
TOTALS o 606° 439 167° 208 168 86 61 63 5 3 12° 349 257° 19 110 124 112 140 101°

° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELCETTTECRRRR et e e eeeee e eeee e e e e e et ee e e e e e e e e e e e ettt e e e et e e et e e e e e e e e e e i
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TABLE 46 Standard Analysis *By* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?

PACE 61

FILTERS: PRCDUCT(tap / spout)

BB e e e B e rerrrirrerirrreiemiim»
° o LOCATION _° STAE o O GNER 0 o AE °
° FEEEEEE e e e e e r e e e e e e e e e e e reerrerrerrerrererreerererere e et
° Total® Mtro Regional® NW MC Qb VA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (9 (P (Q (R
TEEEEEETEEE R r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reereereee e e s

RESPONDENTS 0 868° 561 307° 268 235 137 102 88 12* 8* 18*° 456 412° 18* 125 155 184 210 176°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 100%
0 0 0 0 0 0

Q6. towinfluential are th

0 o] 0
NETT INFLUENTIAL  © o 0 0 0 0
RESPCNCENTS o 5280 349 179° 152 157 82 64 50 8 5 10° 261 267° 12 77 100 114 129  96°
° 6198  62% 58% 57% 67% 60% 63% 57% 67% 63% 5698 57% 654 67% 62% 65% 62% 61% 5508
0 0 0 0 0
o 0 0 D C 0 L K(; 0
\ery influential ©° 141° 88 5% 3 38 29 18 15 1 2 2 60 81° 2 29 24 29 32 25
° 169  16% 1798 13% 16% 21% 18% 17% 8% 25% 119 13% 209 11% 23% 15% 16% 15%  14%
° 0 ° E c o L K R N
o o] 0 0 o] o]
Quite influential © 387° 261 1260 116 119 53 46 35 7 3 g 201 186 10 48 76 8 97 71
o 454  47% 41%  43% 51% 39% 45% 40% 58% 38% 4498 44% 45%  56% 38%  49%  46%  46%  40%
o o] 0 E D 0 o 0
0 0 0 0 0 0
0 o] o o 0 o]
I ndi fferent ° 153 99 540 53 40 25 18 12 1 3 1 87 66 2 25 33 32 35 26
° 184  18% 1898 20% 17% 18% 18% 14% 8% 38% 6% 19% 169 11% 20% 21% 17% 17%  15%
0 o] 0 0 o o]
0 o] 0 o 0 0
NETT NOT | NFLUENTT AL o 0 0 0 o
RESPCNCENTS ° 1440 83 61° 48 28 24 16 20 3 5 86 58 17 13 33 38 43
o 17%  15% 200 18% 12% 18%  16% 23%  25% 28%  19% 1498 4% 8% 18%  18% 2498
° 0 ° G D ° ° R PR 0 o N
0 o] o o 0 0
Not very °  60° 39 200 21 10 12 6 8 2 33 27 8 714 12 19
influential ° TR % 7% 8% 4% 9% 6% 9% 17% 6% 1% 1% 6% 5% 8% 6% 11%
0 o] 0 o o
0 o] o o 0 R O(;
Not at all o g 44 40 27 18 12 10 12 1 4 53 31 9 6 19 26 240
influential ° 104 8% 1398 10% 8% 9% 10% 14% 8% 20 12% 8% % 4%  10% 12%  14%
° ° B ~ o L K PR o 0 o
o] 0 0 0 0 0
0 0 0 0 o o
Don' t know ° 43 30 12 15 10 6 4 6 2 2 200 4 6 9 5 8 110
° 5% 5% 4% 6% 4% 4% 4% 1% 1198 5% 5% 22% 5% 6% 3% 4% 6%
1] 0 0 0 o 0
I A A A A A A AT A
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TABLE 46 (CONT.)
PACE 62

Standard Analysis *BY* Q6. tbwinfluential are these Wdter Rating Labels when you are choosing to purchase a product?

ELCLLTTELCCCOEER T e et r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 e LOCATION . ° STAlE 0 GENER 0 AE o
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e et e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
22 (A (B 0 (Q (D (B (R (q_ (R (1) _(J)° (K __(D° (M __(N__(Q (P _(Q _(R°
TECERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS o 868 561 307° 268 235 137 102 88 12* 8* 18*0 456 412 18* 125 155 184 210 176°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009%
0 0 o o 0 o
Q6. Howinfluential are these Wdter Rating Labels when you are choosing to purchase a product? 0 0 0
0 0 o o 0 0
TOTALS o 868° 561 307° 268 235 137 102 88 12 8 18° 456 412° 18 125 155 184 210 176°

° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELCETTTECLERR et e eeee e e e e e e e e e e e e e e e et r el e e et e e et e e e et e e e e e e e e e i
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TABLE 47
PACE 63

RESPONDENTS

Q7. Hve you seen t

Yes

TOTALS

Standard Analysis *By* QL7. Have you seen this type of label before?

ELLTTLTELCRETCCEEEC R P E R R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e re e e r»
0 o LOCATICN ©° SINE 9 GNER O AE 0
0 FERRTEERT R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT Nr TAS ° Mle Fenmale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o 0 (A (B _° (Q (D (B (A (§ (KA (1 (N° (K (D° (M (N (O (A (Q (R°
TERRTERT R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eeenmne
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098
0 o] o] 0 0
his type of label before? ° ° °
0 0 o] o] o] 0
° 1338° 918 420° 418 361 207 157 133 22 8 320 726 612 31 217 281 278 293  238°
° 87T 87% 8698 84% 87% 90% 88% 91% 96% 73% 9498 87% 88% 86% 87% 90% 88% 84% 869
o o] 0 EG C C o] 0 Q o o
o 0 0 0 o] 0
o 198 132 66° 79 54 24 22 13 1 3 20 113 85° 5 32 31 38 54 38°
°  13% 13% 1498 16% 13% 10% 12% 9% 4% 27% 698 13% 1298 14% 13% 10% 12% 16% 1498
0 0 0 EG C C 0 0 Q o o]
0 0 0 0 0 0
0 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
o

10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELLLDRTERTLLTEEER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e va
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TABLE 48 Standard Analysis *BY* Q8. Howcredible do you believe these Witer Rating Labels to be?
PACE 64
BB B e e e e e inmeiagos
0 o LOCATICN ©° SINE 9 GNER O AE 0
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o 0 (A (B _° (Q (D (B (A (§ (KA (1 (N° (K (D° (M (N (O (A (Q (R°
TETERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 0 0 0
Q8. Hbwcredible do you believe these Wter Rating Labels to be? ° 0 0
o 0 0 0 0 0
NETT CREDI BLE 0 ° 0 ° ° °
RESPONDENTS o 1265° 882 383° 396 351 190 153 117 20 9 29° 671 594° 29 206 264 259 278 229°
o 829 84% 7998  80% 85% 82%  85% 80% 87% 82% 8598  80% 8598 81% 83% 85% 82% 80% 83%
0 0 B R 0 L ke 0
0 0 0 0 0 o]
\ery credible 0 364° 266 98° 112 105 47 39 43 4 3 11° 183 181° 9 69 88 75 70 53°
° 249  25% 2098 23% 25% 20% 22% 29% 17% 27% 3298 22% 2698 25% 28% 28%  24%  20% 1998
0 0 B R G E 0 0 ®R XR NO N
0 0 o 0 0 o
Quite credible o 901° 616 285° 284 246 143 114 74 16 6 18° 488 413° 20 137 176 184 208 176°
° 599  59% 509 57% 59% 62% 64% 51% 70% 55% 5398 58% 599 56% 55% 56% 58% 60%  64%
0 0 0 G G F 0 0 R N
o 0 o 0 0 0
0 o] 0 0 0 0
Nei t her ° 151° 95 56° 55 37 28 12 15 2 2 96 550 3 30 30 34 37 17°
° 108 9% 1298 11% 9% 12% 7% 10% = 9% 698 11% 8% 8% 12% 10% 11% 11% 6%
0 ° 0 ° L K R R R NQ
o 0 0 o o o
NETT NOT CREDBLE ° ° ° 0 0 °
RESPONDENTS 0 58° 34 24° 25 15 7 3 7 1° 40 18° 3 3 8 13 13 18°
° 4% 3% 5% 5% 4% 3% 2% 5% 3% 5% 3% 8% 1% 3% 4% 4% 7%
° 0 0 ° L KR N MPR R N NO
0 0 0 0 0 0
Not very credible °©  46° 28 180 17 13 6 2 7 10 30 16° 2 2 5 11 10 16°
° 398 3% 49 3% 3% 3% 1% 5% 38 4% 298 6% 1% 2% 3% 3% 6%
0 ° 0 G F 0 0 N MR R N NO
0 0 o o o 0
Not at all credible® — 12° 6 6° 8 2 1 1 ° 10 2 1 1 3 2 3 2°
0 198 1% 198 2% 0% 0% 1% 0 1% 0% 3% 0% 1% 1% 1% 198
0 0 0 0 L I@ 0
0 0] 0 0 o 0
0 0 0 0 0 0
Don't know ° 620 39 2321 12 6 11 7 1 2 20 32 30° 1 10 10 10 19 120
° 4% 4% 5% 4% 3% 3% 6% 5% 4% 18% 698 4% 4% 3% 4% 3% 3% 5% 4%
1] 0 0 0 0 0
SO aanE I aaaa i aaaaa I aE I a s a a2
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TABLE 48 (CQONT.)
PACE 65

Standard Analysis *BY* Q8. Howcredible do you believe these Witer Rating Labels to be?

ELCLLTTELCCCEEER T e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 e LOCATION . ° SIAlE 0 GENDER 0 AE °
0 TRRLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
22 (A (B 0 (Q (D (B (R . (q_ (R (1) _()° (K __(D° (M __(N__(Q (P _(Q _(R°
TECERERTER TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
o 0 0 o 0 o
Q8. Hbwcredible do you believe these Witer Rating Labels to be? ° 0 0
0 0 0 0 0 0
TOTALS 0 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°

° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098

ELRETTECRRRR et e eeee e e e e e e e e e e e e e e e e et el e e et e e e et e e e e e e e e e e e i %
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TABLE 49
PACE 66
FI LTERS:

RESPONDENTS

Q9. Wiy do you say

Tested/regulated by
external body/ Gvt
departnent/quality
control I ed/ Aust
standards

Can conpare
different brands/
product s/work out
the nost efficient/
nake inforned

deci sion/ hel pful

It"s good/it works/
accurate/ny own
experience/ evidence/
reliable

| trust thend
believe then
credible

They can't/woul dn't
say sonething that
isn't true/custoner
protection laws/
1l1legal

To conserve water/
saves energy/
environnental ly
efficient

Been around for a
long tine/on

everything/w del y
accepted/ on many

Standard Analysis *BY* Q9. Wy do you say that?
Q8. Hwcredible do you believe these Vdter Rating Labels to be?(\ery credible *TO* Quite credible)

BT E T e e e e e e e e i i er i iiiiiiiiriiiiiiiiiii>
° o LODATIQN O STATE °  GNER o AE o
° T e e e e i T e
° Total® Mtro Regional® NSW MC QD WA SA  ACT NI TAS® Mle Female® 18-24 25-34 35-44 45-54 55-64 65+ °©
o (A (B (Q (D (B (R __(q (B (1) ()N (K (D (M (N __(Q (P _(Q (R °
N R R A A
° 1265° 882 383 396 351 190 153 117  20* 9%  29% 671  594° 20% 206 264 259 278  229°
° 1009% 100% 10008 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
0 o] 0 0 0 0
that? © o o 0 o
0 0 0 0 0 0
° 3290 218 111° 103 90 48 46 29 3 100 171 158° 5 39 68 78 75 649
° 260  25% 20%  26% 26% 25% 30% 25%  15% 3%  25% 27 17% 19% 26% 30% 27%  28%
0 0 o] o] o] PQ? N N '\P
0 o] 0 0 0 0
o 0 o] o] 0 0
o o] 0 0 o] o]
° 210 153 5° 69 59 28 27 19 4 3 3 104 108 7 36 42 39 56 32
o 179%  17% 15% 17% 17% 15% 18% 16% 20% 33% 109 15% 18% 24% 17% 16% 15% 20% 149
0 0 o] 0 o] o]
0 0 0 0 0 1]
o 0 0 0 o] o]
o o] 0 0 0 o]
0 0 0 0 0 0
° 200° 128 7° 63 53 37 19 20 3 5 122 78 3 3 59 29 38 35
°  16%  15% 19%  16% 15% 19% 12% 17%  15% 179%  18% 139  10% 17% 22% 11% 14%  15%
° ° ° ° L K PQR 0 0 o
0 0 0 0 0 0
0 0 0 0 0 0
° 196° 143 5% 56 57 33 26 16 3 2 3 90 106° 5 28 44 39 43 37
° 1508  16% 4%  14% 16% 17% 17% 14% 15% 22% 10% 13% 184 17% 14% 17% 15% 15%  16%
0 o] o o L }() 0
o] 0 0 0 0 0
° 1477 04 52 45 40 27 14 10 4 1 6 64 8 3 14 15 35 42 38
° 1208 11% 4% 11% 11% 14% 9% 9% 20% 11% 219% 10% 14% 10% 7% 6% 14% 15% 179
o ° ° ° L K PR PR N N N
0 o] o o 0 o]
0 o] o o o 0
0 0 0 0 o] 0
o 123 Q2 3° 39 26 14 21 15 3 3 2 56 67° 3 13 29 28 32 18
° 109  10% 8% 10% 7% 7% 14% 13% 15% 33% 798 8% 11% 10% 6% 11% 11% 12% 8%
o] 0 0 0 0 0
o] 0 0 F D 0 0 0
0 0 0 o] 0 o
°o 55 38 17° 20 14 9 6 3 1 1 27 28 13 14 12 10 6°
o 4% 4% 4% 5% 4% 5% 4% 3% 5% 11% 3% 4% 5% 6% 5% 5% 4% 3%
0 0 0 0 0 0
o] 0 0 0 0 0
S A A A A A AR
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TABLE 49 (QONT.)
PACE 67

RESPONDENTS

Q9. Wy do you say
product s

1" msceptical/no
proof/evi dence/ not
accurate/open to
nani pul ation

It depends/
conditions/factors
can vary/water
usage varies in
each househol d

Mre cost efficient/

saves noney

The nore stars the
better/nore
efficient

It's easy to read/
understand/ very
clear

Choi ce nagazine
says they are
reliable

C her

Don't know wasn' t
avare/don't know
about them

Standard Analysis *By* Q9. Wy do you say that?

BT T T e e e e e e e e e e e ireiiiiieiiiniiiii»
o o LODATION STAE © CGENER O AE o
° O O T A AR AR AR S
° Total° Mtro Regional® NSW MC Q@D WA SA ACT NI TAS® Mle Female® 18-24 25-34 35-44 45-54 55-64 65+ O
o (A (B2 (Q (D (B (A (q (B (1) () (K (D (M (N __(Q (P (Q (R °
O s A A A A AR AR
° 1265 882 38 396 351 190 153 117  20% 9%  29% 671 5940 29 206 264 259 278  229°
° 1009 100% 100% 100% 100% 100% 100% 100% 100% 100% 1008 100% 1009 100% 100% 100% 100% 100% 100%
0 0 0 0 0 o
that? © 0 0 0 0
0 0 0 0 0 0
0 0 0 0 o] 0
o 43 28 15 10 13 1 3 4 2 o 23 200 4 4 14 14 7
° 3 3% 4% 3% 4% 6% 2% 3% 10% ° 3% 3% 2% 2% 5% 5% 3%
0 0 o] E C o] o] PQ o o 0
0 0 0 0 0 0
0 0 0 0 o] 0
o 30 28 110 9 13 7 4 4 1 1 18 210 1 6 8 7 6  11°
° 348 3% 3% 2% 4% 4% 3% 3% 11% 38 3% 4% 3% 3% 3% 3% 2% 5%
0 0 o] o] o] o]
0 0 o] 0 o] o]
0 0 0 0 0 0
0 o] 0 0 0 o]
o 3 30 7 10 9 6 6 4 1 2 17 1 7 9 2 11 7
° 3% 3% 2% 3% 3% 3% 4% 3% 5% 3% 3% 3% 3% 3% 3% 1% 4% 3B
0 o] 0 o 0 P P ’\m P o]
0 o] o 0 o] 0
o 25 15 10 9 9 3 2 2 o 13 12 1 4 2 3 8 7
o 28 2% 3% 2% 3% 2% 1% 2% ° 2% 28 3% 2% 1% 1% 3% 3%
o o] 0 0 0 o
4] 0 0 0 0 0
° 110 7 © 5 3 2 1 ° 6 50 1 4 4 1 1
o 18 1% 1% 1% 2% 1% 1% o 1% 198 0% 2% 2% 0% 0%
0 0 0 0 0 0
0 0 o o 0 o]
o 70 5 2 3 2 2 o2 50 3 2 20
o 198 1% 19 1% 1% 1% ° 0% 198 1% 1% 19%
0 o] o 0 o 0
0 0 0 0 o o
Y 2 1 1 1 1 o 2 2 1 1 2 °
°  0® 0% 1% 0% 0% 1% 1% ° 0% 0% 0% 0% 1% °
0 0 0 o] 0 0
0 0 0 o] 0 o]
o 490 38 11° 16 19 6 6 2 ° 30 1% 2 14 8 12 7 6°
o 4 4% 3% 4% 5% 3% 4% 2% o 4% 3 % 1% 3% 5% 3% 3B
0 0 0 o] 0 ’\P
BB e e e e rrrrririreriiiiiiiv,
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TABLE 49 (CONT.)
PACE 68

RESPONDENTS

Q9. Wy do you say
Nbt hi ng/ not
interested/
indifferent

TOTALS

Standard Analysis *By* Q9. Wiy do you say that?

ELCPTTTENTITRT e et ret e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e ettt e e e e e rer e e e e e e e e e e e e e e e e e e e ee e »
0 o LOCATION 0 STAIE oo GNER 2 AE ¢
0 FERRTEERE R e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NW MC Qb VA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o (A (B2 (Q (D (B (A (q (B (1) () (K (D (M (N __ (] (P (Q (R °
TERREERT e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e
0 1265° 882 383° 396 351 190 153 117 20* 9* 29%0 671 5940 29* 206 264 259 278 229°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 0 o] 0
that? © 0 0 0 0
o 0 0 0 o] 0
0 56° 45 11° 17 21 4 2 8 2 1 1° 31 25° 4 23 12 8 8 1°
0 4% 5% 3% 4% 6% 2% 1% 7% 10% 11% 3% 5% 49 14% 11% 5% 3% 3% 098
0 0 0 EF DG DG EF 0 0 PR NR NR NR  NPQ@
o o] o 0 0 0
0 1533° 1064 469° 475 426 238 185 138 26 12 33 779 754° 35 239 322 312 353 272°
o

12198 121% 12298 120% 121% 125% 121% 118% 130% 133% 11498 116% 12798 121%  116%  122% 120%  127% 119%

ELCETTECRER e reerrrrer e reeeereeeeeeeerrereee e eeee e e e e e e e e ettt eer e e e e rer et e e e et e e e e e e e e i
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TABLE 50
PACE 69
FI LTERS:

RESPONDENTS

Q9. Wiy do you say

1" msceptical/no
proof/evidence/ not
accurate/open to
nani pul ation

It depends/
conditions/factors
can vary/water
usage varies in
each househol d

Tested/regulated by
external body/ Gvt
departnent/quality
control | ed/ Aust
standards

To conserve water/
saves energy/
environnental ly
efficient

Mre cost efficient/

saves noney

Don't know wasn't
aware/don' t know
about them

Nbt hi ng/ not
interested/
indifferent

TOTALS

Quantum Market Research

Standard Analysis *BY* Q9. Wy do you say that?
Q8. Hhwcredible do you believe these Viter Rating Labels to be?(Not very credible *TO* Not at all credible)

SO = A = A A AN A R = T AR AR AR R SRR ES
° o LODATIQN © STAE 0 GNER ® o AE 0
° T mnmmms
° Total® Mtro Regional® NSW MC QD WA  SA  TAS°® Mle Female® 18-24 25-34 35-44 45-54 55-64 65+
o w0 (A (B 0 (Q (D (B (A (q _(J)° (K __(D° (M (N (9 (P _(Q (R
A R A R A AR A A R AR AR AN NN A S NANANARAANANALE
o 580 34 24% 5% {5k 7k gk 7k %0 40 qgx  3x  Zx g I3k I3k gk
° 1009 100%  100% 100% 100% 100% 100% 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009
0 0 1] 0 o]
that? © ° ° 0 o
0 0 0 0 0 0
o 30 21 1 13 9 5 3 3 o2 12 1 1 6 7 8 11
°  59W  62% 5498 52% 60% 71% 100% 43% 100% 55% 679 33% 33% 75% 54% 6% 6198
0 0 0 0 0 0
0 0 0 0 0 0
o o] o 0 0 0
° 100 5 4 3 1 2 ° 6 40 3 2 50
o 179%  15% 21%  16% 20%  14% 29% o 15% 22 23%  15%  28%
0 0 0 0 o] o]
0 0 o] 0 o] o]
0 o] 0 0 0 o]
o o] 0 o] 0 o]
o 20 2 o1 1 o 2 ° 1 10
° 3% 6% ° 4% 14% ° 5% ° 8% 6%
o o] 0 0 o o]
o 0 0 0 0 o]
0 0 0 0 0 0
0 o] 0 o] 0 0
0 10 1 0 1 0 1 0 1 o]
° 2 3% ° 14% ° 3% ° 8% °
0 0 0 0 0 0
o 0 0 o] o o]
1] 0 0 0 0 0
o 10 1 0 1 o] 1 0 1 0
o 28 3% ° 4% ° 3% ° 33% 0
o] 0 0 0 0 0
0 0 o 0 o 0
o3 1 2 1 2 o 2 10 1 1 1 o
° 5% 3% 8% 4%  13% ° 5% 6% 33%  13% 8% o
0 o] 0 o] o 0
0 0 0 o 0 0
o P 3 #© 5 1 1 ° 6 2 1 2 1 10
° 128 9% 179 20% 7% 14% °  15% 6%  67% 13% 15% 8% 6%
0 0 0 0 0 0
o] 0 0 0 0 0
o 58 34 20 25 15 7 3 7 1 40 18 3 3 8 13 13 18
° 1009 100%  100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 100%
A aE A i a I i
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TABLE 51
PACGE 70
FI LTERS:

RESPONDENTS

Q9. Wiy do you say

1" msceptical/no
proof/evi dence/ not
accurate/open to
nani pul ation

It depends/
conditions/factors
can vary/water
usage varies in
each househol d

It"s good/it works/
accurate/ny own
experience/ evidence/
reliable

Can conpare
different brands/
product s/work out
the nost efficient/
nmake inforned

deci sion/ hel pful

Been around for a
long tine/on
everyt hing/wi del y
accepted/ on many
product s

Tested/regulated by
external body/ Gvt
departnent/quality
control | ed/ Aust
standar ds

Standard Analysis *BY* Q9. Wy do you say that?
Q8. Hhwcredible do you believe these Vdter Rating Labels to be?(Neither *CR* Don't know)

BT E T e e e e e i e e e rieiiiiiiiiiiiiiiii»
© o LODATIQN O STATE °  GNER O o AE 0
° R R RN o
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS® Mle Femle® 18-24 25-34 35-44 45-54 55-64 65+ °©
oo (A (B (Q (D (B (R __(q (B (1) (N (K __(D° (M (N __(Q (P _(Q _(R°
A NI
o 213 134 79 76 49 34 23 2% 3% px 4% 128 850 4% 40 40 44 56  29%
° 1009% 100% 10008 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 1009
0 o] 0 0 o] 0
that? © 0 0 0 0
0 0 0 o] o] 0
o 67 44 2 26 18 10 6 5 1 37 30 11 9 15 22 100
° 31%  33% 20%  34% 37% 29% 26% 23%  33% 25%  29%  35% 28%  23% 34% 39% 3498
o 0 o] 0 0 0
0 0 0 0 0 0
o 0 0 0 o] o]
° 300 13 17° 9 6 4 5 5 22 80 4 7 5 7 7
° 14%  10% 2% 12% 12% 12% 22%  23% 5% 17% 9% 10% 18% 11% 13%  24%
o o] 0 0 0
0 0 B R(; 0 o] 0
0 0 0 0 0 0
o o] 0 o] o] 0
o e 6 6 2 2 1 ° 8 3 5 2 2 2 o
o 598 4% 6% 8% 4% 6% 4% ° 6% 49 13% 5% 5% 4% °
0 0 0 0 o] 0
0 0 0 0 o] o]
0 0 0 0 0 0
o7 6 1 1 2 2 2 ° 6 1 1 1 1 3 1
° 3% 4% 1% 2% 6% 9% 9% ° 5% 1% 3% 3% 2% 5% 3%
0 o] 0 0 0 o]
o 0 0 0 o] 0
0 o] o 0 o 0
0 0 0 0 0 0
0 0 o o 0 0
o g 3 1 1 1 1 1 o 3 1 3 1 o
° 208 2% 1% 1% 2% 3% 5% ° 2% 198 % 2% °
0 0 o o 0 0
0 o] o 0 0 0
0 0 0 0 0 0
0 0 0 0 0 0
o2 3 ° 2 1 o 3 ° 1 1 1 o
° 198 2% ° 3% 3% ° 2% ° 3% 3% 2% o
0 0 0 0 0 0
0 0 0 o 0 0
0 0 0 o] 1] 0
S A A A A A
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TABLE 51 (QONT.)
PAGE 71

RESPONDENTS

Q9. Wiy do you say

I trust them
believe theni
credible

To conserve water/
saves energy/
environnental ly
efficient

Mre cost efficient/

saves noney

The nore stars the
better/nore
efficient

They can't/woul dn't
say sonething that
isn't true/custoner
protection laws/
1llegal

Don't know wasn' t
avare/don't know
about them

Not hi ng/ not
interested/
i ndi fferent

TOTALS

Quantum Market Research

Standard Analysis *BY* Q9. Wy do you say that?

BB E T e e e i e e e
© o LODATION STAE O GNER_° o AE 0
° R RN ARSI NN
° Total® Mtro Regional® NSW MC QD WA SA  ACT NI TAS©® Mle Female® 18-24 25-34 35-44 45-54 55-64 65+ °©
o w0 (A (B ° (Q (D (B (A (G (A () (N° (K (D° (M (N (9 (B (Q (R°
VT T T e e e e e r e e e e T e T r e e e r i e rriiiinriie
o213 134 7 76 49 34 23 2% 3 px 4% 18 8E0 4% A0 40 44 56 29%
° 100% 100% 10008 100% 100% 100% 100% 100% 100% 100% 100% 100% 100 100% 100% 100% 100% 100% 1009
o 0 o] o] o] 0
that? © 0 0 o o
0 0 0 0 o] 0
o 3 3 o 1 1 1 o 2 1 1 1 1 °
° 1% 2% ° 1% 2% 5% ° 2% 19 3% 2% 2% °
0 0 0 0 o] o]
o o] 0 o] o] 0
° 3 1 20 2 1 ° 3 1 1 1 o
° 1% 1% 398 4% 3% 0 498 3% 2% 2% °
o 0 0 0 o] 0
0 0 0 0 0 0
0 o] o 0 o] 0
o 10 1 0 1 0 10 l 0
° 0% 1% ° 5% ° 19% 3% °
0 o] 0 o 0 0
0 0 0 0 0 0
0 10 1 0 1 0 1 0 1 0
° 0% 1% ° 4% ° 1% ° 3% o
o o] o o 0 0
o] 0 0 0 0 0
0 10 10 1 0 10 1 o]
° 008 1% 1% ° 1% 2% o
o] 0 4] 0 0 0
0 0 o o 0 0
0 0 o 0 0 0
0 0 0 0 0 0
o710 44 2 23 16 12 10 5 1 2 2 41 300 1 13 15 13 19 10°
° 3308 33% 34%  30% 33% 35% 43% 23% 33% 100% 509 32% 354 25% 33% 38% 30% 34%  34%
0 0 0 0 0 0
0 0 0 0 0 o
°o 180 15 30 9 5 1 2 1 °o 11 7 3 5 5 1 2 20
° 88 11% 4% 12% 10% 3% 9%  33% ° 9% 88 75% 13% 13% 2% 4% 79
0 0 o 0 0 o
0 0 0 0 0 0
o 220° 140 8° 78 52 34 25 22 3 2 4 134 86° 4 43 41 44 58  30°
°© 103% 104% 1019 103% 106% 100% 109% 100% 100% 100% 1009 105% 1019% 100% 108% 103% 100% 104% 103%
I G T T i I ez
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TABLE 52 Statement *BY* @0. Agreenent level with statenent
PACE 72
B e e e e e e e e e e e e rirmenimg»
U Statement o
TLEEEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rerrreerne
° | will only Affordability Running costs | will only Functionality I will always I buy I only buy I usually I will only I would °
° buy products is inportant are an buy brands | is critical buy the best products that environmental look for the buy good usual ly 1ook®
° that are to me i nportant know and inny products | can show -ly friendly cheapest quality for products®
° stylish / part of ny trust decision avai labl e, off to products option products that that are °
0 fancy pur chase maki ng regardless of friends wll last a eligible for®
S decision process price long time a rebate °
TEEEERRRE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eeeres
RESPONDENTS 0 1536 1536 1536 1536 1536 1536 1536°
0 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 10098
o] 0
Q0. Agreenent level with statenent 0
0 0
NETT DI SACREE ° 0
RESPONCENTS 0 432 33 48 137 20 433 782 254 598 40 296°
0 28% 2% 3% 9% 1% 28% 51% 17% 39% 3% 1998
0] 0
0 0
Dsagree 0 134 9 7 23 2 101 427 69 182 8 76°
conpletely (1) ° 9% 1% 0% 1% 0% 7% 28% 4% 12% 1% 598
0 0
0 o
Dsagree sonewhat °© 298 24 41 114 18 332 355 185 416 32 220°
(2) 0 19% 2% 3% 7% 1% 22% 23% 12% 27% 2% 1498
0 0
o] 0
0 o
Neither agree nor ° 603 181 168 496 119 520 481 565 482 211 636°
disagree (3) 0 39% 12% 11% 32% 8% 34% 31% 37% 31% 14% 4198
0 o
0 0
NETT ACREE ° 0
RESPONCENTS 0 501 1322 1320 903 1397 583 273 717 456 1285 604°
0 33% 86% 86% 59% 91% 38% 18% 47% 30% 84% 3998
o] 0
0 o
Agree sonevhat (4)° 432 798 787 712 810 472 217 554 377 842 477°
0 28% 52% 51% 46% 53% 31% 14% 36% 25% 55% 319%
0 0
0] 0
Agree conpletely ° 69 524 533 191 587 111 56 163 79 443 127°
(5) 0 4% 34% 35% 12% 38% 7% 4% 11% 5% 29% 8%8
0] 0
0] 0
0] 0

ELEEEErrrrreerrrerrererrrreereerreererrereeeereeeeeeereeeeee e eeeee e e e eee e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e i va
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TABLE 52 (QONTIL)  Statenent *BY* 0. Agreenent level with statenent

PACE 73
ELCCREREEETCRE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
Y statement ¢
TEETEEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eerrrne
° | will only Affordability Running costs | will only Functionality I will always I buy I only buy I usually I will only I would °
° buy products is inportant are an buy brands | is critical buy the best products that environmental look for the buy good usual ly 1ook®
° that are to ne i nportant know and inny product s I can show -ly friendly cheapest quality for products®
° stylish / part of ny trust decision avail able, off to products option products that that are °
0 fancy pur chase maki ng regardless of friends wll last a eligible for®
Y decision . process . ______ price . oo long time . a_rebate °
TEREEEE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s

RESPONCENTS ° 1536 1536 1536 1536 1536 1536 1536°
° 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 10098
0 0

Q0. Agreenent level with statenent
MEANS ° 3.00 4.17 4.17 3.61 4.28 3.10 2.43 3.36 2.84 4.09 3.23°
TOTALS ° °

ELEEEErrrrreerrrerreeerrreeeeeerreereerreeeeeereeeeer e e e eeeee e e e ee e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e i va
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TABLE 53 Standard Analysis *BY* @0. Agreenent level with statenent
PACE 74
FILTERS: Staterment(l will only buy products that are stylish / fancy)
BB e e e B e e rrrirrerirrriiemiim»
0 ° LOCATION . ° STATE ° GNER O AE 0
° FEEETEEE e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
oo (A (B2 (Q (D (B (R (g (B (1) () (K (L) (M (N (] (P (Q (R °
TECEEEETEEE R e e e e e e e e e e e e e e e e e e e e e e e e reereerrerreeeereereerreeeess
RESPONDENTS o 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 1009 100% 100% 100% 100% 100% 100%
0 o] 0 0 0 0
@0. Agreenent level with statenent 0 ° 0 0
0 0 o] 0 0 o
NETT D SACREE 0 ° ° ° ° °
RESPONDENTS 0 432° 266 166° 131 117 74 57 31 11 3 8> 215 217° 9 47 68 99 107 102°
o 2848  25% 3498  26% 28% 32% 32% 21% 48% 27% 2498 26% 3198 25% 19% 22% 31% 31% 379
° ° B R G G EF ° L K PQR PCR NO NO NO
0 0 0 0 0 o
Dsagree 0 134° 81 53° 37 30 24 18 16 3 2 40 76 58° 3 15 18 31 28 390
conpletely (1) 0 998 8% 119% 7% 7% 10% 10% 11% 13% 18% 12%9% 9% 8%8 8% 6% 6% 10% 8% 149
0 0 B A ° 0 R R R NOQ
0 0 0 0 o] 0
Dsagree somewhat ©  298° 185 113° 94 87 50 39 15 8 1 40 139 159° 6 32 50 68 79 63°
(2) o 199  18% 2398 19% 21% 22% 22% 10% 35% 9% 1298 17% 2398 17% 13% 16% 22% 23% 239
0 0 B A G G G G CEF ° L K PQR ®R N NO NO
0 o] 0 0 o] 0
0 0 0 0 o] 0
Neither agree nor ° 603° 399 204° 185 159 97 71 62 10 5 14° 356 247° 15 88 134 110 144 1120
disagree (3) °  39% 38% 4298  37% 38% 42% 40% 42%  43%  45% 4198 42% 3598  42% 35% 43% 35%  41% 418
o 0 0 0 o]
0 0 0 o] L I<[J) P o 0
’\EITAG{E 0 o] 0 0 0 0
RESPONDENTS °  501° 385 116° 181 139 60 51 53 2 3 120 268 233° 12 114 110 107 96 620
° 338 3% 2498 36% 33% 26% 28% 36% 9% 27% 3598 32% 338 33% 46% 35% 34% 28% 2298
° ° B R E E G E ° ° CPR NR NR NO NP
0 0 0 o 0 o]
Agree sonevhat (4)°  432° 329 103° 159 118 51 43 45 2 3 11° 230 202° 12 90 97 89 89 550
° 284 31% 2198  32% 28% 22% 24% 31% 9% 27% 3298 27% 2998 33% 36% 31% 28% 26% 209
0 ° B R EF C C ° ° PCR R NR N NP
0 o] o0 o 0 o]
Agree conpletely °© 69° 56 13° 22 21 9 8 8 1° 38 31° 24 13 18 7 7°
(5) ° 498 5% 3% 4% 5% 4% 4% 5% 39 5% 498 10% 4% 6% 2% 3%
0 ° B A ° ° aR N Q NP N
0 0 0 0 0 0
0 0 o o 0 o
MEANS ° 3.00° 3.09 2.81° 3.07 3.03 287 291 310 2.48 2.82 3.03° 3.02 298 3.00 3.31 312 298 291 274
0 0 0 0 0 0
TOTALS 0 ° ° ° NOPQY
SN anaaaaaaanaaannaanaannEannnanE AN
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TABLE 54 Standard Analysis *BY* Q0. Agreenent level with statenent
PACE 75
FILTERS: Staterent (Affordability is inportant to ne)
AR =R RN RN RN NN um o unumuonunnnmuonumumt =R ninunnaont=anunaonunununnonnRARRRARARARATTE
0 o LOCATION © STATE o GNER O ACE 0
° FEEEEEEEE e e e e e e e r e e e e e rereereeeeeeerrrereeerere e et
° Total® Mtro Regional® NSW MC Qb WA SA ACT NT TAS © Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B2 (Q (D (B (R (G (B (1) () (K (L) (M (N (] (P (Q (R °
TEEEEEETEEE R E e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e ereereerrerreeeens
RESPONDENTS o 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 10098
0 o] 0 0 0 0
@0. Agreenent level with statenent ° ° 0 0
0 0 0 0 o] 0
NETT D SACREE 0 ° ° ° ° °
RESPONDENTS 0 33° 24 9 15 6 4 3 4 1° 19 14° 1 7 5 10 8 20
0 298 2% 298 3% 1% 2% 2% 3% 3% 2% 298 3% 3% 2% 3% 2% 19
0 0 0 0 0
0 0 0 0 o] R F”;
Dsagree 0 e 7 20 4 2 1 2 ° 6 30 1 3 3 20
conpletely (1) ° 19% 1% 0% 1% 0% 1% 1% ° 1% 098 0% 1% 1% 19%
0 o] 0 0 o] o]
o 0 o o] o] 0
Dsagree somewhat ° 24° 17 7° 11 4 4 2 2 1° 13 11° 1 6 5 7 5 °
(2) 0 298 2% 198 2% 1% 2% 1% 1% 3% 2% 298 3% 2% 2% 2% 1% 0
o o] 0 o] o] 0
0 0 0 0 0 0
0 o] o 0 o o]
Neither agree nor ° 181° 127 540 67 50 27 16 16 1 40 115 66° 8 33 41 40 38 21°
disagree (3) o 129 12% 1198 13% 12% 12% 9% 11% 4% 1298  14% 9% 22% 13% 13% 13% 11% 898
0 ° 0 ° L K ®R R R R M MNP
0 o] 0 o 0 o]
’\El—rmE 0 0 0 0 0 0
RESPONDENTS 0 1322° 899 423° 415 359 200 160 126 22 11 29° 705 617° 27 209 266 266 301 253°
° 869 86% 878 84% 87% 87% 89% 86% 96% 100% 8598 84% 8998 75% 84% 85% 84% 87% 929
° ° ° ° L K R R R R MNCPP
0 o] 0 o 0 o]
Agree sonevhat (4)°  798° 569 229° 255 211 116 104 70 14 10 18° 440 358° 23 118 158 170 169 160°
° 5298 54% 479  51% 51% 50% 58% 48% 61% 91% 538 52% 5198 64% 47% 51% 54% 49%  58%
0 0 B N 0 0 R R ,\Q
0 0 o 0 0 0
Agree conpletely ©  524° 330 194° 160 148 84 56 56 8 1 11° 265 2590 4 91 108 96 132 93°
(5) 0 349 31% 408 32% 36% 36% 31% 38% 35% 9% 3298 32% 378 11% 37% 35% 30% 38% 349
0 ° B R 0 L K NPR M M M M M
0 0 0 0 0 0
0 0 o 0 o 0
MEANS 0 4.17° 4.14 4.25° 4,12 4.20 4.21 4.18 4.21 4.30 4.09 4.15° 4.13 4.23° 3.83 4.17 4.18 4.10 4.22 4.24°
0 0 4] 1] 0 0
TOTALS ° . O B ° L RKNPR M. M. MR M M
ELLLLLTELCLLEEEEEEEEEEEPECL LR E e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e a
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TABLE 55
PACE 76

FI LTERS:

NETT DI SAGREE
RESPONCENTS

D sagree
conpletely (1)

D sagree sonewha
(2)

Neither agree no
disagree (3)
NETT ACREE
RESPONDENTS

Agree sonmewhat

Agree conpletely
(5)

TOTALS

t

r

(4)

Standard Analysis *BY* @0. Agreenent level with statenent

Statenent (Running costs are an inportant part of ny purchase decision)

= A = A AR AR N A = A AR AR SR AR AR AR
° o LODATIQN O STATE ° GNER o AE o
° T T e e e e e e e e e e e e e e iiiiiiieiiii:
° Total® Mtro Regional® NSW MC Q@D WA SA  ACT NI TAS® Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o 0 (A (B (Q (D (B (A (q (B (1) () (K () (M (N (Q (P (Q (R °
A A N R A AN A AR AR AR NS
° 1536° 1050 486° 497 415 231 179 146 23*  11* 340 839  697° 36 249 312 316 347  276°
° 1009 100%  100% 100% 100% 100% 100% 100% 100% 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009
0 o] 0 0 0 0

o] o] o] 0
0 0 0 o] o
0 o] 0 0 0 0
o 480 29 1 13 14 8 4 7 2 34 14 1 13 9 8 710
° 3/ 3% 4% 3% 3% 3% 2% 5% 6% 4% 2% 3% 5% 3% 3% 2% 4%
0 0 0 0 L w Q N 0
0 0 0 0 o] 0
R CHE 2 3 1 1 2 ° 6 10 2 1 3 10
°0® 0% 0% 1% 0% 0% 1% ° 1% 0% 1% 0% 1% 0%
o o] o o] 0 0
0 o] 0 0 0 o]
o 410 24 177 10 13 7 4 5 2 28 1 1 11 8 5 7 90
o 3M 2% 3% 2% 3% 3% 2% 3% 6% 3% 208 3% 4% 3% 2% 2% 3%
o o] 0 0 0 P N o]
4] 0 0 0 0 0
0 o] o o 0 o]
°  168° 118 500 61 42 24 21 13 2 1 4 111 5° 10 33 39 29 34 23
° 1198 11% 1008 12% 10% 10% 12% 9% 9% 9% 1298 13% 8% 28% 13% 13% 9% 10% 8%
° 0 ° o L K NPQR M M M M M
0 o] 0 0 o 0
0 0 0 0 0 0
° 13200 903 417° 423 359 199 154 126 21 10  28° 694  626° 25 203 264 279 306  243°
° 869  86% 86% 85% 87% 86% 86% 86% 91% 91% 8298 83% 90% 69% 82% 85% 88% 88%  88%
o 0 ° ° L K PR PR M M M MW
0 o] 0 o o 0
o 7870 542 2450 260 199 131 83 75 14 7 18 427 360° 15 119 169 173 176  135°
° 5198 5% 509 52% 48% 57% 46% 51% 61% 64% 53% 51% 5208 42% 48% 54% 55%  51%  49%
0 0 o 0 0 0
0 0 o E D: E 0 0 0
° 533 361 1720 163 160 68 71 5l 7 3 10° 267 2660 10 8 95 106 130  108°
o 3508  34% 35% 33% 3% 29% 40% 35% 30% 27% 2998 32% 38% 28% 34% 30% 34% 37%  39%
o ° ° E F E ° L K R o
0 0 0 o] 0 0
o] 0 0 0 0 0
° 4170 4.17 4.17° 415 4.21 412 4.23 4.15 4.22 418 4.06° 4.10 4.26° 3.94 4.09 412 418 4.24 423
o] 0 o] 0 0 0
1] 0 0 0 W
= e A A 2
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TABLE 56
PACGE 77

FI LTERS:

NETT DI SAGREE
RESPONCENTS

D sagree
conpletely (1)

D sagree sonewhat

(2)

Neither agree no
disagree (3)
NETT ACREE
RESPONDENTS

Agree sonewhat

Agree conpletely
(5)

TOTALS

r

(4)

Standard Analysis *BY* 0. Agreenent level with statenent

Statenment (1 will only buy brands | know and trust)

= A= A AR A A A = AR AR R A AR AR AR AR NS
° o LODATIQN O STATE © GNER O A 0
° R A NN A R TR
° Total® Mtro Regional® NSW MC @D WA SA ACT NI TAS° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ O
o 0 (A (B0 (Q (D (B (A (q (B (1) ()° (K (D) (M (N __(Q (P _(Q (R °
s a A annmn
° 1536° 1050 486° 497 415 231 179 146 23*  11*  34° 839  697° 36 249 312 316 347  276°
° 1009 100%  100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
0 o] 0 0 o] 0

o] o] o] o]
o 0 0 o] o]
0 o] 0 0 0 0
° 137 79 58 40 47 21 10 12 3 1 72 e 3 18 32 32 3 17
o 9w 8% 1208 8% 11% 9% 6% 8% 13% 9% 9% 9% 9% 8% 7% 10% 10% 10% 6%
0 0 B N F D 0 0 0
o o] 0 0 0 o]
o 230 11 122 8 5 3 2 4 13 100 2 2 5 5 5 40
o 18 1% 2 2% 1% 1% 1% 3% 3% 2% 1% 6% 1% 2% 2% 1% 1%
0 o] B N 0 0 N M o]
0 o] o 0 0 o]
° 1140 68 4 3R 42 18 8 8 3 1 2 59 58 1 16 27 27 30 13
o T 6% 9% 6% 10% 8% 4% 5% 13% 9% 6% 7% 8% 3% 6% 9% 9% 9% 5%
° 0 B A D D o 0 o
4] 0 0 0 0 0
0 o] o o o 0
°  496° 319 177° 149 134 84 52 45 8 5 19 292 204 12 71 111 96 122 849
o 328  30% 36% 30% 32% 36% 29% 31% 35% 45% 568 35% 29% 33% 29% 36% 30% 35%  30%
° 0 B R J J J J OEF@ L K °
0 o] o o 0 0
1] 0 0 0 0 0
° 903 652 251° 308 234 126 117 89 12 5 120 475 428 21 160 169 188 190  175°
°  59%  62% 5208 62% 56% 55% 65% 61% 52% 45% 35% 57% 619% 58% 64% 54% 5%%  55%  63%
° ° B A ) R R J (opzze] ° QW R
0 0 o 0 o o]
° 7120 518 1940 233 188 102 95 71 9 4 10° 369 34 17 125 127 156 153 1349
o 46%  49% 40% 47%  45%  44% 53% 49% 39% 36% 2998  44%  49%  47% 50%  41%  49%  44% 4998
° ° B AR J J aoe L K o N o) °
0 o 0 0 o 0
° 1910 134 5° 75 46 24 22 18 3 1 2 106 8° 4 35 42 32 37 4
o 128  13% 1208 15% 11% 10% 12% 12% 13% 9% 6% 13% 129 11% 14% 13% 10% 11% 15%
0 0 0 o 0 0
0 0 4] 0 0 0
0 0 0 0 o o
° 3.61° 3.66 3.49° 3.67 3.55 3.55 3.71 3.62 3.52 3.45 3.29° 3.59 3.63° 3.56 3.70 3.56 3.58 3.54 3.71°
0 0 0 0 0 0
o] o o w
= A A a2
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TABLE 57 Standard Analysis *BY* @0. Agreenent level with statenent
PACE 78
FILTERS: Statenent (Functionality is critical in ny decision making process)
BB e e B i ririiriiiias
0 ° LOCATION . © STATE o GNER O AE 0
° FEEEEEE e e e e e r e e e e e e e ereereereereereererrerveerrerererrrerrerrrerne’ss
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B 2 (Q (D (B (A (g (B () () (K (D2 (M (N (9 (P (Q (R
TECEEEETEEE R e r e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e v eer e e e e e e e e e s
RESPONDENTS o 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 1009 100% 100% 100% 100% 100% 100%
0 0 0 0 0 0
@0. Agreenent level with statenent 0 0 ° 0
0 0 0 0 o] 0
NETT D SACREE ° ° ° ° ° °
RESPONDENTS 0 20° 13 7° 5 10 3 1 1° 12 8° 3 5 5 2 3 20
0 198 1% 198 1% 2% 1% 1% 3% 1% 19 8% 2% 2% 1% 1% 19
° ° 0 0 ° NPQR M M M M M
o 0 0 o] 0 0
D sagree 0 20 1 1° 1 1 0 1 1° 1 1 0
conpletely (1) ° 098 0% 0% 0% 0% ° 0% 098 0% 0% °
o 0 0 0 o] o]
o 0 0 0 o] o]
Dsagree sonevhat © 18° 12 6° 4 9 3 1 1° 11 7° 3 4 4 2 3 20
(2) 0 19 1% 198 1% 2% 1% 1% 3% 1% 1% 8% 2% 1% 1% 1% 19%
0 ° 0 0 ° NPQR M M M M M
0 0 0 0 0 0
o o] 0 0 0 0
Neither agree nor °  119° 90 290 47 34 17 6 12 2 1° 79 400 9 31 40 21 13 50
disagree (3) ° 898 9% 6% 9% 8% 7% 3% 8% 9% 3% 9% 698 25% 12% 13% 7% 4% 298
0 ° 0 F F @D ° L K NPQR MR MR MR MO MNOP°
0 o] o o 0 0
’\El—rmE 4] 0 0 0 0 o]
RESPONDENTS 0 1397° 947 450° 445 371 211 173 133 21 11 320 748 649° 24 213 267 293 331 269°
° 9198  90% 93%8 90% 89% 91% 97% 91% 91% 100% 9498 89% 938 67% 86% 86% 93% 95% 979
° ° ° F F F COEG F ° L K NPQR MR MR MR MNO  MNCP°
0 0 o o 0 0
Agree sonevhat (4)° 810° 550 260° 253 214 122 96 87 14 6 18° 454 356° 16 129 162 173 196 134°
°  53%8 52% 5398 51% 52% 53% 54% 60% 61% 55% 5398 54% 5198 44% 52% 52% 55% 56% @ 49%
0 0 0 0 0
0 0 o o 0 R Q;J
Agree conpletely © 587° 397 190° 192 157 89 77 46 7 5 14° 294 293° 8 84 105 120 135 135°
(5) ° 388 38% 39 39% 38% 39% 43% 32% 30% 45% 4198 35% 4298 22% 34% 34% 38% 39% 499
0 ° 0 G F 0 L K ®R R R R MR MNCPQ
0 0 0 4] 0 0
o] 0 o 0 0 o
MEANS 0 4,28 4.27 4.30° 4.27 4.25 4.29 4.40 4.22 4.22 4.45 4.32° 4.23 4.34° 3.81 4.17 4.17 4.30 4.33 4.46°
o] 0 0 0 0 0
TOTALS LU B SO S S o  c N S o Lo K NPR MR MR MR MR MO
SRR R R R R R S R R R R R R R R R R R R R R R R R R R R RN R R A RN R AR R R AR RN RRRRRARRRRRRRRRRREA

Quantum Market Research Page 120



Departnent of Environnment - VELS - My 2014

Quantum Mrket Research

JOB 14024A
TABLE 58
PACGE 79

FI LTERS:

NETT D SAGREE
RESPONCENTS

Dsagree
conpletely (1)

Dsagree sonewhat

(2)

Neither agree no
disagree (3)
NETT ACREE
RESPONDENTS

Agree sonewhat

Agree conpletely
(5)

TOTALS

r

(4)

Standard Analysis *BY* @0. Agreenent level with statenent

Statenment (1 will always buy the best products available, regardless of price)

= A = A AR A AR N = A AR SR AR AR AR AR S
° o LODATIQN O STAE 0 GNER . AE 0
° A R NN A R TR AR AN LTS
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS® Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o2 (A (B0 (Q (D (B (A (q (B (1) () (K (D) (M (N (] (P _(Q (R °
A A N RN R A A N AN AN AR ARNAN RN AN
° 1536° 1050 486° 497 415 231 179 146 23*  11*  34° 839  697° 36 249 312 316 347  276°
°© 1009 100%  100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 10098
0 o] 0 0 0 o]
0 0 0 0
0 0 0 o] 0
0 0 0 0 0 o]
o 4330 273 160° 152 113 57 50 42 7 3 9 215 218 6 61 8 94 110  77°
o 284  26% 33% 31% 27% 25% 28% 29% 30% 27% 2648 26% 319%  17%  24% 27% 30% 32%  28%
° 0 B ~ oL K :
o 0 0 0 o] o
° 101° 61 40 29 29 17 12 10 3 1 54 477 2 10 25 20 23  21°
o T% 6% 8% 6% 1% 1% 1% 1% 13% 3% 6% T8 6% 4% 8% 6% 1% 8%
o 0 0 0 o] o]
0 0 0 o o] o]
o 330 212 1200 123 84 40 38 3 4 3 g 161 171° 4 51 60 74 8  56°
o 228  20% 259  25% 20% 17% 21% 22% 17% 27% 24%  19% 259  11% 20% 19% 23%  25% 2098
° 0 B A E ¢ o L K °
0 0 0 0 0 0
o 0 0 o o] o]
° 5200 344 176° 164 136 93 66 40 9 2 10° 297 22 18 73 105 105 123  96°
° 3494  33% 369% 33% 33% 40% 37% 27% 39% 18% 29% 35% 3298 50% 29% 34% 33% 35% 3598
0 o] 0 G E 0 0 ’\F) M M o]
0 o] 0 0 o] 0
0 0 0 0 0 0
° 583 433 150° 181 166 81 63 64 7 6 15 327 256° 12 115 122 117 114  103°
o 384 41% 319% 36% 40% 35% 35% 44% 30% 55% 44% 39% 379 33% 46% 3% 37% 33% 3798
° 0 B ~ ° ° PQR N N N
0 o] o 0 o] 0
o 4720 346 1260 139 134 68 54 50 7 6 14 264 208 8 78 109 94 9% 87
° 319 33% 26% 28% 32% 29% 30% 34% 30% 55% 419% 31% 30% 22% 31% 35% 30% 28% 3298
0 o] o 0 0
0 o] B R(; o 0 Q o 0
° 1110 87 20 42 2 13 9 14 © 63 48 4 37 13 23 18 16
o T 8% 5% 8% 8% 6% 5% 10% 3% 8% 7% 11% 15% 4% 7% 5% 6%
° 0 B ~ 0 0 PR N N N N
0 0 0 0 0 0
0 0 0 o 0 0
° 3.10° 3.18 2.95° 3.08 3.13 3.09 3.06 3.18 2.87 3.27 3.18° 3.14 3.06° 3.22 3.33 3.08 3.08 3.00 3.08
1] 0 0 0 0 0
o 0 0 0
= A A it
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TABLE 59 Standard Analysis *BY* @0. Agreenent level with statenent
PACE 80
FILTERS: Statenent(l buy products that | can show off to friends)
BB e e e B e rerrrirririrrriiemiim»
0 o LOCATION . © STATE 9 GNER 0 o AE °
° PEEEEEE e e e e e e r e e rrereerrereerrerrerrerrererreereeerrre et
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (O (P (Q (R°
TELEEEETEEE R e e e e e e e e e e e e e e e e e e e e e e e v e e v eereereee e e renenes
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 100%
0 1] 0 0 0 0
Q0. Agreenent level with statenent ° ° 0 °
0 0 o] o] o] 0
NETT D SACREE ° ° ° ° ° °
RESPONDENTS 0 7820 495 287° 242 200 126 104 70 16 4 20° 399 383° 13 86 139 160 203 181°
° 5198 47% 5998 49% 48% 55% 58% 48% 70% 36% 599 48% 5598 36% 35% 45% 51% 59% 6698
° ° B R F F @ ° L K R PR NR NR MP MO
0 0 0 0 o] 0
D sagree 0 427° 258 169° 138 110 69 55 36 7 2 100 220 207° 7 39 71 85 109 116°
conpletely (1) o 28%  25% 3598 28% 27% 30% 31% 25% 30% 18% 2998 26% 3098 19% 16% 23% 27% 31% 429
0 0 B A ° ° R PR NR NR NCR  MNCPQ@
0 0 0 o] 0 0
Dsagree somewhat ©  355° 237 118° 104 90 57 49 34 9 2 100 179 176° 6 47 68 75 94 65°
(2) o 238  23% 2498 21% 22% 25% 27% 23% 39% 18% 2998 21% 2598 17% 19% 22% 24% 27% 249
o 0 o 0 o] N o
0 0 0 0 0 Q 0
o 0 0 o] o] 0
Neither agree nor °© 481° 333 148° 158 138 76 42 43 5 6 13° 288 193° 14 69 113 97 112 76°
disagree (3) o 31%M 32% 3098 32% 33% 33% 23% 29% 22% 55% 3898 34% 2898 39% 28% 36% 31% 32% 289
0 ° 0 F F F e ° L K 0 NR o
0 o] o 0 0 o]
’\El‘l'AG{E 0 0 0 0 0 0
RESPONDENTS o 273% 222 510 97 77 29 33 33 2 1 1° 152 121° 9 94 60 59 32 19°
o 18%W 21% 108 20% 19% 13% 18% 23% 9% 9% 38 18% 178 25% 38% 19% 19% 9% 7%
° ° B R B E) aG J B (enze] ° R PR NR NR MNP MNP
0 o] o o 0 o]
Agree sonevhat (4)° 217° 181 36° 81 57 26 26 23 2 1 1° 119 98° 8 67 53 46 25 18°
o 149 17% 78  16% 14% 11% 15% 16% 9% 9% 38 14% 1498 22% 27% 17% 15% 7% 79
0 ° B A J J @ ° R PR NR NR MCP M
0 o] o o 0 0
Agree conpletely °© 56° 41 150 16 20 3 7 10 0 33 23° 1 27 7 13 7 1°
(5) 0 498 4% 3% 3% 5% 1% 4% 7% 0 4% 39 3% 11% 2% 4% 2% 098
0 ° 0 E DG E 0 0 PR NR NR N NP
0 0 0 0 0 0
0 0 o 0 0 0
MEANS 0 2.43° 2.53 2.20° 2.46 2.49 2.29 2.34 257 209 255 2.15° 248 2.36° 2.72 298 254 245 2.21 2.00°
0 0 0 0 0 0
TOTALS o .o B A& E DG o E. o Lo KRR NR NR MF R _MPQ
SRR R R R R R R S R R R R R R R R R R R R R R R R R R R R R R AR R R R A AR R NN RN R RN EA
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TABLE 60 Standard Analysis *BY* @0. Agreenent level with statenent
PACE 81
FILTERS: Staterent(l only buy environnmentally friendly products)
BB e e e B e e rerirrerrrrreiemiim»
0 ° LOCATION © STATE o GNER O A 0
° FEEETEEE e e e e e reereeeeeee e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) (O (K (O (M (N (O (P (Q (R°
TECEEEETEEE R e e e e e e e e e e e e e e e e e e e e e e e e reereerrerreeeereereerreeeess
RESPONDENTS o 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 1009 100% 100% 100% 100% 100% 100%
0 o] 0 0 0 0
@0. Agreenent level with statenent 0 ° 0 0
0 0 o] 0 0 o
NETT D SACREE 0 ° ° ° ° °
RESPONDENTS 0 2540 159 950 84 60 44 37 17 6 6° 155 99° 9 34 60 51 57 43°
° 179  15% 208 17% 14% 19% 21% 12% 26% 1808 18% 149 25% 14% 19% 16% 16%  16%
0 ° B R G F ° L K °
0 0 0 0 0 0
Dsagree ° 69° 45 240 24 9 11 13 7 2 3° 54 150 1 10 19 15 18 6°
conpletely (1) 0 498 4% 5% 5% 2% 5% 7% 5% 9% 998 6% 298 3% 4% 6% 5% 5% 298
0 0 ° D D D L K R o
0 0 0 o o] 0
Dsagree somewhat °©  185° 114 71° 60 51 33 24 10 4 3% 101 84° 8 24 41 36 39 37°
(2) o 1298  11% 1598 12% 12% 14% 13% %  17% 998 12% 1298 22% 10% 13% 11% 11% 13%
0 0 B A G E ° ° N M °
0 0 0 0 o] 0
o 0 0 0 o] 0
Neither agree nor ° 565° 386 179° 182 156 93 55 54 9 3 13° 326 239° 14 88 125 123 128 87°
disagree (3) ° 37W 3% 37%  37% 38% 40% 31% 37% 39% 27% 38W 39% 3498 39% 35% 40% 39% 37% 3298
o o] o o 0
0 o] o F E o] 0 R O(;
’\EITAG{E 0 0 0 0 0 0
RESPONDENTS o 717° 505 2120 231 199 94 87 75 8 8 15° 358 3590 13 127 127 142 162 146°
O 479  48% 4498  46%  48% 41% 49% 51% 35% 73% 4498  43% 5298 36% 51% 41% 45%  47%  53%8
° ° 0 G E ° L K ) NR (e}
0 o] 0 0 0 o]
Agree sonevhat (4)° 554° 388 166° 176 156 74 68 57 5 7 110 277 277° 10 95 96 115 132 106°
°  36% 3% 3498 35% 38% 32% 38% 39% 22% 64% 3298 33% 4098 28% 38% 31% 36% 38% 38R
0 o] o 0 o]
0 o] o0 o L K(; 0
Agree conpletely © 163° 117 46° 55 43 20 19 18 3 1 40 81 820 3 32 31 27 30 400
(5) ° 1198 11% 9% 11%  10% 9% 11% 12%  13% 9% 1298 10% 12% 8% 13% 10% 9% 9% 149
0 0 o o 0 R R
0 0 0 0 0 PQL;
0 0 0 o 0] o
MEANS ° 3.36° 3.40 3.29° 3.36 3.42 3.26 3.31 347 3.13 3.8 3.29° 3.27 3.47° 3.17 3.46 3.25 3.33 3.34 3.50°
0 0 0 0 0 o]
TOTALS ° ° B AR ____E D6 E °o L.k 0 N R R __ PQ
ELTTTTTECTRRRRR R R R e e e r b e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e PR E e e e e e P e e e e e e e e e e e e e e e e e e e e e e e i va
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TABLE 61 Standard Analysis *BY* Q0. Agreenent level with statenent
PACE 82
FILTERS: Staterent(l usually look for the cheapest option)
BB e BB e rereiriremimmis
0 o LOCATION O STATE o GNER O AE 0
° FEEEEEEEE e e e e r e e e e e e e e e rereereerreererrereeerere e e es
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS © Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B2 (Q (D (B (R (G (B (1) ()2 (K (L) (M (N (] (P (Q (R °
TECEEEETEEEE R r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rerrereenrereeeeeeeeereeeereeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeerrrrs
RESPONDENTS o 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 10098
0 1] 0 0 0 0
@0. Agreenent level with statenent ° ° 0 0
0 0 0 0 0 0
NETT DI SACREE ° ° ° ° ° °
RESPONDENTS o 598 419 179° 191 155 88 71 59 8 8 18° 335 263° 10 64 103 132 156 133°
° 399  40% 37% 38% 37% 38% 40% 40% 35% 73% 5398 40% 3898 28% 26% 33% 42% 45% 489
° ° 0 ° ° ®R PQR PCR NDO MO MO
0 0 0 0 o] 0
Dsagree o 1820 131 510 65 53 24 21 13 3 3° 99 83° 2 15 26 42 53 440
conpletely (1) o 129  12% 108 13% 13% 10% 12% 9% 27% 998 12% 129 6% 6% 8% 13% 15% 169
0 ° 0 ° ° PCR PQR NO NO NO
o 0 0 o] 0 0
Dsagree somewhat ©  416° 288 128° 126 102 64 50 46 8 5 150 236 180° 8 49 77 90 103 89°
(2) o 21% 27% 2698 25% 25% 28% 28% 32% 35% 45% 4498 28% 2698 22% 20% 25% 28% 30% 329
0 ° ° J J @ 0 PQR R N N NO
0 0 0 0 0 0
o 0 o o 0 o]
Neither agree nor © 4820 322 160° 147 134 79 55 46 9 1 110 254 228° 14 69 105 95 105 940
disagree (3) ° 31%M  31% 3398 30% 32% 34% 31% 2% 3% 9% 3298 30% 3398 39% 28% 34% 30% 30% 349
0 o] 0 o] 0 0
o 0 0 0 o] o]
’\El—l' AG{E 0 0 0 0 0 0
RESPONDENTS o 456° 309 147° 159 126 64 53 41 6 2 50 250 206° 12 116 104 89 86 490
° 309 29% 309 32% 30% 28% 30% 28% 26% 18% 1598 30% 3098 33% 47% 33% 28% 25% 189
° ° ° J (63 ° R CR NR NR NOR  MNCPQ
o o] 0 o 0 o]
Agree sonevhat (4)°  377° 254 123 127 101 60 42 38 4 2 3° 207 170° 11 90 88 75 71 420
° 259  24% 258 26% 24% 26% 23% 26% 17% 18% 99%8 25% 2498 31% 36% 28% 24% 20% 159
0 ° 0 J J J J @ ° R CPR NR NR NO  MNCP°
0 o] o o 0 0
Agree conpletely °© 79° 55 24° 32 25 4 11 3 2 20 43 36° 1 26 16 14 15 7°
(5) 0 598 5% 598 6% 6% 2% 6% 2% 9% 698 5% 598 3%  10% 5% 4% 4% 3%
0 ° 0 EG E aF E C ° ° PR N N N N
0 0 0 0 0 0
0 0 o o 0 0
MEANS 0 2.84° 2.82 2.88° 2.87 2.86 2.81 2.8 2.81 300 218 2.59° 2.83 2.8° 3.03 3.25 297 2.78 2.69 2.56°
o] 0 0 0 0 0
TOTALS 0 ° ° ° ° MNCP°
SN anEnnaanmaaaaanaaEAaaEAnanman g uannnnnE
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TABLE 62
PACE 83

FI LTERS:

NETT D SAGREE
RESPONCENTS

D sagree
conpletely (1)

D sagree sonewhat

(2)

Neither agree no
disagree (3)
NETT ACREE
RESPONDENTS

Agree sonmewhat

Agree conpletely
(5)

TOTALS

r

(4)

Standard Analysis *BY* @0. Agreenent level with statenent

Statenment (1 will only buy good quality products that will last a long tine)
BB B e e B e rirerriiriioiians
0 o LOCATION . © STATE o GNER O AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
oo (A (B 2 (Q (D (B (A (q (B (1) () (K (D)2 (M (N (O (P (Q (R
TOREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eeene
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 o] 0 0 0 0
o] o] o] o]
o o o] 0 0
0 o] 0 0 0 0
° 40° 26 14° 14 5 8 9 2 1 1° 20 20° 2 9 6 9 7 7°
° 3% 2% 3% 3% 1% 3% 5% 1% 4% 3% 2% 3% 6% 4% 2% 3% 2% 3%
0 0 0 0 0 0
o o] 0 F D 0 o] 0
° 8° 5 3° 5 1 1 1 ° 5 3° 2 1 1 1 3°
° 1% 0% 19 1% 0% 1% 1% ° 1% 0% 1% 0% 0% 0% 1%
o 0 0 o] 0 0
o o] 0 o0 0 o]
° 32° 21 11° 9 5 7 8 1 1 1° 15 17° 2 7 5 8 6 40
° 2% 2% 2% 2% 1% 3% 4% 1% 4% 3% 2% 298 6% 3% 2% 3% 2% 19
o o] 0 F m F 0 0 o]
4] 0 0 0 0 1]
0 o] o o 0 o]
° 2110 137 74° 70 59 32 24 17 1 2 6° 127 84° 9 42 60 41 42 17°
o 14% 13% 15% 14% 14% 14% 13% 12% 4% 18% 1898 15% 1298 25% 17% 19% 13% 12% 698
° ° ° ° ° XR R PR R MR MOPQ
0 o] 0 0 0 0
0 0 0 0 0 0
o 1285° 887 398° 413 351 191 146 127 21 9 27° 692 593° 25 198 246 266 298 252°
° 849  84% 8298 83% 85% 83% 82% 87% 91% 82% 7998 82% 8598 69% 80% 79% 84% 86% 919
° ° ° ° o PR xR xR MR MR MNCPQ
0 o] o o 0 0
o 8420 567 275° 265 238 127 85 86 17 7 170 447 395° 17 130 168 182 188 157°
° 559 54% 5798 53% 57% 55% 47% 59% 74% 64% 5098 53% 5798 47% 52% 54% 58% 54% 579
0 0 0 0 0 o]
0 0 0 F m F 0 o 0
0 4430 320 123° 148 113 64 61 41 4 2 100 245 198° 8 68 78 84 110 95°
°© 299 30% 2508 30% 27% 28% 34% 28% 17% 18% 2998 29% 2898 22% 27% 25% 27% 32% 349
° ° B R ° ° R R (03]
o] 0 0 0 0 0
0 o o o 0 0
°© 4,09 4.12 4.04° 409 411 406 4.10 4.13 4.04 400 4.06° 409 4.10° 3.86 4.02 4.02 4.08 4.15 4.22°
0 0 o] 0 o] 0
0 0 0 0 W
SO aananaaaaanE A E AR aan N annE?
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TABLE 63 Standard Analysis *BY* 0. Agreenent level with statenent
PACE 84
FILTERS: Staterent(l would usually look for products that are eligible for a rebate)
BB e e e e ririeriieiraiminss
0 o LOCATION - ° STATE 0 GNER 0 AE 0
° PR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B ° (Q (D (B (A (G (B (1) () (K (O (M (N (O (P (Q (R°
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reeens
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 o] 0 0 0 0
@0. Agreenent level with statenent ° ° ° °
0 0 0 0 o] 0
NETT DI SAGREE ° ° ° ° ° °
RESPONCENTS o 296° 196 100° 98 71 49 31 28 7 1 11° 168 128° 9 48 64 67 60 48°
°  19%  19% 2198 20% 17% 21% 17% 19% 30% 9% 3298 20% 188 25% 19% 21% 21% 17% 179
0 0 0 o] 0
o 0 0 J J D:s o] o]
Disagree ° 76° 47 29° 23 19 13 9 8 1 3° 50 26° 4 11 16 18 13 14°
conpletely (1) ° 5% 4% 698 5% 5% 6% 5% 5% 4% 9% 6% 498  11% 4% 5% 6% 4% 5%
o 0 0 0 L IQ Q M o]
o 0 o o 0 0
Disagree somewhat ©  220° 149 71° 75 52 36 22 20 6 1 8> 118 102° 5 37 48 49 47 34°
(2) ° 149  14% 15 15% 13% 16% 12% 14% 26% 9% 2498 14% 1598 14% 15% 15% 16% 14% 129
o o] 0 o] 0 0
0 0 0 0 0 0
0 o] 0 0 o o]
Neither agree nor ©° 636° 423 213 202 175 97 76 56 8 8 14° 346 290° 15 80 131 137 159 114°
disagree (3) O 419 40% 4498  41%  42%  42%  42% 38% 35% 73% 4198  41% 4298 42%  32%  42%  43%  46% 419
o o] o o] o] (qu N N N ’\P
o o] 0 0 0 o]
’\EI_I—IWE 0 0 0 0 0 0
RESPONDENTS °  604° 431 173° 197 169 85 72 62 8 2 9° 325 279° 12 121 117 112 128 114°
°© 399 41% 3698 40% 41% 37% 40% 42% 35% 18% 2698 39% 4098 33% 49% 38% 35% 37% 419
° ° B R ° ° cPQ N N N °
0 o] o o 0 o]
Agree sonevhat (4)°  477° 340 137° 160 130 74 54 44 7 1 7° 256 221° 10 85 95 89 104 94°
° 31%M  32% 2808 32% 31% 32% 30% 30% 30% 9% 2198 31% 3298 28% 34% 30% 28% 30%  349%
0 0 o 0 0 0
0 0 o o o 0
Agree conpletely °  127° 91 36° 37 39 11 18 18 1 1 20 69 580 2 36 22 23 24 20°
(5) ° 8% 9% 7% 7% 9% 5% 10%  12% 4% 9% 698 8% 8% 6%  14% 7% 7% 7% 798
° ° ° E OFG E E ° ° PR N N N N
0 0 0 0 0 0
o] 0 0 0 o o
MEANS °© 3.23 3.27 3.16° 3.23 3.28 315 3.28 3.30 3.04 318 2091° 3.21 3.26° 3.03 3.39 319 316 323 3.26°
0 0 0 o] 0 0
TOTALS ° ° ° J ° °
S EAAAOnnE N naannnaaanniE A E AN annannannnannE?
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TABLE 64
PACGE 85

RESPONDENTS

I amstrongly
involved in issues
of sustainability
and environnental
issues

| have becone nore
recently interested
inissues of
sustainability and
issues about the
envi ronnent

I am concer ned
about environnental
issues but don't
really know how |
can nake a
difference

| don't really
think about

envi ronnent al
concerns or issues

TOTALS

Standard Analysis *By* @1. Wiich of the following statenents best describes you.

ELTCETTEN T T P e e e e e e e e e e e e e e e e e e e e e e e e e e e e e ee e e e e e e e e e e e e ee e e e e e e ee e »
0 o LOCATION ©° SINE O GNER ° _______ AE 0
° FEEETEEEE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et
° Total® Mtro Regional® NW MC QD VA SA ACT NI TAS° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (KB (1) (N° (K (D° (M (N (O (P (Q (R°
FEELEEEE e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e et
° 1536° 1050 486° 497 415 231 179 146  23*  11* 34 839  697° 36 249 312 316 347 276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 1009 100% 100% 100% 100% 100% 1009
o o o o o o
Q@1. Wich of the following statements best describes you. 0 ° o
o o o o o o
o 243 163 80° 77 73 25 32 26 1 3 6° 125 118° 10 55 45 38 57 38°
° 1698 16% 168 15% 18% 11% 18% 18% 4% 27% 18W 15% 1798 28% 22% 14% 12% 16%  14%
0 0 0 E F E 0 ° (PR PR M MW Y\
o o o o o o
o o ] ] [¢] [¢]
o o o o o o
° 702° 488 214° 231 193 105 74 66 12 8 13° 374 328° 14 111 126 158 162 131°
° 4698  46% 4498  46%  4T%  45% 41%  45% 52%  73% 3898 45% 4798 39% 45% 40% 50% 47% 47
o o o o o o
o o o o o P O o
o o o o o ]
o o o o o o
o o o o o o
° 386° 268 118° 116 91 76 48 36 8 11° 206  180° 7 58 95 83 85 58°
°© 2598  26% 2498  23% 22% 33% 27% 25%  35% 3298 25% 2698 19% 23% 30% 26% 24% 21%
o o o E E 03 o o R O)
o o o ] o 0
o o o o o o
o o o o o o
o ] o o o o
° 205 131 740 73 58 25 25 18 2 4 134 71° 5 25 46 37 43 49
° 1308 12% 1598  15% 14% 11% 14% 12% 9% 1298 16% 108 14% 10% 15% 12% 12%  18%
0 0 0 0 L K R R NP
o o o o o o
o o o o o o
° 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
o 100% 100% 1009 100% 100% 100% 100% 100% 100% 100% 100% 100% 1009 100% 100% 100% 100% 100% 100%
BT T e e e e e e e e e rniiiiivs
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TABLE 65 Factor *BY* 2. Seriousness in affecting our natural environnent
PACE 86
=R R AR NN A RN RN AR RN RNRRNRRARRARRARAAE
S F actor oo o
TERRTERR R et e e e e e e e e e e e e e e e e e e e e e e e e e e ee e e
o Qdobal warning A pollution Vdter pollution Shortage of clean Over-using °
° (climate change) water non-renewable °
Y resources _°
R A A R A A R RN RN RN R RN RN RN RN R R RN AR
RESPCNCENTS 0 1536 1536 1536 1536 1536°
0 100% 100% 100% 100% 10098
0 0
Q2. Seriousness in affecting our natural environnent 0
0 0
NETT LOWV ° °
RESPONCENTS 0 219 58 60 109 69°
0 14% 4% 4% 7% 49
0 0
0 0
1 Not at all 0 120 23 21 39 220
serious (1) ° 8% 1% 1% 3% 19%
0 o
0 0
2 (2 ° 99 35 39 70 47°
0 6% 2% 3% 5% 398
0 0
0 0
0 0
NETT MD 0 0
RESPONCENTS ° 555 536 485 523 577°
0 36% 35% 32% 34% 3898
o] 0
0 0
3 (3 0 190 118 124 153 135°
0 12% 8% 8% 10% 998
0 0
o] 0
4 (4) 0 365 418 361 370 442°
° 24% 27% 24% 24% 299
0 0
0 0
0 0
NETT HCH 0 0
RESPONDENTS 0 762 942 991 904 890°
° 50% 61% 65% 59% 589
0 0
0 0
5 (5) ° 351 514 525 485 460°
0 23% 33% 34% 32% 3098
0 0

ECCERREREERRER e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
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TABLE 65 (QONTIL)  Factor *BY* Q2. Seriousness in affecting our natural environment

PACE 87
Ei|'i|'|'i|'|'i|'|'i|'|'i|'iil’l’iil’il’l’il’l’il’l’il’l’il’l’il’|’i|’iiiiiii|'ii|'ii|'iil'ii|'ii|'iil'iil'iil'iil'iil’iil’iil’ii»

Factor

i|'|'|’|'|'|’|'|'|’|'|'|’|'|'i|'|'|’|'|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’i|’|’|'|’|’|'|’|’|'|’|’|'|’|’|'|’|’|'|’|’|’ii|’ii|’ii|’|'|'|’ii|’ii|’ii|’ii1
° dobal warning Ar pollution Wter pollution Shortage of clean Over-using °
0 (clirmte change) water non-renewable °©
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, resources ___°
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1

RESPONCENTS 1536 1536 1536 1536 1536°
° 100% 100% 100% 100% 10098
0 0

Q2. Seriousness in affecting our natural environnent 0
0 0

6 Extrenely ° 411 428 466 419 430°

serious (6) ° 27% 28% 30% 27% 28%
0 0
o] 0
o] 0

MEANS ° 4.28 4.72 4.78 4.59 4.67°
o] 0

TOTALS ° °

ELCLRTREEERTEE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e 1%
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TABLE 66
PACE 88
FI LTERS:

RESPONDENTS

@2. Seriousness in

NETT LOW
RESPONCENTS

1 Not at all

serious (1)

2 (2

NETT MD
RESPONDENTS

3 (3)

4 (4

NETT HCH
RESPONDENTS

5 (5)

Standard Analysis *BY* @2. Seriousness in affecting our natural environnent

Factor(Qdobal warning (clinate change))

ELCCRTTELCCCRTTR P E R TP TN DR R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e R e e e e e e e e e e e e e e ee e e e e e e e e e »
0 ° LOCATION ° STAE 0 GENER O AE 0
° PR R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o2 (A (B 2 (G (D (B (A (q (B (D () (K (D (M (N (. (P (Q (R °
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
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JOB 14024A
TABLE 70
PACE 96
FI LTERS:

RESPONDENTS

@2. Seriousness in

NETT LOW
RESPONCENTS

1 Not at all

serious (1)

2 (2

NETT MD
RESPONDENTS

3 (3)

4 (4

NETT HCH
RESPONDENTS

5 (5)

Standard Analysis *BY* @2. Seriousness in affecting our natural environnent

Fact or (Over-using non-renewabl e resources)

EIIIIIIEIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIEIIIIIIIIIIIIIEIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII»
,,,,, LCAIoN. ©° o STATE O GENER A

° IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o o (A (B ° (Q (D (B (A (G (B (1) () (K (DO (M (N (9 (P (Q (RO
TEREEEET e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009
0 0 0 0 0
affecting our natural environnent ° 0 0
0 0 0 0 o] 0
0 o] 0 0 0 0
° 69° 47 220 27 17 9 5 8 2 1° 48 21° 1 10 16 18 12 12°
° 498 4% 5% 5% 4% 4% 3% 5% 9% 3% 6% 3% 3% 4% 5% 6% 3% 498
0 0 0 0 0
0 0 0 0 L }Q(; o]
° 22° 15 7° 10 3 2 3 2 2 ° 16 6° 3 5 6 3 50
° 1% 1% 19 2% 1% 1% 2% 1% 9% ° 2% 1% 1% 2% 2% 1% 29%
o 0 0 0 o] o]
o 0 o 0 0 0
° 47° 32 15° 17 14 7 2 6 1° 32 15° 1 7 11 12 9 7°
° 3% 3% 3% 3% 3% 3% 1% 4% 3% 4% 2% 3% 3% 4% 4% 3% 3%
o o] 0 o] o] 0
0 0 0 0 0 0
o o] 0 o 0 o]
0 o] 0 o 0 0
o 5770 415 162° 187 157 100 62 47 7 2 15° 334 243° 15 103 130 116 125 88°
°© 38%W 40% 3398 38% 38% 43% 35% 2% 30% 18% 4498 40% 3598  42%  41% 42% 37% 36% 329
° ° B R G E ° L K R R NO
1] 0 0 0 0 0
o 135° 98 37° 36 39 25 14 15 2 1 30 82 53° 5 23 29 23 32 23°
° 9% 9% 898 7% 9% 11% 8%  10% 9% 9% 9%  10% 88  14% 9% 9% 7% 9% 8%
0 0 0 0 0 0
0 0 o o 0 0
o 4420 317 125° 151 118 75 48 32 5 1 120 252 190° 10 80 101 93 93 65°
°29%  30% 2698 30% 28% 32% 27% 22% @ 22% 9% 3598 30% 2798 28% 32% 32% 29% 27% 24%
° ° ° G G CE ° ° R R NO
0 0 o 0 o 0
0 0 o] o] o] 0
0 o] o o o 0
°  890° 588 302° 283 241 122 112 91 14 9 18° 457 433° 20 136 166 182 210 176°
°© 58%M 56% 6298 57% 58% 53% 63% 62% 61% 82% 5398 54% 6298 56% 55% 53% 58% 61%  649%
° ° B R F E ° L K R R NO
0 0 0 0 0 o
o 4600 321 139° 152 127 60 53 46 9 5 8° 246 214° 12 79 86 107 92 84°
° 30% 31% 29% 31% 31% 26% 30% 32% 39% 45% 24% 29% 31% 3% 32% 28% 34% 27% 30%
0

E|’|’|'|’|’|'E|’|'|’|’|'|’|’i|’|’|'|’iil’l’él’|'|'|'|'|'|'|'|’|'|'|’|'iii|'|’|'|'|’|'|'|’|'|'|’|'|'|’|'|'|’|'|'|’|'|'|’|'|'|'ii|'i|’|'|’|’|’|’|’|'I'EI'|’|’|'|’|’|'|’i|'i|’|'E|’|'|’|’|'|’|’|'|’|’|'|’|’|'|’|’|'|’|’|'|’|’i|’|'i|'|il’l’l’l’l’l’l’l’l’l’l’l’%
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JOB 14024A

TABLE 70 (CONT.)

PACGE 97

RESPONCENTS

@2. Seriousness in

6 Extrenely

serious

TOTALS

(6)

Standard Analysis *BY* @2. Seriousness in affecting our natural environnent

ELTTETTEN T T P e I e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION ° STAE °  GNER O AE 0
© FEEETEEEE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et
° Total® Mtro Regional® NSW MC QD WA SA ACT  NT TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (B (1) (N° (K (D° (M (N (9 (B (Q (R°
TEELEEEE R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146  23*  11* 34° 839  697° 36 249 312 316 347  276°
° 1009 100% 10098 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 1009
o o o o o o
affecting our natural environnent 0 ° °
o o o o o o
°  430° 267 163° 131 114 62 59 45 5 4 100 211 219° 8 57 80 75 118 920
° 2858 25% 3498 26% 27% 27% 33% 31% 22% 36% 2998 25% 31% 22% 23% 26% 24% 34% 33%
° ° B ~ 0 L ke @®R @®R R NP NP
o o o o o o
o o o o o o
o 4.67° 4.62 4.78° 4.63 4.67 4.60 4.8 4.71 4.48 509 4.68° 456 4.7 4.58 4.59 4.58 4.61 478 4.78
o o o o o o
o o o

o
ELCELTECLRRR e reerrrrereerrrreeeeerrrreeee e ree e et e eee e e e e ee e e e e e et et e e et e e e et e e e e e e e e e e e i
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JOB 14024A
TABLE 71 Standard Analysis *BY* @3. In terns of saving or conserving water in and around your hone, which of the following best describes you?
PACE 98
BB B e e e e e inmeiagos
0 o LOCATICN ©° SINE 9 GNER O AE 0
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
oo (AL (B0 (O (D (B (R (G (R (D () (K (Do (M (N (9 (P (9 (R0
T T T e e e e e e T e e e e e i i inianane
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 o] o] 0 0
@3. In terns of saving or conserving water in and around your hone, which of the following best describes you? ° 0
0 0 o] o] o] 0
| amvery conscious © 996° 650 346° 287 276 164 120 108 14 7 200 527 469 14 128 169 212 260  213°
of saving water ° 659  62% 7198 58% 67% 71% 67% 74% 61% 64% 5998 63% 678 39% 51% 54% 67% 75% 779
wherever possible © ° B AR [EFG C C C C 0 o PR PCR PR MNOR MNP MNP
o 0 0 0 o] 0
I amaware of o 462° 339 123 177 121 58 48 34 8 4 120 258 204° 18 112 121 85 72 540
trying to save o 309 32% 2598  36% 29% 25% 27% 23% 35% 36% 3598  31% 29% 50% 45%  39% 271% 21% 209
water but am not 0 ° B A DEFG C C C C 0 0 PCR PR PR MNR MNO  MNCP°
that careful ° ° ° ° ° °
0 0 o o o] o]
| tend not to think ©  73° 60 13° 33 17 6 11 4 1 10 53 20° 4 9 20 18 14 8°
about it too much ° 598 6% 3% 7% 4% 3% 6% 3% 4% 3% 6% 3 11% 4% 6% 6% 4% 398
° 0 B ~ E C 0 L K NR M R [\
0 o] o 0 0 0
¥ have plenty of © 40 1 30 1 2 1° 1 3° 1 1 1 1°
water so no need ° 098 0% 198 0% 1% 39% 0% 098 0% 0% 0% 098
for saving vater 0 ° 0 J 3} 0 0
1] 0 0 0 0 0
Q her 0 1° 10 1 0 1° 1 o
° 0% 0%8 0% 0 0% 0% 0
o] 0 0 o] 0 0
0 0 o 0 0 o]
TOTALS 0 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
° 1009 100% _ 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 1009 100% 100% 100% 100% 100% 100%
ENTTTTTENTERLRTER TRt et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer b e e e e R e e e e e e e e et e e e e e e e ren i1 va
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TABLE 72 Standard Analysis *BY* 4. Thinking now about the environnent, in your opinion, how concerned are you about water shortages in the next 20 years?
PACE 99
BT BB e e e B e eeemiminmos
0 o LOCATION ° STNE °  GNER O AE 0
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o 0 (A (B _° (Q (D (B (A (Q (A (1) (N° (K (D° (M (N (9 (A (Q (R°
TETERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 o 0 0
@4. Thinking now about the environnent, in your opinion, how concerned are you about water shortages in the next 20 years? °
0 0 0 0 o] 0
NETT CONCERNED 0 ° 0 0 ° °
RESPONDENTS o 1104° 769 335° 326 307 171 144 106 14 9 27° 566 538° 23 185 218 228 255 195°
° 728 73% 699 66% 74% T4% 80% 73% 61% 82% 794 67% 7798 64% 74% 70% 72% 73% 719
0 0 ° DEFF c c C 0 L ke 0
0 0 0 0 0 0
\ery concer ned ° 3920 262 1300 128 95 57 53 38 5 2 14° 192 200° 6 55 72 86 96 77°
° 268 25% 21%  26% 23% 25% 30% 26% 22% 18% 4198 23% 2998 17% 22% 23% 27% 28%  28%
0 ° 0 J J J (0p=3 L K °
0 o] 0 0 0 0
Quite concerned ° 712° 507 205° 198 212 114 91 68 9 7 13° 374 338° 17 130 146 142 159 118°
0 469  48% 4298 40% 51% 49% 51% 47% 39% 64% 3898 45% 488  47% 52% 47% 45%  46%  43%8
0 0 B R DFF C C c 0 0 R N
0 o] o 0 o o]
4] 0 0 0 0 0
Nei t her ° 272° 181 910 114 69 31 24 25 4 1 40 167 105° 11 46 54 60 56 450
° 188 1% 1998  23% 17% 13% 13% 17% 17% 9% 1298 20% 1598 31% 18% 17% 19%  16%  16%
0 ° °  [DEF C C C 0 L K xR M M
0 0 0 0 0 0
NETT UNOONCERNED  © 0 ° 0 0 0
RESPONCENTS o 160° 100 60° 57 39 29 1 15 5 1 3 106 54° 2 18 40 28 36 36°
° 109 10% 1298 11% 9% 13% 6% 10% 22% 9% 998 13% 898 6% % 13% 9% 10% 13%
0 0 0 F F CE 0 L N R N N
0 0 0 0 0 0
Not very concerned ° 124° 77 47° 49 32 19 6 10 5 1 2° 75 490 2 16 31 24 22 29°
0 898 7% 1098 10% 8% 8% 3% % 22% 9% 698 9% 7% 6% 6% 10% 8% 6% 119%
0 0 0 F F F GI 0 0 0
0 0 0 0 0 0
Not at all ° 36° 23 13° 8 7 10 5 5 1° 31 50 2 9 4 14 7°
concer ned 0 298 2% 398 2% 2% 4% 3% 3% 3% 4% 198 1% 3% 1% 4% 3%
0 0 0 E E (ep] 0 L K Q Q NP 0
0 0 0 0 o 0
0 0 0 o] 0 0
TOTALS ° 1536° 1050 486° 497 415 231 179 146 23 11 34° 839  697° 36 249 312 316 347  276°
o 100% 100% 100% 100% 100% 100% 100% 100% 1009 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
ELCLLTTELCCOEEE T e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e va
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JOB 14024A
TABLE 73
PACGE 100

RESPONDENTS

@5. To what extent

NETT ACREE
RESPONCENTS

Agree Conpletely

Agree Sonewhat

Neither Agree nor
D sagree

NETT DI SACREE
RESPONDENTS

D sagree Sonewhat

D sagree Conpletel

TOTALS

Standard Analysis *BY* @5. To what extent would you agree that conserving water is only a priority during periods of drought?

ELCCRTTELCCCEEER T e r et et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATION ° STAE °  GNER O AE 0
° TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Fenmale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (A (1 (N° (K (D° (M (N (O (A (Q (R°
TETEREETER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 o o 0
woul d you agree that conserving water is only a priority during periods of drought? ° 0
o 0 o o 0 0
o 0 0 0 0 0
0 489° 375 1140 185 132 74 45 42 4 1 6° 289 200° 15 115 117 116 67 59°
° 3208 36% 2398 37% 32% 32% 25% 29% 17% 9% 1898 34% 2998 42% 46% 38% 37% 19% 219
0 0 B R R C c L K @R PR NR NR MP MP
0 0 0 0 0 0
° 1550 119 36 55 43 22 20 10 1 1 ¥ o1 640 6 36 33 40 23 17°
° 108 11% 7% 11% 10% 10% 11% 7% 4% 9% 998 11% 9% 17% 14% 11% 13% 7% 6%
0 ° B R ° 0 xR XR xR M\P MNP°
0 0 0 0 0 0
0 3340 256 78° 130 89 52 25 32 3 3° 198 136° 9 79 84 76 44 42°
o 22%  24% 1698 26% 21% 23% 14% 22% < 13% 998 24% 2098 25% 32% 27% 24% 13%  15%
0 0 B AR F F aE 6] 0 Q PR @R NR MP NP
0 0 o 0 0 0
0 0 0 0 0 0
° 215° 150 65° 84 51 27 15 25 2 2 9° 128 87° 11 41 55 37 42 29°
° 149  14% 1398 17% 12% 12% 8% 17% 9% 18% 2698 15% 1298 31% 16% 18% 12%  12% 119
0 ° 0 F J J (e¢)] F DeEF° o NPQR MR PQR MO M MO
0 0 0 o 0 0
0 0 o o o 0
0 8320 525 3070 228 232 130 119 79 17 8 190 422 4100 10 93 140 163 238 188°
° 549  50% 6398 46% 56% 56% 66% 54% 74% 73% 5698 50% 5998 28% 37% 45% 52% 69% 6898
0 0 B A DF F O EG F 0 L K PR PR @R MR MP MP
4] 0 0 0 0 o]
0 403° 262 141° 99 125 64 47 46 6 5 11° 208 1950 6 58 75 81 106 77°
° 26% 25% 299% 20% 30% 28%  26% 32% 26%  45% 329%8 25%  28% 17% 23% 24% 26% 31% 28%
0 0 0 EG C C C 0 0 o]
0 0 o] 0 o 0
Yy 429° 263 166° 129 107 66 72 33 11 3 g 214  215° 4 35 65 82 132 111°
o 2898 25% 3498 26% 26% 29% 40% 23% 48% 27% 2498 26% 3198 11% 14% 21% 26% 38% 409
° 0 B ~ F F F OEG F 0 L K PR PR NR MR MP M
0 0 0 0 0 1]
o] 0 0 0 0 )
o 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
° 10098 100% _ 1009% 100% 100% 100% 100% 100% 100% 100% 1009 100% 100% 100% 100% 100% 100% 100% _100%
ELCLTTTENCCNTEE e e et t e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e va
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TABLE 74
PACGE 101

RESPONDENTS

e

Two

Three

Four

Five or nore

Don't know

Prefer not to say

TOTALS

Standard Analysis *BY* @6. Including yourself, how nany people live in your hone?

ELCLRTTELCCDEEER e et r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
0 o LOCATION ° STAE o GNER O AE 0
° TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
o Total® Mtro Regional® NSW MC QD WA SA ACT NI TAS ° Mle Female® 18-24 25-34 35-44 45-54 55-64 65+ ©
o2 (A (B 0 (Q (D (B _(F) . (q (B (1) _()° (K __(D)° (M (N __(Q (P _(Q _(R°
TRCERERTEE TR e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100% 100% 1009%
0 0 o o 0 o]
@6. Including yoursel f, how nany people live in your hone? ° ° °
0 0 o 0 0 0
° 2020 127 75° 68 49 31 26 10 6 3 9 119 83° 5 26 27 48 40 56°
o 1398  12% 1598 14% 12% 13% 15% % 26% 27% 2698 14% 1298 14% 10% 9% 15% 12% 209
° 0 0 G J (€] G CH CCE@ ° R PR (6] R NOQY
0 0 0 o 0 0
° 6020 361 241° 190 160 102 68 58 6 4 140 331 271° 8 69 70 83 197 175°
° 39%  34% 5098  38% 39% 44%  38% 40% 26%  36% 419 39% 39% 22% 28% 22% 26% 57%  63%
° 0 B ~ 0 0 @®R @R @®R QR MP MP
o 0 1] 0 0 0
°  301° 223 780 79 97 41 37 34 3 2 g 153  148° 10 73 68 67 63 20°
° 208 21% 1698  16% 23% 18% 21% 23% 13% 18% 2498 18% 2198 28% 29% 22% 21% 18% 7%
0 ° B ~ DG C C ° ° R PR R NR NR MCPQ
0 0 0 0 o o
° 2690 215 540 98 66 38 32 27 5 2 1° 151  118° 6 49 93 79 28 140
° 189 20% 1198 20% 16% 16% 18% 18% 22%  18% 398 18% 1798 17% 20% 30% 25% 8% 5%
° 0 B Ay J J J J J CCEFG 0 R aR NR @R NP MNOP°
o] 0 0 0 0 0
0 148 115 33° 55 40 18 16 14 3 20 74 74° 7 27 49 38 16 110
0 109 11% 7% 11% 10% 8% 9% 10% 13% 698 9% 119 19% 11% 16% 12% 5% 4%
0 ° B ~ 0 ° ®R @®R @®R QR MP MP
0 0 4] o] 0 0
0 2 2 0 1 1 0 1 1° 2 0
° 0% 0% 0 0% 1% ° 0% 0% 1% o
0 0 1] 0 0 0
0 0 0 0 0 0
°o 120 7 50 7 2 1 2 ° 10 20 5 5 1 1 0
° 198 1% 198 1% 0% 0% 1% 0 1% 098 2% 2% 0% 0% 0
0 o o o] L I@ Q N 0
0 0 0 o] 0 o
°© 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
o 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% _100% 100% 100% 100% 100%
ELTITITEITTNLRTERER TR TER R TR e e e e e e e e e e e e e e e e e e et e e e e e e e e et e e e e e e e e e e e e e e e e e e e
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TABLE 75 Standard Analysis *By* Q7. Wiich one of the following best describes your househol d?
PACE 102
BB B e e e rnermnmimii»
0 o LOCATICN ©° STNE °  GNER O o AE 0
0 TRRLREEREE e e et e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e reeeenin:
° Total® Mtro Regional® NSW MC Q@D VA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o o (A (B _° (Q (D (B (A (Q (KA (1 (N° (K (D° (M (N (9 (P (Q (R°
TRTERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e s
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 100% 100% 10098 100% 100% 100% 100% 100% 1009
0 0 0 0 0 0
Q7. Wich one of the following best describes your househol d? 0 0 °
0 0 o 0 o o
Afanily with 0 177° 125 52° 69 41 26 22 13 2 1 3° 92 85° 5 79 79 11 2 1°
youngest child aged © 1298  12% 1198 14% 10% 11% 12% 9% 9% 9% 998 11% 1298 14% 32% 25% 3% 1% 0%
5 years or less 0 ° 0 0 o NPQR MR PR MNOQR MNP MNOP°
0 o o o 0 0
Afanily with o 2140 162 520 63 72 30 22 20 2 1 40120 9490 3 28 98 63 16 6°
youngest child aged ° 149% 15% 119% 13% 17% 13% 12% 14% 9% 9% 1298 14% 13% 8% 11% 31% 20% 5% 298
between 6 and 14 ° 0 B ~ D C 0 ° R PR MPR NOR NP M
years 0 0 0 0 0 o]
0 0 0 o o 0
Afanily with ° 241° 196 450 85 66 30 28 23 4 2 3° 119 122° 7 24 24 96 71 19°
youngest child aged © 1698  19% 9% 17% 16% 13% 16% 16% 17% 18% 9% 14% 1898 19% 10% 8% 30% 20% 7%
15 years or older ° ° B A3 0 ° R PQ MPQ NIR NFPR MPQ
0 0 0 0 o 0
A couple with no ° 553 329 224° 161 142 102 71 58 4 2 13° 306 247° 6 58 54 74 188 173°
children living at ° 36% 31% 4698  32% 34% 44% 40% < 40% 17% 18% 389  36% 35% 17% 23% 17% 23% 54% 63%
hone 0 0 B ~ E E 0 ° R R R @R MR MPQ
o] 0 0 0 0 0
Asingle person ° 196° 123 73° 68 44 31 22 12 6 3 10° 117 79° 5 27 24 47 37 56°
with no children ° 13% 12% 15% 14% 11% 13% 12% 8% 2600  27% 29% 14% 119% 14% 11% 8% 15% 11% 209
living at hore ° ° ° J J J J J CCEF@ 0 R PR ) R NOQ
0 o 0 0 0 0
A group household ° 119° 86 33° 36 40 9 11 16 5 1 1° 60 59°0 7 22 24 20 25 21°
(including related ° 8% 8% 79 7%  10% 4% 6% 11% 22% 9% 3% 7% 88  19% 9% 8% 6% 7% 898
and unrelated 0 ° 0 E DG E 0 o NOPQR M M M M M
adults) 0 o [} o 0 o
0 0 0 1] 0 1]
Prefer not tosay ©°  36° 29 7 15 10 3 3 4 1 ° 25 11° 3 11 9 5 8 0
° 208 3% 19 3% 2% 1% 2% 3% 9% ° 3% 298 8% 4% 3% 2% 2% 0
0 0 0 o] 0 PQ P NN M 0
o o o 0 0 0
TOTALS ° 1536° 1050 486° 497 415 231 179 146 23 11 34° 839  697° 36 249 312 316 347  276°
0. 10098 _100% _ 10098 _100% __100% _100% _100% _100% 100% _100% 1009 _100% 1009 100% _ 100% _100% _100% _100% _100%
ENTITTTENTELRTER TRt reER e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer b e et e e e e e e e e e e e e e e va
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TABLE 76
PACGE 103

RESPONDENTS

Less than $25, 000

$25, 000- $49, 999

$50, 000- $74, 999

$75, 000- $99, 999

$100, 000- $124, 999

$125, 000- $149, 999

$150, 000- $174, 999

$175, 000- $199, 999

$200, 000 plus

Standard Analysis *By* @@8. Wiat is your annual household incone before tax (on average, each year)?

ELCCRTTELCCCEEER e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e v e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATICN ©° STNE °  GNER O o AE 0
0 TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC QD WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ ©
o 0 (A (B ° (Q (D (B (A (Q (A (1) (N° (K (D° (M (N (9 (P (Q (R°
TETERERT R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
o 0 o] o] o] 0
@8. Wiat is your annual household incone before tax (on average, each year)? ° 0 0
0 0 0 0 o] 0
0 85° 37 48° 26 23 15 12 5 1 3° 51 340 3 6 11 17 21 27°
0 698 4% 109 5% 6% 6% 7% 3% 9% 998 6% 598 8% 2% 4% 5% 6% 1098
0 0 B R 0 o R R R N NP
0 0 0 0 o] 0
o 318 157 161° 80 86 73 27 40 2 100 170 148° 8 28 33 45 81 123°
° 2198 15% 3308 16% 21% 2% 15% 27% 9% 2998 20% 2198 22% 11% 11% 14% 23%  45%
0 0 B AR EQ E OF E3 F oo ° ® @® MR @® NPR MPQ
0 0 0 0 0 0
° 237° 150 87° 57 68 34 40 21 6 1 100 134 103° 3 41 42 39 69 43°
° 1504 14% 1898 11% 16% 15% 22% 14% 26% 9% 2998 16% 1598 8% 16% 13% 12% 20%  16%
0 ° ° DR C FJ CE J CE@ 0 Q Q cP °
0 o] 0 0 0 0
° 249° 192 57° 97 65 28 24 23 4 5 3° 134 115° 9 57 59 62 43 190
o 169 18% 1298 20% 16% 12% 13% 16% 17%  45% 9% 16% 1698 25% 23% 19% 20% 12% 798
0 0 B ~ E C 0 ° R R @R @R MR MPQ
0 o] o o o 0
o 157° 123 340 57 40 21 18 14 3 2 20 96 61° 3 37 42 39 29 7°
° 108  12% 7% 11% 10% 9% 10% 10% 13% 18% 698 11% 9% 8% 15% 13% 12% 8% 3%
0 0 B R 0 0 R @ R NR NPQ
o] 0 0 0 0 0
° 124° 113 11° 47 28 13 20 11 3 20 71 53° 2 25 47 35 11 40
° 8%8 11% 29% 9% % 6% 11% 8% 13% 698 8% 8% 6% 10% 15% 11% 3% 19
0 ° B A F E ° 0 ®R X® R NP NP
0 0 0 0 0 0
o 440 38 6° 19 10 6 5 3 1 °o 27 17° 1 3 13 12 14 1°
° 3% 4% 198 4% 2% 3% 3% 2% 4% 0 3% 298 3% 1% 4% 4% 4% 098
0 ° B ~ 0 ° fe0) R R R CPQ
0 0 0 0 0 0
0 320 29 3° 11 10 3 4 4 0 15 17° 1 7 7 10 7 0
0 29% 3% 198 2% 2% 1% 2% 3% ° 2% 2% 3% 3% 2% 3% 2% 0
0 0 B N 0 0 o
0 0 0 0 1] 0
° 440 38 6° 24 5 7 5 1 2 0 25 19°0 1 10 11 13 8 1°
° 3% 4% 19 5% 1% 3% 3% 1% 9% 0 3% 3% 3% 4% 4% 4% 2% 098
° ° B AR DG Co C O ° R R R ___R_ NP Q
ELTITITEITTNLRTERERT R TER R TR e e e e e e e e e e e e e e e e e e et e e e e e e e e e e rer e e e et e e e e e e e e e e e e e e e
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TABLE 76 (CQONT.)
PAGE 104

RESPONDENTS

Not sure

Rather not say

TOTALS

Standard Analysis *By* @@8. Wiat is your annual household incone before tax (on average, each year)?

ELCLLTTELCCCEEER T e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e r e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e »
0 o LOCATICN ©° SINE 9 GNER O AE 0
0 TERLREEREE e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e et e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NI TAS ° Mle Fermale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (KB (1) (N° (K (D° (M (N (9 (P (Q (R?°
TRCERERTER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 1009%
0 0 o o o 0
@8. Wiat is your annual household incone before tax (on average, each year)? ° 0 0
o 0 0 0 0 0
° 320 25 7° 9 11 5 4 2 10 13 19° 1 6 5 3 8 9
0 2% 2% 19 2% 3% 2% 2% 1% 398 2% 3% 3% 2% 2% 1% 2% 398
0 0 o o 0
o 0 o o 0 R P.(;
o 214° 148 66° 70 69 26 20 22 2 2 3° 103 1110 4 29 42 41 56 420
0 149% 14% 149% 14% 17% 11% 11% 15% 9% 18% 9% 12% 16% 11% 12% 13% 13% 16% 159%
o 0 0 o L I,(J 0
0 o] 0 0 0 0
° 1536° 1050 486° 497 415 231 179 146 23 11 340 839 697° 36 249 312 316 347  276°
o]

10098 100% 10098 100% 100% 100% 100% 100% 100% 100% 10098 100% 1009 100% 100% 100% 100%  100% 10098

ELCLDETERTLLTEEER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e et e e e e e e e e e e e e e e e e e e e e e e e e e e e e i
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TABLE 77 Standard Analysis *BY* @9. And finally, which of the following best describes your approach to your household budget?
PACE 105
BB B e e e e reireieiinin-
0 o LOCATION ° STAE °  GNER O AE 0
° TERLREEREE e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
° Total® Mtro Regional® NSW MC Q@D WA SA ACT NT TAS ° Mle Fenale® 18-24 25-34 35-44 45-54 55-64 65+ °
o 0 (A (B _° (Q (D (B (A (Q (A (1 (N° (K (D° (M (N (O (A (Q (R°
TETEREETER R e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e
RESPONDENTS ° 1536° 1050 486° 497 415 231 179 146 23* 11* 34° 839 697° 36 249 312 316 347 276°
° 1009 100% 1009 100% 100% 100% 100% 100% 100% 100% 1009 100% 10098 100% 100% 100% 100% 100% 10098
0 0 0 o o 0
@9. And finally, which of the follow ng best describes your approach to your household budget? 0 ° 0
o 0 o 0 0
Putting off big o 287° 193 940 7 80 55 42 18 6 2 7° 157 1300 10 60 64 51 60 420
purchases (e.g. new® 1998  18% 199 15% 19% 24% 23% 12% 26% 18% 2198 19% 199 28% 24% 21% 16% 17%  15%
car, renovations, ° 0 0 EF G aG EF 0 ° PR N N N
hol i day) 0 0 0 ° ° °
0 0 0 0 0 0
Avoiding purchasing © 318 232 86° 108 92 37 37 28 2 5 e 172 146° 6 77 74 79 44 38°
bigger treats (e.g. °© 2198 22% 1898  22% 22% 16% 21% 19% 9% 45% 2698 21% 219 17% 31% 24% 25% 13% 149
new dress, gadgets) ° ° B R ° ° ®R ® @R NP NP
0 0 0 0 0 0
Avoi ding purchasing ° 1540 103 51° 57 44 25 11 11 2 1 3° 88 66° 6 27 28 43 26 24°
the smaller treats °© 1098  10% 108 11% 11% 11% 6% 8% 9% 9% 9%  10% 9%  17% 11% 9%  14% 7% 9%
(e.g. fine wine/ 0 ° 0 F C 0 0 Q P °
food, subscriptions ° 0 0 0 ° 0
and nenbershi ps) ° 0 ° ° 0 °
0 0 o 0 o o
®ing for budget ° 360° 224 136° 122 91 57 37 38 7 1 ° 169 191° 8 47 72 67 91 75°
options when ° 239  21% 2808  25% 22% 25% 21% 26% 30% 9% 2198 20% 278 22% 19% 23% 21% 26% 279
shopping for 0 ° B A3 0 L KR ®R N N
essentials 0 ° 0 0 0 °
o] 0 0 0 0 0
None of these, I'm ©  417° 298 1190 133 108 57 52 51 6 2 8° 253 164° 6 38 74 76 126 97°
not changing ny ° 27% 28% 249% 27% 26% 25% 29% 35% 26% 18% 249%8  30% 24% 17% 15% 24% 24% 36%  35%
spending at the ° ° ° G G CE 0 L K @R PR NR NR MNP MNP
nnnent 0 0 0 0 0 o
0 0 0 0 0 0
TOTALS ° 1536° 1050 486° 497 415 231 179 146 23 11 34° 839 697° 36 249 312 316 347 276°
o 1009 100% __ 1009% 100% 100% 100% 100% 100% 100% 100% 10098 100% 10098 100% 100% 100% 100% 100% 100%
ENTITTTENTERLRTER TR TR e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e rer b e e e e et e e e e e e e e e e e e e e e e e e ren e va
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