
Northern Gas Network
Customer Perceptions Research

V11

Wave 4 – 2024
Fieldwork: January 2024 – Report February 2024
Don Nguyen
Tel +44 (0)20 8742 2211  |  don.nguyen@accent-mr.com 
Feb 2024



Background & objectives

Northern Gas Networks (NGN), operating within a regulated environment, is currently in the third 
year of its five-year business plan (2021-2026). To assess the impact of external events and market 
changes on stakeholder perceptions, NGN has partnered with Accent to conduct ongoing research.

Building on an initial baseline study conducted by Accent in December 2020-January 2021, 
subsequent waves of research were carried out in December 2021-January 2022 (Wave 2) and 
December 2022-January 2023 (Wave 3). These studies tracked evolving customer attitudes and 
preferences. 

The next wave of research, scheduled for December 2023-January 2024 (Wave 4), will not only 
monitor ongoing changes but also provide crucial insights for shaping NGN's business plan 
submissions for the upcoming Riio-3 period (2026-2031).

Background

Objectives

Main objectives/ what we covered:
• Awareness of NGN
• Customer priorities
• Sustainability commitments
• Energy use/ future of energy Hydrogen
• Vulnerability support & recruitment
• Dealing with complaints
• Safety maintenance
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1,403 CUSTOMERS

̶ 1,167 domestic customers

̶ 236 business customers 

A DUAL APPROACH was used to provide the sample of NGN customers:

̶ Online panel using Dynata (n=1,303) 

̶ Face-to-face interviewing at customer’s doorstep (n=100) to capture 
the views of those underrepresented on panels (i.e. minority groups, 
older) - £5 cash incentive was offered for those completed the survey

̶ Domestic weighting can be found in the demographic breakdown in 
the appendix. 

̶ Fieldwork wave & label: Jan 21: wave 1, Jan 22: wave 2, Jan 23: Wave 
3, Jan 24: wave 4. 

DOMESTIC CUSTOMER: aged 16+ living in the NGN 
network with a mains gas supply to their property. 
Responsible (jointly or solely) for the household’s energy 
bill

The domestic data is weighted by age and social grade 
profile of the Household Reference Person in the North 
East and Yorkshire and Humberside regions 

BUSINESS CUSTOMER: works for an organisation in the 
NGN network and is responsible for managing the 
organisation’s energy bills

Research methodology NGN DEMOGRAPHIC CLASSIFICATION 
This year we added several new demographic 
classification questions that align with NGN’s 
customers’ classification. This changes the previous age 
band and weighting had to be adjust accordingly.

DIGITALLY DISENGAGED
7% of the domestic customers were digitally 
disengaged (DD). DD participants were either without 
access to the internet, had low confidence in using the 
internet or had not used the internet in the previous 6 
months

All charts show percentages. Percentages may not total 100 due to rounding. Significant at 95% confidence level.
Total data shown is unweighted, domestic data is weighted, business data is unweighted 
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2023 – The cost-of-living crisis continues



Key takeaways 
Awarenes

s

Priorities

Energy Usage

Vulnerability & 

employment 

Customer 

Service

•Overall awareness of NGN increased slightly, but most domestic customers still know little about them.
•Business customers have consistently higher awareness than domestic.

•Keeping bills low remains the top priority for all customers, especially older, low-income, and digitally disengaged.
•Concerns about paying energy bills have decreased overall but remain high for vulnerable customers.
•Access to affordable energy solutions is the top desired sustainability commitment.

•Three in five customers choose to use less energy, mostly driven by vulnerable groups.
•Awareness of future heating technologies varies, with heat pumps most well-known.
•Positive perception of hydrogen declined, with concerns about safety and cost increasing.
•Customers want a say in deciding future heating systems and sources.

•Medical dependence on energy is seen as the most important aspect of vulnerability.
•Non-financial benefits and well-being approach are key factors for attracting employees.

•Permanent resolution of complaints is preferred, even if it takes longer.
•Regular updates within 2-5 days are desired.
•Frequency of maintenance remained unaffected by the cost-of-living crisis.



Prioritise affordability and clear communication: Focus on keeping bills low and promoting energy 
saving methods, especially for vulnerable customers. Communicate transparently about costs and 
future energy options.

Communication about hydrogen cautiously: Acknowledge declining positive perception and 
address safety/cost concerns through education and collaboration.

Empower customers in the energy transition: Give them a voice in choosing future 
heating systems and inform them about options through trusted sources.

Emphasise well-being in employee recruitment: Highlight non-financial benefits and 
commitment to well-being to attract and retain talent.

Improve complaint resolution: While prompt updates are valued, prioritise permanent 
solutions, even if it takes longer.

Remember: Building trust and transparency will be key for NGN to navigate the evolving energy 
landscape and meet customer expectations.

Recommendations
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Awareness of NGN

62%66%

Difficulty paying bills 

Domestic
Wave 

1
Wave 

2
Wave 

3
Wave 

4

Pay without any 
difficulty 66% 53% 44% 49%

Pay with difficulty 33% 46% 55% 48%

Concerns about energy spend 

Domestic
Wave 

1
Wave 

2
Wave 

3
Wave 

4

I am concerned 
about the amount of 
money we spend on 

energy 

68% 85% 90% 88%

Complaint perception

All charts show percentages. Percentages may not total 100 due to rounding. Significant at 95% confidence level 

Who should be involved in deciding which 

areas continue to have a gas supply wave 4

Key Summary – Total

67%

Jan 2021 Jan 2022 Jan 2023

50

48

44

37

34

26

20

10

Citizens

Local government (my council / local
authority)

UK Government

A regulator (i.e. Ofgem)

Experts, such as academics /
researchers

Consumer representatives, such as
Citizen`s Advice or Which?

Businesses

Don`t know

Complaint Timeframe

70%

Jan 2024

25

51

16

3

6

Within 1 working day: I want a swift
response, even if it requires further
action

2-5 working days: A prompt response
and progress updates are important
to me

5-10 working days: While I prefer a
timely resolution, thorough
investigation is acceptable

Longer than 10 working days: I
understand complex issues may
require more time

Don't know/ not sure

40

21

21

18

The complaint is resolved with a
permanent and accurate solution,
even if it takes a bit longer

The complaint is resolved quickly,
even if it takes a few tries to get it
completely right

I'm informed throughout the process
and kept updated on progress, even
if the resolution takes time

I'm treated with respect and
understanding throughout the entire
process

Customers’ situation

60

20

4

3

25

I/we self-ration/ are choosing to
use less energy

I/we are choosing to use energy at
cheaper times of the day

I/we have been moved onto a
prepayment meter

I/we have chosen to move on to a
prepayment meter

None of the above
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Awareness of NGN
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Overall awareness increased slightly 
across all groups 

Business sample continues to have 
more awareness of NGN than domestic

Most of NGN’s Domestic customers 
know ‘nothing’ or at best ‘a little’ about 

NGN



25

49

22

4

Have heard of them but
know nothing about them

Know just a little about
them

Know a fair amount

Know them very well

Awareness of NGN overall

Knowledge of NGN overall

Awareness of NGN - Domestic vs Business

Awareness & knowledge of NGN
Awareness of NGN increased BY 3ppt to 70% (non-sig). Business sample continued to have a better 

awareness and knowledge of the company 

Q23. Had you previously heard of Northern Gas Networks? + Q24. How well do you feel you know NGN and the services it is responsible for? (Both questions are tracking questions) (wave 1 = 1,411; 
Domestic: 1,148; Business 263) (wave 2 = 1,124; Domestic 952, Business: 172) (wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236) 

Knowledge of NGN - Domestic vs Business

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

64 62 66 6879 76 77 80

Jan-21 Jan-22 Jan-23 Jan-24

Domestic

Business

29

28

29

30

56

57

56

51

13

12

13

16

3

3

2

3

Jan-21

Jan-22

Jan-23

Jan-24

Have heard of them but
know nothing about them

Know just a little about
them

Know a fair amount

Know them very well

30

52

15

3

Have heard of them but
know nothing about them

Know just a little about
them

Know a fair amount

Know them very well

Domestic Business

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

) 62%66% 67% 70%

Jan 2021 Jan 2022 Jan 2023 Jan 2024



74

65

74

56

AB

C1

C2

DE

72

66

66

57

AB

C1

C2

DE

67

63

69

52

AB

C1

C2

DE

70

75

61

Total

Male

Female

66

69

62

Total

Male

Female

62

66

59

Total

Male

Female

64

70

64

60

16-29

30-49

50-74

75+

67

69

58

50

16-29

30-49

50-74

75+

Awareness of NGN by age

Awareness of NGN by SEG

Awareness of NGN by gender

Awareness & knowledge of NGN (Domestic only)
Awareness of NGN in subgroups remained similar to the last wave, with little significant differences apart 

from gender. 

Q23. Had you previously heard of Northern Gas Networks? DOMESTIC only (wave 1 Domestic: 1,148; wave 2 Domestic 952; wave 3: Domestic 1,100, wave 4: Domestic: 1,167)

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

68

65

62

59

16-29

30-49

50-74

75+

64

69

59

Total

Male

Female

Sig higher than female

67

65

67

57

AB

C1

C2

DE

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

Awareness of NGN by PSR status 

77

61

Yes

No

67

62

Yes

No

Wave 1 Wave 2 Wave 3

72

64

Yes

No

Jan 2021 Jan 2022 Jan 2023 Jan 2024

70

70

70

68

50

18-24

25-34

35-54

55-74

75+

Jan 2021 Jan 2022 Jan 2023 Jan 2024

New age band definition

Jan 2021 Jan 2022

73

66

Yes

No

Jan 2023 Jan 2024
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Customer priorities
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Lowest bill as possible continued 
to be front of mind when 

customers were asked about 
priorities for NGN to focus on

For social commitments, “Faster, 
cheaper and more efficient gas 

connection” is top commitment for 
both domestic and business 

participants. 



26

24

23

5

2

2

2

2

15

Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe service

Providing help for
those who need it most

Helping the region
meet climate change…

Providing outstanding
customer experience

Supporting a thriving
environment

Creating opportunities
for local people and…

Don`k know

Jan-23

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know

Customer’s uninformed 

priority wave 1

Awareness of NGN by region

Customer’s uninformed 

priority wave 2

Customers’ uninformed priorities - Overall
Keeping bills as low as possible continued to be top priority for the second year running.

Q26. Please rank the following from 1-8 (where 1 is the most important) to indicate which you feel are the most important for NGN to focus on  (wave 1 = 1,411; Domestic: 1,148; Business 263) (wave 
2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236)

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

29

22

18

3

3

3

2

1

18

Providing a reliable
supply of gas

Providing a safe service

Keeping bills as low as
possible

Helping the region
meet climate change…

Providing help for
those who need it most

Supporting a thriving
environment

Providing outstanding
customer experience

Creating opportunities
for local people and…

Don`k know

Jan-21

29

25

21

5

3

2

2

1

12

Providing a reliable
supply of gas

Keeping bills as low as
possible

Providing a safe service

Providing help for
those who need it most

Helping the region
meet climate change…

Providing outstanding
customer experience

Supporting a thriving
environment

Creating opportunities
for local people and…

Don`k know

Jan-22

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

Customer’s uninformed 

priority wave 3

Customer’s uninformed 

priority wave 4

30

26

22

5

4

3

2

2

6

Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe service

Providing help for
those who need it most

Helping the region
meet climate change…

Supporting a thriving
environment by…

Providing outstanding
customer experience

Creating opportunities
for local people and…

Don'k know

Jan-24

Providing a reliable supply 
of gas

Providing a safe service

Keeping bills as low as 
possible

Helping the region meet 
climate change targets

Providing help for those 
who need it most 

Supporting a thriving 
environment

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know

Providing a reliable supply 
of gas

Keeping bills as low as 
possible

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Providing outstanding 
customer experience

Supporting a thriving 
environment

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Supporting a thriving 
environment 

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know



Awareness of NGN by region

Customers’ uninformed priorities by subgroup
Older customers, those in DE or those digitally disengaged are significantly more likely to pick keeping bills 

low as their top priority. Little significant differences by hydrogen awareness & perception. 

Q26. Please rank the following from 1-8 (where 1 is the most important) to indicate which you feel are the most important for NGN to focus on (wave 4: Domestic: 1,167) 

Tr
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n

g 
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o

n
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)

Customers’ uninformed priority wave 4 (Jan 24) - Domestic

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

Age

18-24 25-34 35-54 55-74 75+

Keeping bills as low as possible 27 28 31 30 33

Providing a reliable supply of gas 14 13 26 32 37

Providing a safe service 13 25 18 29 13

Providing help for those who need it most 7 8 7 2 5

Helping the region meet climate change targets 7 3 6 2 2

Supporting a thriving environment 10 3 3 1 3

Providing outstanding customer experience 2 3 2 1 4

Creating opportunities for local people and businesses 4 5 1 1

Don’t know 17 13 6 1 2

SEG

AB C1 C2 DE

Keeping bills as low as possible 21 28 33 42

Providing a reliable supply of gas 31 26 25 18

Providing a safe service 25 26 21 19

Providing help for those who need it most 4 4 6 7

Helping the region meet climate change targets 4 3 6 2

Supporting a thriving environment 5 3 2 1

Providing outstanding customer experience 2 2 1 2

Creating opportunities for local people and businesses 2 3 1 1

Don’t know 7 5 6 8

Hydrogen awareness Pro-hydrogen

Yes No Yes No

Keeping bills as low as possible 28 32 25 37

Providing a reliable supply of gas 26 24 26 24

Providing a safe service 27 20 25 18

Providing help for those who need it most 5 8 7 8

Helping the region meet climate change targets 3 4 4 5

Providing outstanding customer experience 3 3 4

Supporting a thriving environment 1 3 2 4

Creating opportunities for local people and businesses 2 2 2 2

Don’t know 5 4 6 2

Digital status Bills

Digitally 

disengaged
Online

Pay without 

difficulty

Constant 

struggle / fall 

behind

Keeping bills as low as possible 50 29 25 35

Providing a reliable supply of gas 19 26 30 19

Providing a safe service 12 23 26 16

Providing help for those who need it most 10 5 4 8

Helping the region meet climate change targets 2 4 4 4

Providing outstanding customer experience 3 3 2

Supporting a thriving environment 4 2 2 3

Creating opportunities for local people and businesses 2 2 2

Don’t know 4 6 4 11

Sig higher/lower than at least one attribute in 
the same category at 95% confidence levels



25

24

23

5

2

2

2

2

16

25

22

19

4

4

4

3

3

17

Keeping bills as low
as possible

Providing a reliable
supply of gas

Providing a safe
service

Providing help for
those who need it…

Helping the region
meet climate…

Providing
outstanding…

Supporting a thriving
environment

Creating
opportunities for…

Don`k know

Domestic Business

Customer’s uninformed 

priority (Jan 21)

Awareness of NGN by region

Customer’s uninformed 

priority (Jan 22)

Customers’ uninformed priority - by Business and Domestic
Keeping bills low was the top uninformed priority for both business and domestic customers in wave 4, 

30% of each group voting this as most important for NGN to focus on.   

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

30

22

18

3

3

3

2

2

17

26

23

16

5

3

3

2

0

22

Providing a reliable
supply of gas

Providing a safe
service

Keeping bills as low
as possible

Helping the region
meet climate…

Providing help for
those who need it…

Supporting a thriving
environment

Providing
outstanding…

Creating
opportunities for…

Don`k know

Domestic Business

27

26

20

5

4

1

3

1

15

30

21

20

6

3

3

4

2

11

Providing a reliable
supply of gas

Keeping bills as low as
possible

Providing a safe
service

Providing help for
those who need it…

Helping the region
meet climate…

Providing outstanding
customer experience

Supporting a thriving
environment

Creating
opportunities for…

Don`k know

Domestic Business

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

Q26. Please rank the following from 1-8 (where 1 is the most important) to indicate which you feel are the most important for NGN to focus on  (wave 1 = 1,411; Domestic: 1,148; Business 263) (wave 2 
= 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236 )

Customer’s uninformed 

priority (Jan 23)

Customer’s uninformed 

priority (Jan 24)

30

26

22

5

4

3

2

2

6

30

27

19

7

3

3

3

2

6

Keeping bills as low
as possible

Providing a reliable
supply of gas

Providing a safe
service

Providing help for
those who need it…

Helping the region
meet climate…

Supporting a thriving
environment by…

Providing
outstanding…

Creating
opportunities for…

Don'k know

Domestic Business

Providing a reliable supply 
of gas

Providing a safe service

Keeping bills as low as 
possible

Helping the region meet 
climate change targets

Providing help for those 
who need it most 

Supporting a thriving 
environment

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know

Providing a reliable supply 
of gas

Keeping bills as low as 
possible

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Providing outstanding 
customer experience

Supporting a thriving 
environment

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Supporting a thriving 
environment 

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know



Awareness of NGN by region

Customers’ informed priority - Overall
For the last 3 years, informed priorities saw keeping bills as low as possible remained at the top of the 

priority list. 

Q48. We would like you to take another look at the business areas we showed you earlier, having learned more about NGN.  Please rank them from 1-7 (where 1 is the most important) to indicate which 
you feel are the most important for NGN to focus on from 2021 to 2026. (wave 1 = 1,411; Domestic: 1,148; Business 263) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, 
Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236)

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

22

20

18

8

3

2

1

0

25

Providing a reliable
supply of gas

Keeping bills as low
as possible

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Supporting a thriving
environment

Providing
outstanding…

Creating
opportunities for…

Don`k know

Jan-21

41

22

16

8

5

1

1

1

6

Keeping bills as low
as possible

Providing a reliable
supply of gas

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Providing
outstanding…

Supporting a thriving
environment by…

Creating
opportunities for…

Don`k know

Jan-22

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

46

20

16

8

4

1

1

0

5

Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Providing outstanding
customer experience

Supporting a thriving
environment by…

Creating opportunities
for local people and…

Don`k know

Jan-23

Customer’s informed priority 

(Jan 21)

Customer’s informed priority 

(Jan 22)

Customer’s informed priority 

(Jan 23)

Customer’s informed priority 

(Jan 24)

43

20

17

10

3

1

1

0

3

Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Providing outstanding
customer experience

Supporting a thriving
environment by…

Creating opportunities
for local people and…

Don'k know

Jan-24

Providing a reliable supply 
of gas

Keeping bills as low as 
possible

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most 

Supporting a thriving 
environment

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know



Awareness of NGN by region

Customers’ informed priorities by subgroup
While cost remained the top priority for most, younger customers placed more emphasis on environmental factors, 

while older customers prioritised a reliable gas supply. Customers who consistently paid their bills without difficulty 

were more likely to value reliability and safety over other factors.
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n
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)

Customers’ informed priority wave 4 (Jan 24) - Domestic

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

Age

18-24 25-34 35-54 55-74 75+

Keeping bills as low as possible 34 48 43 42 47

Providing a reliable supply of gas 9 15 17 28 24

Providing a safe service 12 15 17 21 14

Helping the region meet climate change targets 23 15 10 5 9

Providing help for those who need it most 9 3 6 2 1

Providing outstanding customer experience 1 2 1 0 3

Supporting a thriving environment 4 1 0 1 2

Creating opportunities for local people and businesses 0 0

Don’t know 9 2 4 2 1

SEG

AB C1 C2 DE

Keeping bills as low as possible 35 41 43 57

Providing a reliable supply of gas 26 21 23 11

Providing a safe service 21 17 12 17

Helping the region meet climate change targets 10 11 14 5

Providing help for those who need it most 4 3 4 4

Providing outstanding customer experience 2 1 1 1

Supporting a thriving environment 1 2 0 0

Creating opportunities for local people and businesses 0 0

Don’t know 1 4 2 6

PSR On benefit

On PSR Not on PSR Yes No

Keeping bills as low as possible 44 43 44 43

Providing a reliable supply of gas 22 20 15 22

Providing a safe service 18 17 17 18

Helping the region meet climate change targets 10 10 12 10

Providing help for those who need it most 2 4 5 3

Providing outstanding customer experience 1 1 1 1

Supporting a thriving environment 1 1 1 1

Creating opportunities for local people and businesses 0 0

Don’t know 2 3 4 2

Digital status Bills

Digitally 

disengaged
Online

Pay without 

difficulty

Constant 

struggle / fall 

behind

Keeping bills as low as possible 52 42 36 50

Providing a reliable supply of gas 17 21 26 11

Providing a safe service 17 17 20 12

Helping the region meet climate change targets 7 11 9 16

Providing help for those who need it most 3 3 3 6

Providing outstanding customer experience 2 1 1 4

Supporting a thriving environment 1 1 1

Creating opportunities for local people and businesses 0 0

Don’t know 3 2 2

Sig higher/lower than at least one attribute in 
the same category at 95% confidence levels

Q48. We would like you to take another look at the business areas we showed you earlier, having learned more about NGN.  Please rank them 
from 1-7 (where 1 is the most important) to indicate which you feel are the most important for NGN to focus on from 2021 to 2026. 



Awareness of NGN by region

Customers’ informed priority - by Business and Domestic
Keeping bills as low as possible remained the top informed priority for both the Domestic and Business 

sample, followed by Providing a reliable supply of gas

Q48. We would like you to take another look at the business areas we showed you earlier, having learned more about NGN.  Please rank them from 1-7 (where 1 is the most important) to indicate which 
you feel are the most important for NGN to focus on from 2021 to 2026. (wave 1 = 1,411; Domestic: 1,148; Business 263) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, 
Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236)
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Providing a reliable
supply of gas

Keeping bills as low as
possible

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Supporting a thriving
environment

Providing outstanding
customer experience

Creating
opportunities for…

Don`k know

Domestic Business
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Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Providing outstanding
customer experience

Supporting a thriving
environment by…

Creating
opportunities for…

Don`k know

Domestic Business
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Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe service

Helping the region
meet climate change…

Providing help for
those who need it…

Providing outstanding
customer experience

Supporting a thriving
environment by…

Creating opportunities
for local people and…

Don`k know

Domestic Business

Customer’s informed priority 

(Jan 21)

Customer’s informed priority 

(Jan 22)

Customer’s informed priority 

(Jan 23)

Customer’s informed priority 

(Jan 24)
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Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe service

Helping the region
meet climate change…

Providing help for
those who need it…

Providing outstanding
customer experience

Supporting a thriving
environment by…

Creating opportunities
for local people and…

Don'k know

Domestic Business

Providing a reliable supply 
of gas

Keeping bills as low as 
possible

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most 

Supporting a thriving 
environment

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know



Uninformed vs Informed 

priority (Jan 21)

Awareness of NGN by region

Uninformed vs Informed 

priority (Jan 22)

Comparing customers’ informed priority - Overall
Similar to previous waves, concerns about keeping bills as low as possible in January 2024 went up 

significantly once customers found out more about NGN.  

Q26. Please rank the following from 1-8 (where 1 is the most important) to indicate which you feel are the most important for NGN to focus on (wave 1: 1,411, wave 2: 1,124, wave 3: 1,355, wave 4: 
1,403 ) Q48. We would like you to take another look at the business areas we showed you earlier, having learned more about NGN. Please rank them from 1-7 (where 1 is the most important) to indicate 
which you feel are the most important for NGN to focus on from 2021 to 2026. (wave 1: 1,411, wave 2: 1,124, wave 3: 1,355, wave 4: 1,403) 
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Providing a reliable
supply of gas

Keeping bills as low
as possible

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Supporting a thriving
environment

Providing
outstanding…

Creating
opportunities for…

Don`k know

Uninformed Informed
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Keeping bills as low
as possible

Providing a reliable
supply of gas

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Providing
outstanding…

Supporting a thriving
environment by…

Creating
opportunities for…

Don`k know

Uninformed Informed
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Uninformed vs Informed 

priority (Jan 23)

26

24

23

2

5

2

2

2

15

46

20

16

8

4

1

1

0

5

Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe
service

Helping the region
meet climate…

Providing help for
those who need it…

Providing outstanding
customer experience

Supporting a thriving
environment by…

Creating opportunities
for local people and…

Don`k know

Uninformed Informed

Uninformed vs Informed 

priority (Jan 24)
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Keeping bills as low as
possible

Providing a reliable
supply of gas

Providing a safe
service

Providing help for
those who need it…

Helping the region
meet climate…

Supporting a thriving
environment by…

Providing outstanding
customer experience

Creating opportunities
for local people and…

Don't know

Uninformed Informed

Providing a reliable supply 
of gas

Keeping bills as low as 
possible

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most 

Supporting a thriving 
environment

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment 

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Helping the region meet 
climate change targets

Providing help for those 
who need it most

Providing outstanding 
customer experience

Supporting a thriving 
environment

Creating opportunities for 
local people and businesses

Don’t know

Keeping bills as low as 
possible

Providing a reliable supply 
of gas

Providing a safe service

Providing help for those 
who need it most

Helping the region meet 
climate change targets

Supporting a thriving 
environment 

Providing outstanding 
customer experience

Creating opportunities for 
local people and businesses

Don’t know
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Faster, cheaper, more efficient gas…

Reducing the average time taken to…

Providing in-depth support to more…

Resolving customer complaints more…

Tackling gas theft to increase…

Bringing net zero to life for customers…

Expanding roll-out of Carbon…

Accelerating the reduction of NGN's…

Increasing awareness and…

Joining forces with local authorities to…

Voluntarily enhancing compensation…

Improve access to fair employment…

Stretching targets to ensure the…
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Faster, cheaper, more efficient gas…

Reducing the average time taken to…

Providing in-depth support to more…

Resolving customer complaints more…

Tackling gas theft to increase…

Bringing net zero to life for customers…

Expanding roll-out of Carbon…

Accelerating the reduction of NGN's…

Increasing awareness and…

Joining forces with local authorities to…

Voluntarily enhancing compensation…

Improve access to fair employment…

Stretching targets to ensure the…

Social commitments 
Faster, cheaper and more efficient gas connection is top community commitment for both Domestic and 

business participants. Business customers were more likely to pick industry leading customer satisfaction 

score as an area for NGN to focus on

Q26b. Please rank the following to indicate which you feel are the most important for NGN to focus on: wave 4: 1,403, Domestic: 1,167, Business: 236 New question in wave 4
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Social & community commitments
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1
1
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Faster, cheaper, more efficient gas…

Reducing the average time taken to…

Providing in-depth support to more…

Resolving customer complaints more…

Tackling gas theft to increase…

Bringing net zero to life for customers…

Expanding roll-out of Carbon…

Accelerating the reduction of NGN's…

Increasing awareness and…

Joining forces with local authorities to…

Voluntarily enhancing compensation…

Improve access to fair employment…

Stretching targets to ensure the…

Faster, cheaper, more efficient gas connections process

Industry leading 1- and 2-hour emergency response to gas escapes

Reducing the average time taken to restore gas supplies after unplanned interruptions

Expanding the focus on reducing gas leaks from the gas network

Providing in-depth support to more customers in fuel poverty

Enhancing a Hardship Fund and grass roots projects to help people who are struggling

Resolving customer complaints more quickly

Spend and invest sustainability

Tackling gas theft to increase customer safety and collect money owed

Making the case for a wider blending of green gasses such as hydrogen throughout the UK

Bringing net zero to life for customers with more awareness raising and education

Collaborating with regional utilities to provide joined-up support during severe weather incidents

Expanding roll-out of Carbon Monoxide awareness campaigns

Industry leading customer satisfaction scores

Accelerating the reduction of NGN's own business carbon footprint

Planting more trees to promote biodiversity and air quality in our communities

Increasing awareness and membership of the Priority Services Register

Upskilling more of the supply chain to become sustainable through training and tools

Joining forces with local authorities to develop local energy plans that drive net zero action

Reducing the time taken to reinstate land after our works and excavations

Voluntarily enhancing compensation payments when services fail guaranteed standards

Decarbonisation of the vehicle fleet to ultra-low emission or hybrid

Improve access to fair employment through apprenticeships

Expanding paid volunteering days for colleagues in local communities every year

Stretching targets to ensure the workforce better reflects the diversity of communities

Support colleagues' wellbeing through training and support

Total BusinessDomestic
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Faster, cheaper, more efficient gas…

Industry leading 1- and 2-hour…

Resolving customer complaints more…

Spend and invest sustainability

Tackling gas theft to increase…

Making the case for a wider blending…

Accelerating the reduction of NGN's…

Bringing net zero to life for customers…

Planting more trees to promote…

Upskilling more of the supply chain to…

Decarbonisation of the vehicle fleet to…

Voluntarily enhancing compensation…

Stretching targets to ensure the…

Social commitments - Domestic 
Within the domestic sample and among top commitments, little significant differences can be seen among 

age, gender and social grades. Those struggle financially were significantly more likely to pick reducing the 

average time taken to restore gas supply after unplanned interruptions

Q26b. Please rank the following to indicate which you feel are the most important for NGN to focus on: Domestic: 1,167  New question in wave 4

N
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Social & community commitments - Domestic

Faster, cheaper, more efficient gas connections process

Reducing the average time taken to restore gas supplies after unplanned interruptions

Industry leading 1- and 2-hour emergency response to gas escapes

Expanding the focus on reducing gas leaks from the gas network

Resolving customer complaints more quickly

Providing in-depth support to more customers in fuel poverty

Spend and invest sustainability

Enhancing a Hardship Fund and grass roots projects to help people who are struggling

Tackling gas theft to increase customer safety and collect money owed

Collaborating with regional utilities to provide joined-up support during severe weather incidents

Making the case for a wider blending of green gasses such as hydrogen throughout the UK

Expanding roll-out of Carbon Monoxide awareness campaigns

Accelerating the reduction of NGN's own business carbon footprint

Joining forces with local authorities to develop local energy plans that drive net zero action

Bringing net zero to life for customers with more awareness raising and education

Industry leading customer satisfaction scores

Planting more trees to promote biodiversity and air quality in our communities

Increasing awareness and membership of the Priority Services Register

Upskilling more of the supply chain to become sustainable through training and tools

Reducing the time taken to reinstate land after our works and excavations

Decarbonisation of the vehicle fleet to ultra-low emission or hybrid

Improve access to fair employment through apprenticeships

Voluntarily enhancing compensation payments when services fail guaranteed standards

Expanding paid volunteering days for colleagues in local communities every year

Stretching targets to ensure the workforce better reflects the diversity of communities

Support colleagues' wellbeing through training and support Domestic

Customers who are digitally engaged, 
use a pre-payment meter, and are 
not white are more likely to prefer a 
"Faster, cheaper, and more efficient 
gas connections process."

Customers who pay their bills 
without difficulty and are not 
financially struggling are more likely 
to prefer a "Reduction in the average 
time taken to restore gas supplies 
after unplanned interruptions."

Customers who are 75 years old or 
older and in the ABC1 social class are 
more likely to prefer "Industry-leading 
1- and 2-hour emergency response to 
gas escapes."

Customers who are digitally 
disengaged, use a pre-payment 
meter, and receive benefits are more 
likely to prefer "Providing in-depth 
support to more customers in fuel 
poverty."
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Energy use and concerns
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For vulnerable customers, especially 
those who struggled financially, saving 

energy continued to be the trend

However, concerns about how much 
customers spend on energy had 

decreased

Worries about paying energy bills 
continued to be high across the board



Situation with paying your energy bill - overall Domestic

Paying energy bills
In wave 4 (Jan 2024), the proportion of domestic customers who reported paying their energy bills without 

difficulty increased significantly from 44% to 49%. While nearly half of the participants still said they paid with 

difficulty, this increase is a positive trend.
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Business

Overall Jan 21 Jan 22 Jan 23 Jan 24

Pay without any 
difficulties 67% 58% 48% 49%

Pay with difficulties 30% 40% 50% 48%

Domestic Jan 21 Jan 22 Jan 23 Jan 24

Pay without any 
difficulties 66% 53% 44% 49%

Pay with difficulties 33% 46% 55% 51%

Business Jan 21 Jan 22 Jan 23 Jan 24

Pay without any 
difficulties 69% 58% 48% 49%

Pay with difficulties 19% 35% 43% 41%
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Q55. Which one of the following statements best describes your situation with paying your energy bill? (Tracking question) (wave 1 = 1,411; Domestic: 1,148; Business 263) (wave 2 = 1,124; Domestic 
952, Business: 172; wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236)

49

33

11

2

2

3

I/we pay our energy bills without any
difficulties

I/we pay our energy bills, but it is a
struggle from time to time

I/we pay our energy bills, but it is a
constant struggle

I/we sometimes fall behind with our
energy bills

I am/we are having real financial
problems and often fall behind with

our energy bills

Don't know

Situation with paying your energy bill - overall
Jan-24



Concerned about energy usage & cost
While the proportion of customers reported being concerned about energy cost was still high, there had 

been a reduction in the percentage that worried about energy and how much energy they consumed

Q27r1. How much do you agree or disagree with the following statements? (Tracking question) (wave 1 = 1,411; Domestic: 1,148; Business 263) (wave 2 = 1,124; Domestic 952, Business: 172) wave 3= 
1,355, Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236)
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Agreement about energy usage and cost - Top 2 box agreement

I am concerned about the amount of money we 
spend on energy 
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68%

85%

91%

88%

68%

85%

90%
89%

69%

86%

93%

88%

Jan-21 Jan-22 Jan-23 Jan-24

Total Domestic Business

53%

44%
40%

49%

61%

47%

36%

47%

23%

51%

65%

59%

Jan-21 Jan-22 Jan-23 Jan-24

Total Domestic Business

Our household/business uses more energy now 
than we did last year

I am more worried now about the energy that 
I use now than last year

46%

77%

84%

73%

48%

77%
82%

71%

42%

77%

92%

78%

Jan-21 Jan-22 Jan-23 Jan-24

Total Domestic Business
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I/we self-ration/ are choosing to use
less energy

I/we are choosing to use energy at
cheaper times of the day

I/we have been moved onto a
prepayment meter

I/we have chosen to move on to a
prepayment meter

None of the above

63

19

3

2

23

I/we self-ration/ are choosing to use
less energy

I/we are choosing to use energy at
cheaper times of the day

I/we have been moved onto a
prepayment meter

I/we have chosen to move on to a
prepayment meter

None of the above

Impact of energy crisis
Overall, 3 out of 5 reported choosing to use less energy – followed by 20% reported they use energy at 

cheaper times of the day. 

Q55a. Do any of the following apply to you? wave 4: 1,403, Domestic: 1,167, Business: 236 New question in wave 3 – added option in wave 4
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Customers’ solution 
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I/we self-ration/ are choosing to use
less energy

I/we are choosing to use energy at
cheaper times of the day

I/we have been moved onto a
prepayment meter

I/we have chosen to move on to a
prepayment meter

None of the above

Total BusinessDomestic



Impact of energy crisis  - in subgroups
Vulnerable customers such as those who struggled to pay their bills and those in lower social grades were 

significantly more likely to have altered their energy usage & method to save money 

Q55a. Do any of the following apply to you? wave 3= 1,355, Domestic 1,100, Business 255 New question in wave 3 – added option in wave 4
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Customers’ solution 

Age SEG Gender

Domestic 18-24 25-34 35-54 55-74 75+ AB C1 C2 DE Male Female

I/we self-ration/ are choosing to use 
less energy

63 49 59 60 69 63 58 63 60 70 58 66

I/we are choosing to use energy at 
cheaper times of the day

19 32 22 21 15 11 20 22 17 16 18 20

I/we have been moved onto a 
prepayment meter

3 6 5 3 1 2 3 1 2 5 2 4

I/we have chosen to move on to a 
prepayment meter

2 3 5 3 1 1 2 2 3 3 2 2

None of the above 23 23 21 22 24 34 28 22 22 21 28 20

Digital status Bills Financial hardship Way to pay Ethnicity On benefit

Digitally 
disengaged

Online
Pay without 

difficulty

Struggle 
from time to 

time

Constant 
struggle / 
fall behind

Yes No
Pre-payment 

meter
Direct Debit Credit White Non-White Yes No

I/we self-ration/ are choosing to use 
less energy

63 60 55 66 68 66 55 61 61 58 63 58 65 58

I/we are choosing to use energy at 
cheaper times of the day

6 21 16 28 20 25 16 16 21 23 18 30 22 19

I/we have been moved onto a 
prepayment meter

6 4 1 4 10 6 1 17 2 3 3 3 5 3

I/we have chosen to move on to a 
prepayment meter

2 3 1 2 8 4 1 13 1 2 6 5 2

None of the above 29 24 33 14 12 14 33 13 25 24 24 17 19 27

Sig higher/lower 
than at least one 
attribute in the 
same category at 
95% confidence 
levels
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Sustainability Commitments
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Waste reduction, recycling 
performance, and actions to promote 

low-carbon energy were topics 
customers would like NGN to 

communicate about

Access to affordable energy solutions 
was the top priority commitment for 

both business and domestic 
customers, especially those who 

struggled financially
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Provide access to affordable energy solutions

Ensure our gas pipes and infrastructures are
resilient

Enable affordable, decarbonised heat, power
and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero business
by 2050

Spend and invest responsibly

Manage our land to benefit the environment

Eradicate inequality at all levels of our
organisation

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing
Jan-24
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Provide access to affordable energy
solutions

Ensure our gas pipes and infrastructures
are resilient

Enable affordable, decarbonised heat,
power and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero
business by 2050

Spend and invest responsibly

Manage our land to benefit the
environment

Eradicate inequality

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing
Jan-23
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1

1

Provide access to affordable energy
solutions

Ensure our gas pipes and infrastructures
are resilient

Enable affordable, decarbonised heat,
power and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero
business by 2050

Spend and invest responsibly

Manage our land to benefit the
environment

Eradicate inequality at all levels of our
organisation

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing
Jan-22

NGN’s sustainability commitments - Overall

While Access to affordable energy solutions remained the top priority last year, slightly more focus had 

been shifted to Net Zero this wave 

Q30a1. Please look at the list of commitments and choose the 3 commitments you would most like NGN to prioritise: First commitment) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, 
Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236) New question in wave 2

Please choose the 3 commitments you would most like NGN to prioritise- Top choice

Provide access to affordable energy solutions

Ensure our gas pipes and infrastructures are 
resilient

Enable affordable, decarbonised heat, power 
and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero business by 
2050

Spend and invest responsibly

Manage our land to benefit the environment

Eradicate inequality at all levels of our 
organisation

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing
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Provide access to affordable energy solutions

Ensure our gas pipes and infrastructures are
resilient

Enable affordable, decarbonised heat, power
and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero business
by 2050

Spend and invest responsibly

Manage our land to benefit the environment

Eradicate inequality at all levels of our
organisation

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing
Domestic wave 4
Business wave 4
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Provide access to affordable energy
solutions

Ensure our gas pipes and infrastructures
are resilient

Enable affordable, decarbonised heat,
power and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero
business by 2050

Spend and invest responsibly

Manage our land to benefit the
environment

Eradicate inequality

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing Domestic wave 3

Business wave 3
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Provide access to affordable energy
solutions

Ensure our gas pipes and infrastructures
are resilient

Enable affordable, decarbonised heat,
power and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero
business by 2050

Spend and invest responsibly

Manage our land to benefit the
environment

Eradicate inequality at all levels of our
organisation

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing Domestic wave 2

Business wave 2

NGN’s sustainability commitments - by Business and Domestic
Environmental commitments were relatively similar for both domestic and business customers, however 

business participants were more likely to pick access to affordable energy solutions while domestic 

customers preferred resilient infrastructure

Q30a1. Please look at the list of commitments and choose the 3 commitments you would most like NGN to prioritise: First commitment) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, 
Domestic 1,100, Business 255, wave 4: 1,403, Domestic: 1,167, Business: 236) New question in wave 2

Please choose the 3 commitments you would most like NGN to prioritise- Top choice

Provide access to affordable energy solutions

Ensure our gas pipes and infrastructures are 
resilient

Enable affordable, decarbonised heat, power 
and transport solutions

Produce less waste, and recycle all of it

Eliminate emissions - be a net zero business by 
2050

Spend and invest responsibly

Manage our land to benefit the environment

Eradicate inequality at all levels of our 
organisation

Improve access to fair employment

Reflect the diversity of our communities

Support colleagues' wellbeing
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13

42

40

Don't know

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree

Information on NGN’s sustainability commitments
While there had been a decline, waste reduction and recycling performance remained the top choice, 

followed by actions to promote low carbon energy. Little differences can be seen among the domestic and 

business sample 

Information customers like to know about Northern Gas Networks’ sustainable performance

Q33a. What information would you as a customer like to know about Northern Gas Networks` sustainable performance each year? (wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 1,403, 
Domestic: 1,167, Business: 236) Q33d. How much do you agree or disagree with the following statement? (new question in wave 4)

41

30

25

24

21

19

18

16
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10

8

7

4

3

2

20

32

27

28

19

19

25

26

17

15

9

8

9

8

7

4

16

Waste reduction and recycling…

Actions to promote low carbon energy

Actions to clean up soil and water…

Carbon emissions from gas leakage

How effectively we use and reuse…

Actions to increase the resilience of our…

Environmental incidents associated with…

Actions to promote fair and sustainable…

Carbon emissions from sources other…

Actions to enhance biodiversity

The number of new apprenticeships…

Gender pay gap

Actions to promote diversity, inclusion…

Ethnicity pay gap

The diversity makeup of the business

None of these

Jan-23

Jan-24

Overall
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Waste reduction and recycling performance

Actions to promote low carbon energy

Actions to clean up soil and water pollution present at NGN owned land

Carbon emissions from gas leakage

How effectively we use and reuse materials in our business

Actions to increase the resilience of our infrastructure to climate change

Environmental incidents associated with our works, such as accidental spillages

Actions to promote fair and sustainable purchasing

Carbon emissions from sources other than gas leakage

Actions to enhance biodiversity

The number of new apprenticeships each year

Gender pay gap

Actions to promote diversity, inclusion and belonging

Ethnicity pay gap

The diversity makeup of the business

None of these



Land management 
Less than a third (30%) of all participants thought that the most important aspect of land management for 

NGN is to create condition for wildlife to develop, and a similar proportion voted for maintaining a safe 

site condition
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Perception about land management 

Q33e. Please look at the list of approaches to land management below and choose the 3 approaches you would most like Northern Gas Networks to prioritise: (wave 4: 1,403, Domestic: 1,167, 
Business: 236) New question in wave 4

30

29

18

14

5

31

28

18

15

5

28

32

19

12

6

Creating conditions for wildlife to develop

Maintaining a safe site condition

Keeping maintenance costs to a minimum

Keeping maintenance works to a minimum
(noise, duration, traffic etc)

Maintaining a tidy site appearance

Total

Domestic

Business



NGN environmental responsibility
The majority of customers agreed that NGN should use low and zero emission vehicles – especially 

Business participants

Q33f. How much do you agree or disagree with the following statement? (wave 4: 1,403, Domestic: 1,167, Business: 236) 

NGN environmental responsibility (transport) - Top 2 box   

2

2

1

3

3

1

18

19

15

40

39

45

35

33

36

3

4

1

Total

Domestic

Business

Strongly disagree Disagree

Neither agree nor disagree Agree

Strongly agree Don't know

It is important that large, regulated companies like 
NGN use low and zero emission vehicles
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75%

72%

81%

Top 2 box
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Future Energy & 

Heating system



38

Awareness of hydrogen technology 
remained stable however positive 

perception had declined

Customers wanted the ability to make 
a choice about the type of energy in 

their local area



Awareness of hydrogen
Awareness of hydrogen remained stable in wave 4  with half (50%) of all participants reporting knowledge 

of the technology. No significant differences between Domestic and Business customers 

Q35. Before today, had you heard of hydrogen being used as an alternative gas for heating and cooking in our homes and businesses?– Tracking question (wave 1 = 1,411; Domestic: 1,148; Business 
263) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 711, Domestic 606, Business: 105)

Awareness of hydrogen - Jan 21

28

28

32

66

66

62

6

6

6

Wave 1

Domestic

Business

Yes No Don`t know

Awareness of hydrogen - Jan 22

50

48

48

45

45

48

5

7

3

Wave 2

Domestic

Business

Yes No Don't know
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Awareness of hydrogen - Jan 23

49

48
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45

45

44

6

7

5

Wave 3

Domestic

Business

Yes No Don't know

Awareness of hydrogen - Jan 24

50

50

52

45

45

45

5

5

3

Wave 4

Domestic

Business

Yes No Don't know



Awareness and perception of future technology
Heat pumps continued to have the highest awareness levels of the 4 future technologies. While awareness 

remained relatively stable when compared to previous waves, positive perception had declined significantly 

for Hydrogen boiler and District Heat network

Q35ar1. Which of the following technologies have you heard of? (wave 2 = 1,124, wave 3= 1,355, wave 4: 711) New question in wave 2
Q35B. ASK FOR ALL HEARD OF AT Q35A And what is your perception of the following technologies? (only those who were aware) New question in wave 2

Awareness of future technologies overall Perception of future technologies overall

Aware Jan 22 Jan 23 Jan 24

Hydrogen 
boilers

55% 54% 56%

District heat 
networks

39% 36% 41%

Heat pumps 87% 86% 87%

Hydrogen 
fuelled cars

67% 67% 69%

Very or 
Somewhat 

positive 
Jan 22 Jan 23 Jan 24

Hydrogen 
boilers

52% 50% 44%

District heat 
networks

47% 46% 40%

Heat pumps 39% 40% 37%

Hydrogen 
fuelled cars

46% 48% 46%
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Sig lower 
than the 
previous 
wave



Future of heating and the importance of choice
Despite a decline in agreement, the majority of customers agreed that the way we heat our homes would 

change in the next 10 years and 87% thought it is important to be able to choose the main sources of 

energy.

Q34ar1-r2. How much do you agree or disagree with the following statements? (Tracking question) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 
4: 711, Domestic 606, Business: 105)
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Heating prediction & Energy sources preference - Top 2 box   

The way people in the UK heat their homes and 
business is likely to change in the next 10 years

Tr
ac

ki
n

g 
q

u
es

ti
o

n
(s

)

80%
83%

74%

79%

82%

72%

82%

85%

87%

Jan-22 Jan-23 Jan-24

60%

65%

70%

75%

80%

85%

90%

Total Domestic Business

It is important that I am able to choose the main sources of 
energy that is used in my home/business

84%
86%

87%

84%

87%

87%

73%

79%

87%

Jan-22 Jan-23 Jan-24

60%

65%

70%

75%

80%

85%

90%

Total Domestic Business
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69%

61%

Jan-22 Jan-23 Jan-24
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60%

80%

100%

69% 68%
62%

Jan-22 Jan-23 Jan-24

0%

20%

40%

60%

80%

100%

72% 74%
64%

Jan-22 Jan-23 Jan-24

0%

20%

40%

60%

80%

100%

Perception of hydrogen gas in relation to the environment, safety and transport
While there had been a decline in positive perception about hydrogen as a replacement for natural gas in 

wave 4, over half of all participants agreed this technology would be great if it had lower environmental 

impact and safe & reliable.

Q36r1-ar1. How much do you agree or disagree with the following statements? (Tracking question) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 
4: 692, Domestic:561, Business 131 )
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Support for using hydrogen - Top 2 box   

I think using hydrogen instead of natural gas is a great idea if it has a lower environmental impact
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65%
62%

52%

Jan-22 Jan-23 Jan-24
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65% 62%

53%
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69%

72%

52%

Jan-22 Jan-23 Jan-24

0%

20%

40%
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80%

100%

Total Domestic Business

I think using hydrogen instead of natural gas is a great idea if it is as safe and reliable as natural gas

Total Domestic Business



35% 35% 36%
41%

Jan-21 Jan-22 Jan-23 Jan-24
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40%
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80%

100%

Perception of hydrogen gas in relation to the environment, safety and transport
Concerns with hydrogen has increased last wave for both Domestic and Business customers, while positive 

perception about using hydrogen in transport had decreased slightly  

Q36r2-ar2. How much do you agree or disagree with the following statements? (Tracking question) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 
4: 692, Domestic:561, Business 131)
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Hydrogen in transport & Concerns- Top 2 box   

I think using hydrogen in transport is a good idea
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56% 54% 51%
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I would have some concerns with hydrogen being used in homes and businesses instead of natural gas

Total

34% 33% 36%
41%
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45

53

40

35

30

24

5

40

47

50

44

29

25

27

8

Citizens

Local government (my council / local
authority)

UK Government

A regulator (i.e. Ofgem)

Experts, such as academics / researchers

Businesses

Consumer representatives, such as
Citizen`s Advice or Which?

Don`t know

Business - Jan 23

Business - Jan 24

55

49

40

39

35

23

23

10

53

47

42

37

34

19

27

10

Citizens

Local government (my council / local
authority)

UK Government

A regulator (i.e. Ofgem)

Experts, such as academics / researchers

Businesses

Consumer representatives, such as
Citizen`s Advice or Which?

Don`t know

Domestic - Jan 23

Domestic- Jan 24

Who should be responsible for deciding which areas have a gas supply
About half thought citizens should be involved in deciding which areas continue to have a gas supply, with 

local government continued to be the second most popular option (48%). Little variances can be seen 

among different subgroups. 

Choosing areas to have a gas supply 

55

48

42

40

35

24

23

9

50

48

44

37

34

20

26

10

Citizens

Local government (my council / local
authority)

UK Government

A regulator (i.e. Ofgem)

Experts, such as academics / researchers

Businesses

Consumer representatives, such as Citizen`s
Advice or Which?

Don`t know

Jan-23 Jan-24

Q37a. Who do you think should be involved in deciding which areas continue to have a gas supply, and which areas will not have a gas supply? wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 
692, Domestic:561, Business 131)New question in wave 3

Domestic BusinessOverall
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Decision about having a gas supply
Similar to last wave, the majority of participants (69%) agreed that the decision about the type of heating 

system in their area should be a localised decision, with them having a say in the decision making process 

(75%).

Decision about having a gas supply - (top 2 box agreement) 

Q37br1-r2. How much do you agree or disagree with the following statements? wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 692, Domestic:561, Business 131 New question in wave 3

The final decision about the type of heating systems available in my area should be made at a local level, rather than a national level

I want to have a say in the decision about the type of heating systems available in my area

69% 69%

Jan-23 Jan-24

0%

20%

40%

60%

80%

100%

69% 70%
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28% 30%
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Decision about having a gas supply - (top 2 box agreement) 

Q37br1-r2. How much do you agree or disagree with the following statements? wave 3= 1,355, Domestic 1,100, Business 255, wave 4: 692, Domestic:561, Business 131 New question in wave 3

I am content to leave the decision about the type of heating systems available in my area to others who know more about it

The final decision about the type of heating systems available in my areas should be made at a national level

36% 37%

Jan-23 Jan-24

0%

20%

40%

60%

80%

100%

36% 37%

Jan-23 Jan-24

0%

20%

40%

60%

80%

100%

42%

33%

Jan-23 Jan-24

0%

20%

40%

60%

80%

100%

Domestic Business
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Decision about having a gas supply
Similar to previous wave, 3 in 10 agreed that the decision about the type of heating should be made at a 

national level and around a third (37%) thought they should leave this decision to others who know more.



Decision about heating system - (top 2 box agreement) 

Q35b2. When did you last have to make a choice about your heating system? Q35c. If you had to install a new heating system which of the 3 following factors would be most important to you. Wave 
4: 711, Domestic:606, Business 105 New question in wave 4

Heating system at home 
About a quarter of all participants reported having to make a decision about their heating system in the last 2 

years. Cost – including upfront cost, cost of installation and running cost are top of mind when considering a 

new heating system.
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15

18

11
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16
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17

14

12

Within the last year

1-2 years ago

3-5 years ago

6-10 years ago

Over 10 years ago

Unsure

Last have to make a choice about heating system

Total Domestic Business
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42

17

13

8

5

5

5

2

2

1

Upfront cost of the new appliance and
the installation

Cost of installation and running costs
during its life cycle (i.e. 10 years)

Day to day cost of running

Thermal comfort - how warm you will
be able to get your house

Convenience of use

How much of a disruption the
installation will cause

Reliability of service i.e. when you turn
the heating system on, it works…

How much you will need to adapt
other appliances

Reducing Carbon footprint / emissions
reduction

Level of noise of the appliance

Most important aspects of a new heating system 

Total

Upfront cost of the new appliance and the 
installation

Cost of installation and running costs during its 
life cycle (i.e. 10 years)

Day to day cost of running

Thermal comfort - how warm you will be able to 
get your house

Convenience of use

How much of a disruption the installation will 
cause

Reliability of service i.e. when you turn the 
heating system on, it works straight away

How much you will need to adapt other 
appliances

Reducing Carbon footprint / emissions reduction

Level of noise of the appliance



Knowledge about the range of home heating options 

Q35d. If you had to install a new heating system, how informed do you feel about the range of options available to you? Wave 4: 692, Domestic: 561, Business 131 New question in wave 4

Heating system at home – Knowledge 
1 in 5 reported having no knowledge about the range of home heating option – this is particularly more 

noticeable in vulnerable customer groups
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36

33

19

3

8

34

35

21

3

10

47

26

14

3

I feel really informed about the range of
choice available to me

I have some understanding of different
options but would need to do more
research before I make a decision

I know a bit about the different options
available but certainly not enough to

make an informed decision

I have no knowledge about the range of
home heating options

Don't know

How informed do you feel about the range of options 
available 

Total Domestic Business
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18

14

12

10

9

9

9

7

6

4

3

7

My local engineer who services my boiler

Consumer advice groups (i.e. Which?)

Friends/ Family

Google search

Gas Safe Register website & magazine

My energy supplier

Ofgem (the energy regulator)

Government website

Boiler / heating system manufacturers

Other i.e. agencies such as Citizens Advice,
Groundworks, Green Doctors etc

Local authority's / council's website

Don`t know / Not sure

Total

44

35

31

30

28

26

25

20

17

15

7

7

Google search

My energy supplier

My local engineer who services my boiler

Boiler / heating system manufacturers

Friends/ Family

Government website

Consumer advice groups (i.e. Which?)

Gas Safe Register website & magazine

Ofgem (the energy regulator)

Local authority`s / council`s website

Other i.e. agencies such as Citizens Advice,
Groundworks, Green Doctors etc

Don`t know / Not sure

Total

Where to look for information about the options available

Q35e. If you had to install a new heating system, where would you look for information about the options available? Total: 692 Domestic: 561, Business: 131 Q35f. Who would you most trust to 
provide you with this information? Wave 4: 483, Domestic:386, Business 97 New question in wave 4

Heating system at home – Information source and trust 
Internet search is the most popular source of information, followed by energy supplier. 3 in 10 also said they’d 

reach out to their local engineer. Local engineer is the most trusted source, followed by consumer advice 

groups. Younger customers were significantly more likely to trust friends/family. 
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Where to look for information about the options available Who do you trust the most?
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8

44
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31
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18
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10

4

Google search

My energy supplier

My local engineer who services my boiler

Boiler / heating system manufacturers

Friends/ Family

Government website

Consumer advice groups (i.e. Which?)

Gas Safe Register website & magazine

Ofgem (the energy regulator)

Local authority`s / council`s website

Other i.e. agencies such as Citizens Advice,
Groundworks, Green Doctors etc

Don`t know / Not sure

Domestic

Business

Where to look for information about the options available

Heating system at home – Information source and trust – By Domestic and Business

Overall, not much differences can be seen between domestic and business participants. However, business 

customers were more likely to trust their regular engineer
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My local engineer who services my boiler

Consumer advice groups (i.e. Which?)

Friends/ Family

Google search

Gas Safe Register website & magazine

My energy supplier

Ofgem (the energy regulator)

Government website

Boiler / heating system manufacturers

Other i.e. agencies such as Citizens Advice,
Groundworks, Green Doctors etc

Local authority's / council's website

Don`t know / Not sure

Domestic

Business

Where to look for information about the options available Who do you trust the most?

Q35e. If you had to install a new heating system, where would you look for information about the options available? Total: 692 Domestic: 561, Business: 131 Q35f. Who would you most trust to 
provide you with this information? Wave 4: 483, Domestic:386, Business 97 New question in wave 4
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Vulnerability dimensions and initiatives 
Medically dependent on Energy is voted most important aspect of vulnerability for NGN to focus on, with 

older customers gave this option significantly more weight. 

Q38. NGN would like to know which of these categories of vulnerability are personally most important for you. Please rank them in order of importance, with the most important at the top. wave 4: 
1,403, Domestic: 1,167, Business: 236. New question in wave 4
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Medically Dependant on Energy

Financial Hardship

Physical Challenges

Mental Wellbeing

Household composition

Rural vulnerability

Temporary vulnerability

Socio-demographic

Accessibility including language

Cultural

Don't know

Wave 4

Domestic

Business

Prioritising vulnerability dimensions and initiatives – Jan 24
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Recruitment 
Recruitment should focus on non-financial benefits and NGN’s approach to well-being as these were both 

top choices when participants were asked about “employer of choice”. 

Q45a. With "employer of choice" in mind, which of the following influence your decision the most, apart from salary and job description. wave 4: 1,403, Domestic: 1,167, Business: 236. New question in 
wave 4

Recruitment
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36

35

18

6

4

36

34

18

6

5

34

40

18

6

2

Benefits - non financial

The company approach to well being

Being a member of a recognised group ie: Top
Employers, Investor in People

The company approach to inclusion

Other (please say)

Recruitment 

Total Domestic Business



54

Complaints 
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20
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42

22

21

15

The complaint is resolved with a permanent
and accurate solution, even if it takes a bit
longer

The complaint is resolved quickly, even if it
takes a few tries to get it completely right

I'm informed throughout the process and kept
updated on progress, even if the resolution
takes time

I'm treated with respect and understanding
throughout the entire process

Dealing with complaints

Total Domestic Business
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49
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7

25

57

13

3

2

Within 1 working day: I want a swift response,
even if it requires further action

2-5 working days: A prompt response and
progress updates are important to me

5-10 working days: While I prefer a timely
resolution, thorough investigation is acceptable

Longer than 10 working days: I understand
complex issues may require more time

Don't know/ not sure

Complaint - timeframe

Total Domestic Business

Dealing with complaints 
The majority of customers wanted a permanent resolution, even if it takes a bit longer. However, they’d like 

to be kept updated within the 2-5 days timeframe. Business sizes seemed to have an impact of the desire 

length to resolve complaint . 

Complaints

N
ew

 q
u

es
ti

o
n

(s
)

Q47c. Please rank the following statements based on your personal importance.47d. How quickly do you expect us to resolve your complaint? Q47d. Please choose the timeframe that best aligns with 
your ideal scenario. wave 4: 1,403, Domestic: 1,167, Business: 236. New question in wave 4
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Keeping your household 

safe
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Frequency of safety maintenance 
depends on the type of maintenance 
activity. The cost of living crisis does 
not seem to have had a major impact 
on frequency of maintenance. 

However, there is a need for 
strategies to address the disparity in 
gas safety maintenance practices 
based on various demographics.



Safety maintenance actions and impact of the cost-of-living crisis 
Frequency of carrying out maintenance actions remained similar to last wave, the cost of living crisis seemed 

to have little impact on the frequency of undertaking these actions.

Q47r1. How often do you undertake the following maintenance actions, in order to keep you and your household safe?Q47ar4. What impact do you expect the cost-of-living crisis to have on how often 
you undertake the following maintenance actions? wave 4: 1,403, Domestic: 1,167, Business: 236. New options added in wave 4
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Frequency of undertaking maintenance actions

10

45
36

18 20 20 17

70

33 32

14

26 23

35

12 12 13 9

33

12

32

4 5 7 5
12

4 73 5
12

54

8

40

8

Servicing of gas
appliances (boiler,

fire...)

Checking fire and
smoke alarms

Checking carbon
monoxide alarms

Trimming shrubs
and trees near

power lines

Testing electrical
equipment

Checking burglar
alarms

Cleaning and
maintaining gutters

More often than once per year

Once per year

Less often than once per year

Don't know

Not applicable

10 11 12
17 14 18

11

79 82 83

66
77 73 74

9
4 4

15
7 7 11

2 2 2 2 3 2 3

Servicing of gas
appliances (boiler,

fire...)

Checking fire and
smoke alarms

Checking carbon
monoxide alarms

Trimming shrubs
and trees near

power lines

Testing electrical
equipment

Checking burglar
alarms

Cleaning and
maintaining gutters

More often

About the same

Less often

Don't know

Impact of the cost of living crisis



Safety maintenance actions and impact of the cost-of-living crisis – in subgroups 
Younger customers, those not on PSR and non-white are significantly more likely to carry out gas-related 

safety maintenance action less often than once a year, while older customers were less likely to be engaged 

in maintenance activities that are physically demanding. 

Q47r1. How often do you undertake the following maintenance actions, in order to keep you and your household safe?Q47ar4. What impact do you expect the cost-of-living crisis to have on how often 
you undertake the following maintenance actions? wave 4: 1,403, Domestic: 1,167, Business: 236. New options added in wave 4
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Frequency of undertaking maintenance actions – less often than once a year

Sig higher in:
- 25-34 & C1, not on 
PSR, and non-white. 

Sig higher in:
- 18-24 & digitally 
disengaged, those on 
benefit

Sig higher in:
Those not on PSR

Sig higher in:
18-24 & those not on 
PSR

Sig higher in:
Under 34, ABC1, those 
digitally engaged, 
financially struggling, 
non white 

Sig higher in:
Those 35 to 74, 
digitally disengaged, 
not on PSR 

Sig higher in:
75+, ABC1, not on 
PSR, have no difficulty 
paying bills, not on 
benefit.

Servicing of gas 
appliances (boiler, 

fire...)

Checking fire and 
smoke alarms

Checking carbon 
monoxide alarms

Trimming shrubs 
and trees near 

power lines

Testing electrical 
equipment

Checking burglar 
alarms

Cleaning and 
maintaining gutters



Safety maintenance actions and impact of the cost-of-living crisis – in subgroups 
Younger customers and financially struggling individuals were disproportionately less likely to maintain 

safety activities as frequently as before. This suggests  they may require additional support to ensure 

consistent safety maintenance practices.

Q47r1. How often do you undertake the following maintenance actions, in order to keep you and your household safe?Q47ar4. What impact do you expect the cost-of-living crisis to have on how often 
you undertake the following maintenance actions? wave 4: 1,403, Domestic: 1,167, Business: 236. New options added in wave 4
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Impact of the cost of living crisis- Carry out safety activities less often 

Servicing of gas 
appliances (boiler, 

fire...)

Checking fire and 
smoke alarms

Checking carbon 
monoxide alarms

Trimming shrubs 
and trees near 

power lines

Testing electrical 
equipment

Checking burglar 
alarms

Cleaning and 
maintaining gutters

Sig higher in:
- 25-34, not on PSR, 
struggle to pay bills.

Sig higher in:
- 18-24, struggle 
financially, 

Sig higher in:
25-34, male & non-
white

Sig higher in:
18-24

Sig higher in:
Under 34, C1, struggle 
to pay bills, struggle 
financially, on benefit 

Sig higher in:
25-34, struggle to pay 
bills, struggle 
financially,

Sig higher in:
Those struggle to pay 
bills & struggle 
financially
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Appendix and 

demographics



Age

Social Grade

Domestic customer profile (n=1,167)

Location

All charts show percentages. Percentages may not total 100 due to rounding.

Ethnicity

Gender VulnerabilityPostcode area

6

19

12

15

23

16

8

1

18-24

25-34

35-44

45-54

55-64

65-74

75-85

85 or older

20

15

11

10

9

9

7

19

Newcastle (NE)

Leeds (LS)

Bradford (BD)

Hull (HU)

Cleveland (TS)

York (YO)

Wakefield (WF)

Other area

48

51

Male (including
trans man)

Female (including
trans woman)

30%

23%

14%

9%

84%

Physical challenges

Mental wellbeing…

Situational changes

Medical…

Other type of…

31

25

21

23

AB

C1

C2

DE

25

75

On PSR

Not on PSR

10

27

60

Rural

Semi rural

Urban

90%

9%

White

Non-White

Way to pay

Weight 
target

Age Social grade Gender

16-34 30% ABC1 56% Male 49%

35-64 47% C2DE 44% Female 51%

65+ 23%

99%
said gender identity aligned with the sex 

assigned at birth 

14

80

5

1

Pre-payment meter

Direct Debit

Credit

Don't know

36

64

Yes

No

86

12

1

A house or
bungalow
(detached, semi-…

A flat, maisonette
or apartment in a
building that is 5…

A flat maisonette
or apartment in a
building that is 6…

On benefit

Accommodation PSRReligion

51
10

2
1
1
1
0
0

32

Christian

Atheist

Muslim

Hindu

Buddhist

Other

Jewish

Sikh

None

A house or bungalow 
(detached, semi-detached 

or terraced)

A flat, maisonette or 
apartment in a building that 

is 5 storeys high or less

A flat maisonette or 
apartment in a building that 

is 6 storeys high or more

Physical challenges

Mental wellbeing challenges

Situational changes

Medical dependency on energy

Other type of vulnerable

Work from home 

13

10

6

3

67

1

Yes - most days

Yes - several times a…

Yes - once a week or…

Yes - less often than…

No

Prefer not to say

Yes - most days

Yes - several times a week

Yes - once a week or so

Yes - less often than once a 
week

No

Prefer not to say



Business size

Business customer profile (n=255)

All charts show percentages. Percentages may not total 100 due to rounding.

Sector

Postcode area

Location

2

3

3

5

7

9

14

10

9

34

5

1 (Sole trader)

2 to 4

5 to 9

10 to 19

20 - 49

50 - 99

100 - 249

250 - 499

500 - 999

1,000 +

Don't know

19

9

12

6

19

22

3

10

Other area

Bradford (BD)

Cleveland (TS)

Hull (HU)

Leeds (LS)

Newcastle (NE)

Wakefield (WF)

York (YO)

8

22

69

1

Rural

Semi rural

Urban

Don't know

18

14

9

9

6

6

6

6

5

5

5

3

3

1

1

1

1

0

0

Health and social work (including hospitals,…

Education (including schools, universities)

Retail (NOT hairdressing), Wholesale, Motor…

Government & Defence

Construction (including plumbing, painting,…

Information, Telecommunications (including…

Business Admin and support services (including…

Other service activities (including Trade Unions,…

Food, Drink & Tobacco Manufacturers and Other…

Banking, Finance, Insurance

Professional, scientific and technical activities

Transport & Storage (including freight, taxis,…

Hotel, catering, Camp sites, restaurants, cafes,…

Mining, quarrying

Utilities and Energy (including electricity, gas,…

Real estate and property activities

Arts, Recreation, Entertainment (including…

Agriculture, forestry & fishing

Water supply, sewerage and waste management,…

Health and social work (including hospitals, doctors, 
dentists. charities, nursing care)

Education (including schools, universities)

Retail (NOT hairdressing), Wholesale, Motor Trades 
including vehicle repair

Government & Defence

Construction (including plumbing, painting, electrical etc)

Information, Telecommunications (including computer, 
newspaper, radio, TV, news agency, book publishing)

Business Admin and support services (including cleaning, 
gardening, employment agencies, office services)

Other service activities (including Trade Unions, Churches, 
Repair services, Funeral-related services, Hairdressers)

Food, Drink & Tobacco Manufacturers and Other 
Manufacturing

Banking, Finance, Insurance

Professional, scientific and technical activities

Transport & Storage (including freight, taxis, airlines, bus, 
rail and warehousing, post offices)

Hotel, catering, Camp sites, restaurants, cafes, 
accommodation, pubs

Mining, quarrying

Utilities and Energy (including electricity, gas, steam and 
air-conditioning supply)

Real estate and property activities

Arts, Recreation, Entertainment (including Libraries, 
theatres, museums, zoos, sport centres, fitness)

Agriculture, forestry & fishing

Water supply, sewerage and waste management, recycling
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Concerns with hydrogen in subgroups
in January 2024, 41% reported they would have some concerns with hydrogen being used in homes and 

business instead of natural gas. Overall, very little differences can be seen between subgroups. However, 

concerns are more noticeable among those who has physical challenges and those identify as white. 

Q36r2-ar2. How much do you agree or disagree with the following statements? (Tracking question) (wave 2 = 1,124; Domestic 952, Business: 172, wave 3= 1,355, Domestic 1,100, Business 255, wave 
4: 692, Domestic:561, Business 131)

Tr
ac
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)

Hydrogen in transport & Concerns- Top 2 box   

Tr
ac
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n

g 
q

u
es
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o

n
(s

)

I would have some concerns with hydrogen being used in homes and businesses instead of natural gas

Age SEG Gender Digitally disengaged Urban/Rural PSR

18-24 25-34 35-54 55-74 75+ AB C1 C2 DE Male Female
Digitally 

disengaged
Online Rural Semi-rural Urban On PSR

Not on 

PSR/Don't 

know

41 40 40 41 39 35 42 49 37 44 37 55 40 47 44 40 42 40

Bills Financial hardship Vulnerability Way to pay Ethnicity On benefit

Pay without 

difficulty

Struggle from 

time to time

Constant 

struggle / fall 

behind

Yes No
Physical 

challenges

Mental 

wellbeing 

challenges

Situational 

changes

Medical 

dependency 

on energy

Other type of 

vulnerable

Pre-payment 

meter
Direct Debit Credit White Non-White Yes No

39 43 46 44 39 49 41 35 31 40 44 41 41 43 24 45 40

Sig higher/lower 
than at least one 
attribute in the 
same category at 
95% confidence 
levels



Vulnerability dimensions and initiatives – in subgroups 
Medically dependent on Energy is voted most important aspect of vulnerability for NGN to focus on, 

mostly driven by those over 35s, those who pays using DD or credit, and those not on benefit.

Q38. NGN would like to know which of these categories of vulnerability are personally most important for you. Please rank them in order of importance, with the most important at the top. wave 4: 
1,403, Domestic: 1,167, Business: 236. New question in wave 4

Prioritising vulnerability dimensions and initiatives – Jan 24
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Age SEG Gender Digitally disengaged

Total 18-24 25-34 35-54 55-74 75+ AB C1 C2 DE Male Female Digitally disengaged Online

Medically Dependant on Energy 35 18 23 34 45 42 37 37 34 31 34 36 39 34

Financial Hardship 22 30 20 23 20 14 17 22 23 24 23 19 14 22

Physical Challenges 10 5 11 9 10 10 9 8 13 9 9 10 8 10

Mental Wellbeing 8 8 11 9 4 6 6 9 6 10 8 7 16 7

Household composition 5 5 10 3 4 7 7 4 1 10 4 7 5 5

Rural vulnerability 5 3 4 5 4 7 8 3 4 3 4 5 4 5

Temporary vulnerability 3 2 3 4 1 2 3 1 3 3 3 2 3 3

Socio-demographic 3 8 3 4 1 0 3 4 4 0 3 2 1 3

Accessibility including language 3 4 7 2 1 3 3 3 2 4 2 4 4 3

Cultural 2 7 5 1 0 2 2 4 2 2 2

PSR Bills

On PSR

Not on 

PSR/Don't 

know

Pay without 

difficulty

Struggle from 

time to time

Constant 

struggle / fall 

behind

36 35 37 33 29

19 22 21 23 24

12 9 8 11 13

9 7 6 9 10

7 5 5 6 4

3 5 5 4 5

2 3 2 2 2

2 3 3 3 3

4 3 3 2 4

2 2 2 1 3

Financial hardship Way to pay Ethnicity On benefit

Yes No
Pre-payment 

meter
Direct Debit Credit White Non-White Yes No

32 37 22 36 37 36 26 29 36

24 21 20 23 17 22 16 26 20

12 8 13 9 8 9 13 12 9

9 6 10 8 6 7 12 10 7

6 5 8 5 4 6 3 6 5

4 5 4 5 2 5 4 4 5

2 2 4 2 6 3 3 4 2

3 3 2 3 2 3 6 1 4

3 3 6 2 9 2 11 4 2

2 2 5 1 3 2 2 1 2

Medically Dependant on Energy

Financial Hardship

Physical Challenges

Mental Wellbeing

Household composition

Rural vulnerability

Temporary vulnerability

Socio-demographic

Accessibility including language

Cultural

Sig 
higher/lower 
than at least 
one attribute 
in the same 
category at 
95% 
confidence 
levels
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Validation, Verification and Monitoring

Data Verification

 Thoroughly review all questionnaires for completion before analysis.

 Verify the accuracy of frequencies, data tabulations, and raw data.

CAPI Validation

 Validate 10% of face-to-face interviews through a combination of methods 

(telephone, online and SMS).

CATI Validation

 Listen in on 5% of telephone interviews to ensure quality.

Data Validation – All Quantitative Responses

 Subject all interviews to a computer edit with appropriate logic checks to 

enhance data accuracy.

 Subject all responses to a thorough 100% manual edit, conducted by 

trained coders.

 Utilise SPSS for a detailed analysis of standard questions.

Data Monitoring

 Conduct meticulous report edits to ensure data accuracy.

 Identify and rectify missing values.

 Apply forced edits for logical consistency and verify its effectiveness through 

subsequent data runs.

 Develop and present a comprehensive client-approved codeframe for open 

or 'other' questions

Tabulations and Data Outputs Verification

 Perform various checks, including accuracy of tables, abbreviations, base 

size, cross breaks, derived data, subgroups, net totals, weighting, 

frequencies, spelling, and statistical analysis.

Our research is subjected to rigorous quality control 
procedures to ensure accuracy and reliability.

The following information on Quantitative work is available upon request:

The fieldwork method (e.g. in-person, telephone or online, individual or group interviews,
synchronous or asynchronous),
The target group and sample selection methods,
Assessment of sample representation of target population and respective implications,
The sampling method, including size of planned and achieved sample, reasons for differences
in planned and achieved and how any problems in this respect were dealt with,
Response rate where probability samples were used and its definition and calculation method,
Participation rate where non-probability samples were used,
The number of interviewers or moderators, if applicable,
The fieldworker/moderator validation methods, if applicable,
The questionnaires, any visual exhibits or show cards, and other relevant data collection
documents,
The weighting procedures, if applicable,
Any methods statistical analysis used,
The estimating and imputation procedures, if applicable,
The results that are based on subgroups and the number of cases used in subgroup analysis,
Variance and estimates of non-sampling errors or indicators thereof (when probability samples
are used).

Additional Information


