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1 INTRODUCTION & BACKGROUND

In December 2007, Kwest Research was commissioned by The Regenda Group to

carry out an independent and confidential survey of homeowners. This research

follows the previous customer satisfaction survey undertaken by The Regenda

Group in 2004.

The main aims of the 2008 research can be summarised as follows:

To contribute to Best Value requirements

To obtain information on levels of satisfaction with key services and to

identify areas for review and improvement

To compare the views of different subgroups of the population (e.g.

analysis by age, analysis by homeowner type)

To benchmark performance against that of other housing providers

surveyed by Kwest, where possible

To compare performance against the previous survey findings where

possible

To gather demographic information about homeowners

1.1 METHODOLOGY

A postal methodology was adopted for the research, as this is an efficient and

cost-effective way of contacting households and is also in line with STATUS

guidelines. All 1,351 homeowners were invited to take part in the research.

A copy of the questionnaire was mailed to each household, together with an

introductory letter from Kwest and a reply paid envelope for returning completed

forms. All non-respondents received one reminder mailing of the questionnaire.

In order to maximise the level of response, the following strategies were

employed:

Regenda offered a prize draw incentive, giving homeowners who

responded to the survey the chance to win £50 in shopping vouchers
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Translations in a number of minority languages were included with the first

mailing letter, offering assistance in completing the questionnaire

The questionnaire was available in large print

1.2 RESPONSE RATES

After two mailings of the questionnaire, a total of 411 replies were received,

representing a response rate of 30%.  This is average in Kwest’s experience for a 

project of this nature.

Response rates vary with respect to property type, and this information is

displayed in the table below:

Property Type Response

Rate

Bungalow 44%

Flat 33%

House 23%

Table 1 Response Rate By Property Type

1.3 ACCURACY OF THE DATA

The accuracy of data when using 411 replies to measure the views of Regenda’s 

1,351 homeowner households is good at ±4.1%. To explain, an accuracy level of

4.1% means that if 50% of respondents answer “yes” to a yes/no question, then 

we know that between 45.9% and 54.1% of all households would give the same

response, including those who did not return a completed survey form.

The accuracy level broken down by property type is presented below:

Property Type Accuracy

Bungalow ±11.3%

Flat ±5.0%

House ±8.6%

Table 2 Accuracy By Property Type
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1.4 QUESTIONNAIRE DESIGN

The new homeowner version of the STATUS survey (4NC) formed the basis of the

questionnaire, along with a number of additional questions and room for

qualitative feedback on page six of the form. The survey form was printed in two

colours and included The Regenda Group logo and the name of each individual

subsidiary. A copy of the questionnaire is included in Appendix A of this report.

The questionnaire was designed under the following headings:

 Information About Your Household

Your Home, Management & Service Provision

Your Neighbourhood

Contact With Your Association

Repairs & Maintenance

Repair Appointments

Communication & Information

Purchasing Your Property From This Housing Association

Household Costs

Time In Home

 Future Plans

Background Information

Any Other Comments

1.5 PRESENTATION OF FINDINGS

In addition to the overall analysis, to place results into context, the following

graphical analyses have been considered when compiling this report:

Analysis By Type Of Homeowner

Analysis By Age Of Respondent

Analysis By Property Type

Analysis By Time In Home

Analysis By Year Of Survey
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Kwest’s National Homeowner Performance Benchmarks

All of these levels of analysis are presented in full in the separate graphical

documents that accompany this written report.

1.6 APPENDICES

The following appendices have been included at the end of this report:

Appendix A - A copy of the questionnaire used in the survey

Appendix B –An explanation of Kwest’s Performance Benchmarks

Appendix C - A recent Kwest client list
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2 EXECUTIVE SUMMARY

The 2008 survey findings confirm that the services provided by The Regenda

Group are meeting the needs of the majority of homeowners. Supporting

examples of this can be found throughout the results and include majorities

expressing satisfaction with a number of key service areas such as homes,

neighbourhoods and staff service.

This executive summary provides details of key findings from the survey.

2.1 RESPONSES TO KEY QUESTIONS FOR THE RSR

In October 2007, the National Housing Federation published a version of the

STATUS questionnaire for homeowners (4NC), which incorporates questions for

the Regulatory Statistical Returns. The STATUS questionnaire seeks overall

satisfaction with the services provided by the landlord, for shared owners and

all other leaseholders as two separate groups. It also asks for the percentage

of shared owners (who have bought in the past three years) who were satisfied

with the sales process when buying their current home.

2.1.1 THE REGENDA GROUP

The responses of shared owners and leaseholders for the key RSR questions are

detailed below for The Regenda Group as a whole:

Key Questions For RSR Very/Fairly Satisfied

Taking everything into account, how satisfied or dissatisfied

are you with the services provided by your housing

association? (Shared Owners Only)

40%

Taking everything into account, how satisfied or dissatisfied

are you with the services provided by your housing

association? (All Other Leaseholders)

73%

How satisfied or dissatisfied were you with the sales

process? (Shared Owners Who Bought In Past 3 Years)
65%

Table 3 Key Questions
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2.1.2 INDIVIDUAL SUBSIDIARIES

For the three RSR questions, we have provided separate results for each

subsidiary in the table below:

Key Questions

(% Very/Fairly Satisfied)

Maritime
Housing

Association

Templar
Housing

Association

West
Pennine
Housing

Association

Wyre
Housing

Association

Overall Satisfaction With

Services (Shared Owners)

42% 46% N/A 20%

Overall Satisfaction With

Services (All Other

Leaseholders)

77% 75% N/A 54%

Satisfaction With Sales

Process (Shared Owners

Who Bought In Last 3

Years)

64% N/A N/A N/A

Table 4 Key Questions (N/A –Too Few Replies)

2.2 KEY SURVEY COMPARISONS

In recent years, Kwest has undertaken more than 650 surveys for around 300

organisations in the housing sector. Detailed databases of responses from this

research have been compiled, enabling comparisons against peer organisations

to be drawn. Thus, wherever possible, to place findings into context, the results

from Regenda’s homeowners have been compared to those of other housing 

organisations surveyed by Kwest (both Local Authorities and RSLs nationwide).

To monitor change over time, the results have also been compared to those from

The Regenda Group’s previous survey of homeowners in 2004.  It is important to 

note that the 2004 survey had a higher proportion of elderly respondents. In

Kwest’s experience, elderly customers are more likely than their younger

counterparts to express positive views, and this may partly account for a

decrease in satisfaction levels in some areas.
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Satisfaction With Key Service

Area

% Homeowners

Satisfied in

2004

% Homeowners

Satisfied in

2008

Homeowner

Performance

Comparison

2008

Overall satisfaction with services

provided by landlord

71% 52% N/A

Overall satisfaction with repairs

service

(Excludes “Don’t know/No opinion” 

in denominator)

53% 48% 

Overall satisfaction with area as a

place to live

89% 87% 
Overall satisfaction with home N/A 86% 
Satisfaction with landlord taking

homeowners’ views into account 

(Excludes “Don’t know/No opinion” 

in denominator)

N/A 41% N/A

= above average = average = below average

Table 5 Key Comparisons 1

Rating Of Key Service Area % Homeowners

Rate As Good

2004

% Homeowners

Rate As Good

2008

Homeowner

Performance

Comparison

2008

Rating landlord on keeping

homeowners informed

66% 53% 
Rating value for money of

rent/service charge
N/A 41% N/A

= above average = average = below average

Table 6 Key Comparisons 2

2.3 COMPARISON BY TYPE OF HOMEOWNER

Analysis by type of homeowner reveals that leaseholders express higher levels of

satisfaction with each area of landlord service than their shared owner

counterparts. Areas where leaseholders tend to be more satisfied include the

home, the neighbourhood, staff service and the repairs service.
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It is important to note, however, that leaseholders have a much older age profile

than shared owners and it is most likely that the difference in satisfaction levels

is age driven.  Indeed, it is common in Kwest’s experience for older residents to 

express high levels of satisfaction than their younger counterparts.

2.4 KEY POINTS FROM THE SURVEY

Overall Satisfaction With The Regenda Group

Half of homeowners (52%) express satisfaction with the services provided

by Regenda, compared to three in ten (30%) who express dissatisfaction.

Six in ten (61%) are satisfied with the cleaning/upkeep of communal areas,

half (53%) are satisfied with rent/service charge information and four in

ten (44%) express the same opinion about external building repairs &

maintenance.

Service Charge

 Four in ten (41%) rate their service charge as good value for money, whilst

a third (34%) rate it as poor.

The overwhelming majority of homeowners (92%) are not willing to pay a

higher service charge for extra services.

Homes

Almost nine in ten homeowners (86%) express overall satisfaction with

their accommodation.

Homeowners are most satisfied with the size of their home (93% express

satisfaction) and least satisfied with the storage (55% express

satisfaction).

Neighbourhoods

87% of homeowners say they are very or fairly satisfied with their area as

a place to live, whilst just a tenth (9%) are dissatisfied.

Despite these positive views, many customers still report that there are

problems in their area. Rubbish/litter and car parking are the most

frequently cited neighbourhood problems, with 36% and 31% of
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homeowners respectively saying they are very or fairly big problem where

they live.

The Repairs Service

Half of homeowners (48%) express overall satisfaction with the way in

which Regenda deals with repairs and maintenance, whilst four in ten

(38%) are dissatisfied.

Customers are more positive when rating aspects of their last completed

repair, with at least 57% rating each element as good. The most positive

views are expressed towards the attitude of workers, with eight in ten

rating this as very or fairly good.

Contact & Staff Service

Two-thirds of homeowners (66%) have contacted Regenda within the past

twelve months - most commonly by telephone and in most cases with a

defect, repair or maintenance issue.

Half (54%) found staff helpful when last contacting their landlord. A third

(35%) found it easy to get hold of the right person, whilst half (51%) found

it difficult.

45% report that staff were able to deal with their problem. Four in ten

(37%) express satisfaction with the final outcome after contact with their

landlord, whilst half (53%) were dissatisfied.

Communication & Consultation

Half of homeowners (53%) rate Regenda as very or fairly good at keeping

them informed of things that may affect them, compared to three in ten

(28%) who rate Regenda as very or fairly poor.

 Four in ten customers (41%) express satisfaction with their views being

taken into account by Regenda, whilst 34% express dissatisfaction.

Results show that homeowners prefer to be informed or consulted with via

letter, with eight in ten (81%) selecting this method.

Purchasing The Property

Of those shared owners who have bought their home in the last three

years, two-thirds (65%) were satisfied with the sales process.
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These customers are most likely to be satisfied with the politeness of sales

staff (78% express satisfaction) and least likely to be satisfied with how

defects are rectified (56% are dissatisfied).

A fifth of shared owners who have bought in the last three years have

recommended this type of purchase to family and friends and half would

do so in the future.

Future Plans

Two-thirds of shared owners who have not purchased 100% of their home

(or the maximum their lease allows) would like to buy an increased share

of their property through staircasing.

When asked if there is anything preventing them from purchasing an

increased share in their home, 66% of those who would like do so say they

can’t afford to, whilst 31% are worried about taking on a bigger mortgage.

Household Costs

A fifth (16%) of homeowners have experienced financial difficulties in

paying regular bills/payments in the last twelve months.

Of those who have experienced difficulties, two-thirds (64%) say this is

because the costs of owning their own home are higher than expected.

 If they have or were to get into financial difficulties, customers would be

most likely to resolve the matter by themselves (42%).










