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Introduction  
 

Corporate Research Associates, Inc. (CRA) is pleased to present Halifax Water with the results of the 

2014 Quality of Service Study. Halifax Water commissioned questions on the Fourth Quarter 2014 

Halifax Urban Report and the Fourth Quarter 2014 CRA Atlantic Quarterly®.  These syndicated products 

provide information on consumer trends and public opinion on pivotal economic, political, social, and 

other issues across the region on a quarterly basis. 

 

Information included this quarter from the Halifax Urban Report is based on telephone interviews with a 

sample of 400 adult residents of the Halifax, conducted from October 22 to November 6, 2014.  A 

sample of 400 residents drawn randomly from the adult population of Halifax can be expected to yield a 

margin of sampling error of 4.9 percentage points in 95 out of 100 samples. 

 

Halifax Water questions W1, W2, W3, W4, W5, W6a-e, W28, W29, W30, and W31 were also included on 

the CRA Atlantic Quarterly® survey.  Information included this quarter from the CRA Atlantic Quarterly® is 

based on telephone interviews with 167 residents of Halifax conducted from November 7 to November 

26, 2014.  A sample of 167 residents drawn randomly from the adult population of Halifax can be 

expected to yield a margin of sampling error of 7.6 percentage points in 95 out of 100 samples. 

 

Accordingly, the total sample size for questions asked on both the Halifax Urban Report and the Atlantic 

Quarterly® is 567. A sample of 567 residents can be expected to yield a margin of sampling error of 4.1 

percentage points in 95 out of 100 samples. Of these 561 residents, 411 receive their household water 

from Halifax Water. A sample of 411 Halifax Water customers can be expected to yield a margin of 

sampling error of 4.8 percentage points in 95 out of 100 samples. 

 

A copy of the questionnaire is appended (Appendix A), as well as comprehensive banner tables 

(Appendix B) that present the results for each question by key demographic subgroups.  The tables are 

noted by number throughout the report for easy reference.  Unless otherwise stated, all results in this 

report are expressed as a percentage. 
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Executive Summary 
 

Overall, results for the 2014 Quality of Service Study indicate that Halifax Water is performing well, with 

a high proportion of the public offering positive ratings of the organization. Indeed Halifax Water’s 

customer satisfaction index, which provides an overall assessment of service performance among 

Halifax Water customers and is calculated based on customers’ ratings on six service-focused questions, 

remains high and shows an increasing trend over the past three years.   

 

Changes are evident this year across various topics of interest. More residents are confident that the 

water quality of Halifax Harbour is safe for recreational use and electronic billing is more appealing to 

customers this year with almost six in ten indicating some level of interest.  

 

In terms of the service Halifax Water provides, ratings for overall delivery of service are consistent 

compared with last year, however, ratings for key service indicators have rebounded after a period of 

decline. Specifically, ratings for staff accessibility, promptness, ability to answer questions, and 

politeness have improved. It is important to note that this increase in satisfaction for each of these 

indicators is related to a decrease in the number of residents who do not offer an opinion and not a 

decrease in the number of customers who are dissatisfied.  

 

New this year, Halifax Water customers were asked their opinion on an increase in water rates to treat 

odour and taste that are not a health concern. Results indicate there is a low level of support for this 

service and among the minority who support it on average they are willing to spend approximately $57 

extra every year for this service.  

 

Overall, advertising awareness for the ‘Don’t Dump This’ campaign is stable compared with 2013 and 

Halifax residents are clearly receiving the main message of the information campaign which is that 

certain products should not be dumped. Meanwhile, awareness of the ‘Only Rain in the Storm Drain’ 

advertisement is lower than the ‘Don’t Dump This’ ad, and recall is down slightly from 2011 when recall 

was at its highest. Although recall is lower, the main message related to proper disposal of certain 

products is clear. Going forward, Halifax Water can be confident that the ‘Don’t Dump This’ message is 

getting across to residents and should consider continuing this ad in the future. 
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Detailed Analysis 
 

Water Issues 
 
The number of Halifax Water customers offering a favourable assessment of their water quality is 

consistent compared with last year’s findings. Specifically, those who rate their water quality as 

excellent or good currently stands at 82 percent. (Table W1) 

 

 
 

Across the population men are more likely than women to have a favourable rating. In addition, the 

likelihood of assigning favourable rating increases with household income. Unlike previous years, Halifax 

Water customers are equally as likely as those with a well to rate the quality of their water as excellent 

or good, mainly due to an increase in excellent ratings among well users. 
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The vast majority of Halifax Water customers perceive their water as very or generally safe, while few 

rate their water as unsafe, similar to previous years. Regionally there is little difference in opinion while 

across the population, higher income earners are more likely to perceive their water as safe compared 

with lower income earners. (Table W2) 
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The vast majority of customers are very or generally satisfied with the products and services they 

receive from Halifax Water, similar to previous findings. Findings are consistent across the region and 

across demographic subgroups. (Table W5) 
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The number of customers satisfied with Halifax Water’s overall delivery of service is stable compared 

with last year’s findings. Specifically, 95 percent (unchanged) offers a rating of very or generally 

satisfied. Across the region no significant difference of opinion with regards to service delivery is 

apparent. Across the population, residents aged 55 years or older and those with less than a high school 

education offer lower ratings of Halifax Water’s delivery of service. (Table W6a) 
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The vast majority of customers are satisfied with Halifax Water’s staff accessibility, an increase from last 

year. This increase is the result of a decline in the proportion of residents not offering a response (11%, 

down from 21%). There is little difference in opinion across the region and among demographic 

subgroups. (Table W6b) 
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A majority of customers remain satisfied with the promptness of Halifax Water staff (i.e., how quickly 

staff were able to respond to questions), with an increase noted this year. Again, the dissatisfaction 

proportion has not declined on this matter, rather the rate of residents not offering an opinion has 

decreased from 24 percent to 15 percent. Ratings in this regard are similar across the region while 

resident in the middle income category are more likely than others to be satisfied with the promptness 

of Halifax Water staff. (Table W6c) 
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Satisfaction with Halifax Water’s ability to answer questions rebounded this year. Approximately three-

quarters of customers offer a rating of very or generally satisfied. Again, the dissatisfaction rate has not 

declined on this matter, rather the rate of residents not offering an opinion has decreased from 24 

percent to 17 percent. Ratings are similar across the region, while across the population, residents aged 

35 to 54 years are more likely than others to be satisfied with Halifax Water staff’s ability to answer 

questions. (Table W6d) 
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Similar to other Halifax Water services, the politeness of Halifax Water staff ratings have also improved 

slightly this year, with eight in ten offering a rating of very or generally satisfied. Of note, one-half offer 

the highest rating and are very satisfied in this regard. Satisfaction with politeness of staff is similar 

across the region, while across the population residents aged 35 to 54 years are more likely to be 

satisfied in this regard. (Table W6e) 
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Odour and Taste Concerns 
 

New this year, Halifax Water customers were asked whether they would support or oppose an increase 

in water rates to treat odour or taste issues that are not a health concern. Results indicate a majority 

oppose the idea of increasing water rates for this purpose with six in ten opposing the rate increase and 

one-third in support. Regionally, residents in the city of Halifax are more likely to support this increase in 

water rate while across the population, opposition increases with higher income. (Table W29)  

 

 
 

Customers offer a variety of reasons why they support an increase in their water rates to treat odour or 

taste issues that are not a health concern. Over one-third mention getting rid of the odour, while one-

quarter indicate better quality water. Other mentions by a few customers include improved taste, 

safety, general support of water treatment issues, reduction of filters or bottled water, and it depends 

on rate increase. (Table W30a) 
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Of those who oppose an increase in water rates to treat odour or taste issues, over four in ten mention 

they do not want to pay more as a reason to oppose a rate increase such as this, whereas one-quarter 

each mention it is not necessary or that it is not a health concern. Other mentions by a smaller 

proportion of customers include the fact that people can buy filters to fix this problem and that Halifax 

Water should fix the problem without a rate increase. (Table W30b) 

 

 



  2014 Quality of Service Study    13 

 

© Corporate Research Associates Inc., 2014 
 

Among those who support an increase in water rates to improve odour or taste issues that are not a 

health concern, on average, customers are willing to spend approximately $57 extra every year for this 

service. Specifically, three in ten would pay $25 or less annually, while one-quarter would pay more. 

Meanwhile, one-half are not sure how much they would be willing to pay. Regionally, residents living in 

Dartmouth are willing to pay more for this service (mean score of $79.40), while across the population, 

younger residents, those who have completed high school (but not higher), and residents with a 

household income of less than $50K are willing to pay more. (Table W31) 
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Safety of Halifax Harbour for Recreation 

 
More residents this year compared with 2013 are confident that the water quality of Halifax Harbour is 

safe for recreational use. Specifically four in ten residents are completely or mostly confident, while six in 

ten have concerns and indicate they are not very or not at all confident in the water quality in the Halifax 

Harbour. Regionally, Dartmouth residents are less confident in this regard compared to others in the 

region. Across the population, men are more likely to be confident compared with women. (Table W28) 
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Customer Service Index 
 
Once again, CRA is pleased to present the Halifax Water Customer Service Index (CSI).  To provide an 

overall assessment of service performance, the CSI was calculated based on customers’ ratings on six 

service-focused questions, namely: 

 

 Overall satisfaction with the Halifax Water (QW5);  

 Satisfaction with overall service delivery (QW6a); 

 Satisfaction with accessibility of Halifax Water staff (QW6b); 

 Satisfaction with promptness of Halifax Water in responding to questions (QW6c); 

 Satisfaction with Halifax Water’s ability to answer questions (QW6d); and 

 Satisfaction with the politeness of Halifax Water staff (QW6e). 

 

The Index contains only those Halifax residents who receive Halifax Water products and services.  In 

calculating Index scores for each year, ratings on these six questions were averaged and transformed 

into a scale ranging from a low of 0 to a high of 100.  Thus, the maximum possible score on the CSI is 

100, while the minimum is 0.  Any question for which a customer did not provide a response was 

eliminated from the calculation, with the Index score for that customer being calculated on the 

remaining questions.   

 

In 2014, the Customer Service Index is stable at 80.1 although small gains are evident over the past 

three years. Dartmouth area customers have a slightly lower index score, while those in the middle 

income category have a higher index score compared with others.   

 

 
 

Please note: Results prior to 2011 only include residents who own their home. In 

2011, the index calculation includes all Halifax Water residents. 
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Water Source 
 

Similar to last year, over one-half of Halifax Water customers cannot name the source of their tap water. 

One-quarter of customers name Pockwock Lake as the primary source, while a small number mention 

other sources. Dartmouth residents, women, and younger residents are more likely than others to be 

unsure of the source of their tap water. (Table W9) 
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Regionally, residents outside of Dartmouth are more likely to mention Pockwock Lake as the primary 

source of tap water, while those in Dartmouth are more likely than others in the region to name Lake 

Major as the primary source of their tap water. (Table W9)  
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Water Filter Use 
 

Stable with last year, over four in ten Halifax residents use a water filter or home water treatment 

device. Across Halifax, County residents are most likely and Dartmouth residents least likely than others 

to use such a device. Across the population, likelihood of using such a device increases with the level of 

education. Finally, residents on a well are much more likely than Halifax Water customers to use a water 

filtration device. (Table W17a) 

 

 
 

In terms of the type of water filter or home treatment device, three in ten Halifax residents report using 

a pitcher with a water filter. Approximately two in ten use a water softener system, while slightly fewer 

use a water filter on their tap or a fridge filter. Meanwhile, one in ten use Ultra-violet purification 

system. Other mentions are noted by less than one in ten Halifax residents. (Table W17b) 

 

Type of Water Filter or Other Home Treatment Device Used 
Key Mentions; n=168 

 2006 2007 2008 2009 2010 2011 2012 2013 2014 

Pitcher with water filter 54% 42% 43% 33% 33% 37% 21% 44% 31% 

Water softener system 5% 1% 7% 12% 11% 9% 9% 10% 18% 

Water filter on tap 21% 19% 19% 18% 16% 10% 33% 14% 16% 

Fridge filter/ 
Part of refrigerator 

- 2% 3% 6% 10% 10% 15% 10% 14% 

Ultra-violet purification 
system 

3% 2% 4% 0% 3% 5% 2% 4% 9% 

W17b: Total Mentions 
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Halifax residents offer a number of reasons why they use a water filter or home treatment device. One-

third of residents do so to remove chemicals, while one-quarter use a filtration system to improve 

taste. Meanwhile, two in ten residents report using a filtration device because they are concerned 

about water quality, while approximately one in ten do so to remove bacteria. (Table W17c) 

 

Why Use a Water Filter or Other Home Treatment Device 
Key Mentions; n=168 

 2008 2009 2010 2011 2012 2013 2014 

To remove chemicals 23% 24% 32% 21% 27% 27% 33% 

Improved taste 33% 32% 33% 31% 36% 36% 25% 

Concerns about water quality 18% 29% 20% 25% 23% 19% 20% 

To remove bacteria 8% 7% 8% 8% 23% 9% 8% 

W17c: Total Mentions 
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Stormwater and Wastewater Systems 
 

Three-quarters of Halifax residents support Halifax Water managing the wastewater and stormwater 

systems, consistent with previous years. Regionally, Halifax city residents are more likely to offer their 

support while those outside Halifax and Dartmouth are least likely. Meanwhile, younger residents and 

those with higher levels of education are more likely in support. In addition, Halifax water customers are 

much more likely than those on well to lend support. (Table W19) 
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Seven in ten Halifax residents are on municipal sewer, while three in ten are on a home septic system. 

Results are similar to last year. (Table 20) 

 

 
Across the region, residents of Halifax County (outside of Halifax and Dartmouth) are much more likely to 

be on a home septic system, while those in the former cities of Halifax and Dartmouth are more likely to 

be on municipal sewer. Results are consistent with previous findings.  
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Electronic Billing  
 

More Halifax Water customers are interested in electronic billing this year with just under six in ten 

indicating some level of interest. Across the region, Dartmouth residents are less likely to be interested 

in receiving a water bill electronically, as are residents 55 years or older, those with lower levels of 

education, and lower income earners. (Table W18) 
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Information Campaigns 
 

Awareness levels of the ‘Don’t Dump This’ information campaign remains high and is consistent with last 

year. Meanwhile, awareness of the ‘Only Rain in the Storm Drain’ campaign is stable this year although a 

declining trend in recall is apparent from 2011 when recall levels were at their highest for this campaign.  

 

Those most likely to be aware of the ‘Don’t Dump This’ campaign include younger residents under 55 

years of age, those with higher levels of education, and residents in the higher income categories. 

Awareness of ‘Only Rain in the Storm Drain’ is higher among middle income earners. (Tables W21 and 

W23) 

 

 
Eight in ten residents who recall the campaign ‘Don’t Dump This’ mention that the main message of the 

campaign is to not dump certain products, while approximately one in seven state the main message is 

pollution prevention. Meanwhile one in ten mention the environment or that it helps protect the 

Halifax Harbour. (Table W22) 

 

Main Message of the ‘Don’t Dump This’ Information Campaign 
Among those who recall advertising – Key Mentions; n=227 

 2008 2009 2010 2011 2012 2013 2014 

Don't dump certain products 79% 73% 81% 76% 67% 78% 79% 

Pollution prevention 13% 16% 15% 16% 30% 19% 15% 

The environment 7% 8% 5% 5% 17% 12% 11% 

Help protect Halifax Harbour - 25% 17% 11% 12% 14% 9% 
W22: Total Mentions 
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Among those who are aware of the ‘Only Rain in the Storm Drain’ campaign, three-quarters believe the 

main message is to not dump certain products. One in six indicates pollution prevention, while one in 

ten report that only rain should go in the storm drain. A small number also mention the environment 

and helps protect the harbour. (Table W24) 

 

Main Message of the Phrase ‘Only Rain in the Storm Drain’ 
Among those who have heard the phrase – Key Mentions; n=108 

 2008 2009 2010 2011 2012 2013 2014 

Don't dump certain products 77% 71% 72% 73% 64% 80% 76% 

Pollution prevention 12% 12% 15% 17% 21% 19% 17% 

Only rain should go in there 14% 15% 7% 8% 5% 6% 11% 

Saving the environment/The environment 1% 5% 4% 3% 11% 10% 6% 

Help protect harbour - 4% 3% 4% 10% 8% 1% 

W24: Total Mentions 

 

The Internet is the preferred method to access information related to Halifax Water`s pollution 

prevention and water, wastewater, stormwater programs. Specifically, over six in ten Halifax residents 

prefer to access this information via the Internet, while one in ten each prefer television or newspaper. 

Other mentions by fewer residents include phone, brochures, or radio, among others. (Table W26) 

 

Most Preferred Method for Accessing Pollution 
and Water Programs Information in Halifax 

Key Mentions; n=404 

 2008 2009 2010 2011 2012 2013 2014 

Internet (general) 48% 53% 52% 51% 50% 54% 63% 

Newspaper 20% 23% 20% 15% 21% 15% 11% 

TV 15% 23% 19% 14% 23% 12% 11% 

Phone/Would call them 3% 2% 2% 4% 13% 3% 8% 

Brochures 10% 6% 4% 7% 3% 8% 6% 

Radio 6% 10% 7% 7% 12% 9% 5% 

W26: Total Mentions 
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Study Methodology  
 

Questionnaire Design  

 

The questions commissioned by Halifax Water and used in this study were designed by Corporate 

Research Associates Inc., in consultation with Halifax Water staff.   

  

Sample Design and Selection  

 

Halifax Water questions were fielded on CRA’s Halifax Urban Report survey, in addition to some 

questions being fielded on the Halifax portion of CRA’s Atlantic Quarterly® survey.   

 

Urban Report 

  

The sample for this study was drawn using systematic sampling procedures from a list of randomly-

selected households compiled from listed telephone numbers in Halifax, drawn from a database that is 

updated quarterly.  The sample was selected to match the geographical distribution of the population 

within the region and was designed to complete interviews with a representative sample of 400 adult 

residents, 18 years of age and older, of Halifax. 

 

Atlantic Quarterly® 

 

The sample for this study was drawn using systematic sampling procedures from a list of randomly-

selected households compiled from listed telephone numbers in Nova Scotia, drawn from a database 

that is updated quarterly.  The sample was selected to match the geographical distribution of the 

population within the province and was designed to complete interviews with a representative sample 

of 400 adult residents, 18 years of age and older of Nova Scotia.  Of these, 167 were conducted with 

residents of Halifax. 

 

Survey Administration  

 

Urban Report 

 

The survey was conducted by telephone from October 22 to November 6, 2014. All interviewing was 

conducted by fully-trained and supervised interviewers and a minimum of 10 percent of all completed 

interviews were monitored or subsequently verified.  

 

Atlantic Quarterly® 

 

The survey was conducted by telephone from November 7 to November 26, 2014.  All interviewing was 

conducted by fully-trained and supervised interviewers and a minimum of 10 percent of all completed 

interviews were monitored or subsequently verified.   
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Completion Results  

 

Urban Report 

 

Among all eligible respondents contacted, the rate of interview completion was 19 percent.  Completion 

rate is calculated as the number of cooperative contacts (1 389) divided by the total of eligible numbers 

attempted (7 306).  

 

The final disposition of all telephone numbers called is shown below in the Marketing Research and 

Intelligence Association’s (MRIA) Standard Record of Contact Format. 
 

COMPLETION RESULTS 

A. Total Numbers Attempted 8 016 

Disconnect / Not in service/Blocked 491 

Fax / Modem 97 

Cell Phone / Pager 5 

Non Residential Number / Incorrect Number 117 

Duplicate 0 

B. Eligible Numbers 7 306 

Busy 69 

Answering Machine 2 111 

No Answer 985 

Scheduled Call Back / Mid Call Back / Qualified Not Available 246 

Illness / Incapable 15 

Language Problem 48 

C. Total Asked 3 832 

Respondent / Gatekeeper Refusal 1 359 

Mid Terminate / Hang up 807 

Never Call List 277 

D. Co-operative Contacts 1 389 

Did Not Qualify / Quota Full  985 

Complete 404 
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Atlantic Quarterly® 

 

Among all eligible Nova Scotia residents contacted, the response rate was 15 percent.  Response rate is 

calculated as the number of cooperative contacts (917) divided by the total number of eligible 

telephone numbers called (6 314).   

 

The final disposition of all telephone numbers called is shown below in the Marketing Research and 

Intelligence Association’s (MRIA) Standard Record of Contact Format. 

 

COMPLETION RESULTS 

A. Total Numbers Attempted 6 569 

Disconnect / Not in service/Blocked Number 82 

Fax / Modem 81 

Cell Phone / Pager 1 

Non Residential Number / Incorrect Number 89 

Duplicate 2 

B. Eligible Numbers 6 314 

Busy 38 

Answering Machine 1 637 

No Answer 995 

Scheduled Call Back / Mid Call Back / Qualified Not Available 155 

Illness / Incapable 9 

Language Problem 34 

C. Total Asked 3 446 

Respondent / Gatekeeper Refusal 1 153 

Mid Terminate / Hang up 1 164 

Never Call List 212 

D. Co-operative Contacts 917 

Did Not Qualify / Quota Full 517 

Complete 400 
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Sample Distribution 

 

The overall results are based on 567 interviews with individuals from the Halifax population.  A sample 

of 567 respondents would be expected to provide results accurate to within plus or minus 4.1 

percentage points in 95 out of 100 samples. 

 

Region 
Sample Distribution 

Sample Margin of Error 

County of Halifax 247 ± 6.2% 

Dartmouth and Area 132 ± 8.5% 

Halifax City and Area 187 ± 7.2% 
 

Halifax Water Customers 411 ± 4.8% 

Halifax  567 ± 4.1% 

¹95% confidence interval 

 


