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• Interest in Energy is High 
- but understanding limited and no real interest in ‘learning’ more 

• Value for Money is a key Driver
- But satisfaction is lower here

• Reliability & Security is a strength

• Other important attributes –
• Perception network is run efficiently 
• Considers the needs of local community

• Enabing & supporting shift to renewables is an opportunity
- Underrecognised but strong interest

Standing with Customers



Statements of the (new) Obvious

• Energy networks exist to 
serve their customer 
needs

• A Transforming 
Relationship : 

DER 
Participation 
in ‘Exchange’ 

Networks

Trust: the basis of a 
long-term 

partnership

‘Negotiated’ 
service 
delivery 
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• Customer Engagement Working 
Group – practitioners from across 
the gas and electricity network 
businesses

• Activities;
1. Electricity Network 

Transformation Roadmap  
2. Customer Engagement 

Handbook
3. Network Tariff Reform 

Handbook
4. Hello Grid 

www.hellogrid.com.au
• Engagement with customer 

advocates and representatives (ie
ECA) and regulatory bodies

Energy Networks Australia & Customer 
Engagement Programs

http://www.hellogrid.com.au/


5 Customer Objectives at the Core of the Network 
Transformation Roadmap…

• Reduce total system 
spend by $101 BN by 
2050

• Save Households 
$414 pa 

• Network charges 30% 
lower than 2016

• Avoid over $18 BN in 
cross subsidies

• Means $600 pa. for 
mid size family without 
DER

• Networks pay over 
$2.5 BN pa for DER 
services

• Efficient solutions for 
new NEM services 
avoid security & 
stability risks. 

• Real time balancing, 
reliability & quality of 
supply with millions of 
DER participants

• COP 21 aspiration of 
Zero Net Emissions by 
2050 is met

• Almost 2/3 of customers have DER
• 1/3 customers on ‘stand alone power 

system’ tariff
• Customer protection and concession 

schemes fit for purpose.









1. Provide guidance to ENA member businesses for 
customer engagement

2. Provide the opportunity for continuous learning 
and evolution of engagement activities

3. Strengthen relationships between 
energy networks, customers and consumer groups

4. Support the use of performance 
measurement and indicator tools in engagement 
activities

5. Leverage opportunities for networks 
to collaborate on customer engagement

Best Practice?
• Provides guidance on best practice BUT published 

at a point in time in current practice, best practice 
should evolve over time

Customer Engagement Handbook

Goals



• Reliability
• Planning
• Pricing
• Infrastructure

In the future, will increasingly include:
• Consideration of demand management 

options
• Connections of embedded generation, 

energy storage and energy information
• Improved information on power supply and 

outages

Engaging on what?



#Newystorm



• Is a dialogue

• Aims to build mutual trust

• Is strategic and planned

• Recognises a scale of participation

Effective customer engagement…

• Is conducted responsibly 



Customer Diversity



Customer Diversity



Participation Matrix 



Clarity of Expectations
Best practice tips:

1. Show the overall engagement plan & where this fits.

2. Be clear about Goals, what the performance measures are, and 
where on the spectrum of levels of engagement.

3. Be clear about the flexibility on an issue before you start 
engaging – identify limits on business response.

4. Ask customers what topics they are interested in and what they    
want to understand.

5. Where complex, conduct some early engagement to build capacity.

6. Be brave about sharing specific business based information.

7. Don’t start engagement with the regulatory proposal.

8. Use case studies to explain how people might be affected.



Early Experience in the Regulatory Process 



Regulatory ENGAGEMENT

A Jemena Gas Example



Regulatory ENGAGEMENT

Well received in regulatory process…
AER found:
• identified and understood the relevant 'end user' or consumer 

cohorts114

• tailored engagement strategies to meet the needs of differing 
consumer groups115

• build consumer's ability to participate116

• clearly explained the role of consumers and how their input 
will influence decisions117

• developed and published a range of key performance 
indicators118

• provided strong internal engagement by having senior 
managers present at all meetings119

• clearly articulated the outcomes of their consumer 
engagement process120



SIGNIFICANT RESOURCES  can be INVESTED…

eg. SAPN Consumer Engagement Program 

Stage 1: Research  (since 2012): 
• Preliminary Stakeholder Perception surveys 
• Stakeholder and Industry Consumer Workshops 
• An Online Consumer Consultation Survey 
• Bilateral Engagement with Key Stakeholders 

Stage 2: Strategy – which included: 
• Targeted Strategic Workshops 
• Another round of Stakeholder and Consumer Workshops 
• Further Bilateral Engagement with Key Stakeholders 
• A Targeted Willingness to Pay Survey 
• Development of a set of Directions & Priorities based on the information gained from Stage 1 and the activities 

above in Stage 2 
• Conduct of a set of Directions & Priorities briefings and a formal Directions & Priorities Consultation process 
• The development and conduct of a Service-Price Research survey with input from the Directions & Priorities 

consultation process 
• Development of the SAPN Regulatory Proposal, which was submitted to the AER in October 2014. 

Stage 3: Regulatory –submittal of the Regulatory Proposal



SIGNIFICANT RESOURCES  can be INVESTED…

eg. SAPN Regulatory Proposal – Chapter 6  
ORC International: SAPN Customer Management Model Study – regulatory summary, February 2013 (attachment 6.1) 

Deloitte: SAPN Stage 1 Stakeholder & Consumer Workshop Report, July 2013 (attachment 6.3) 

Deloitte: SAPN Stage 1 Online Consumer Survey Report, July 2013 (attachment 6.5) 

Deloitte, SAPN Stage 2 Stakeholder & Consumer Workshop Report, December 2013 (attachment 6.7) 

The NTF Group: SA Power Networks Targeted Willingness to Pay Research Findings, July 2014 (attachment 6.8) 

The NTF Group: Estimating Community Willingness to Pay – February 2009 (supporting document 6.12) 

SAPN: Discussion Paper – Directions for vegetation management, SAPN’s long –term plan for managing trees near power lines, 
March 2014 (attachment 6.9) 

Local Government Association of South Australia: Submission – Directions for vegetation management, June 2014 (supporting 
document 15.1) 

SAPN: The South Australian Distribution Network, Directions and Priorities 2015 to 2020, May 2014 (attachment 6.10) 

SAPN: Directions and Priorities 2015 to 2020 consultation – submissions, June 2014 (supporting document 6.11) 

The NTF Group: Service-Price Research Findings, October 2014 (attachment 17.3) 

The supporting materials listed in Attachment B were: 

SAPN RE: AER SAPN 031 – Consumer Engagement, March 2015 

The NTF Group Service-Price Research Questionnaire, October 2014 

The NTG Group Targeted Willingness to Pay Survey Instrument, undated 

Deloitte, Stage 1 Online Consumer Survey Questionnaire, 2013 



FOR A DISPUTED RESULT…

AER’s Oakley Greenwood review :
• Recognised Robust statistical method, sample size etc

• Recognised SAPN had confirmed WTP on the questions asked 

• Queried whether sufficiently broad testing of other priorities

• Queried whether other rankings were possible?

Raises challenging issues about the capacity of the regulatory process to 
second-guess the outcome of engagement:
• Alternative approaches to determining majority view – should majority rule?  

• Questions raised premised on surprise at consumer response:

- Did consumers really know what they were responding to ?

- What if it it doesn’t align with AEMO’s VCR?



DETERMINING THE ‘REAL’ VOICE OF THE CONSUMER…?



NNSW:

• AER Draft decision made tradeoff proposals without engagement:
 reduce replacement expenditure and accept greater risk and higher rates of asset failure
 more efficient to have more local service interruptions at local level with customer 

compensation

• Statistically robust IPSOS Modelling using DCE rejected due to framing of question.

• Ausgrid experts concluded 7.3% increase in SAIFI and a 25% increase in SAIDI by 
2020.

ENERGEX:

• AER Draft Decision instituted upfront meter charges without consultation.

“ Energex did not propose in its original proposal to charge upfront for new or upgraded metering installations but 
will apply the AER’s preliminary decision to charge upfront. This represents a significant change to Energex’s 
original proposal for which there has been very little consultation or engagement. Energex has continued 
reservations regarding customer impacts, noting that charging upfront may potentially reduce the take-up of solar 
PV and controlled load tariffs.”

Energex Response

DETERMINING THE ‘REAL’ VOICE OF THE CONSUMER…?



• Customer engagement 
activities must be 
documented and evaluated

• Distinguish overall 
engagement measures and 
specific activity measures

• Effective metrics
– Linked to engagement 

goals
– Are consistent
– Have defined scale
– Allow for validation

Importantly

Those engaged should be able 
to see how their feedback has 
been take into account

Evaluating engagement

Measures for Specific Activities

• Was this engagement activity 
worthwhile? 

• Were you satisfied with the engagement 
process?

• Did you feel your views and 
contributions were accepted?

• Do you think the company will act on the 
outcomes of this engagement process?

• Was the engagement process open and 
transparent?

• Do you think the appropriate people 
have been included in this engagement 
process?



Evaluating Engagement
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