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Marketing Advisory, Strategy and Analytics

Program background and objectives

Background and Program Outcomes

To support the development of CitiPower, Powercor, and United Energy’s
Regulatory Reset Proposal for the 2026-2031 period, a series of
engagements with community and stakeholders was undertaken to provide a
direct input into finalising the 2026-2031 CPPALUE regulatory reset
proposals.

To support these organisational requirements, Forethought supported the
design and execution of a program that tested customer preferences towards
proposed investments and initiatives for inclusion in the final regulatory reset
proposal for each network.

The program aimed to provide clarity on the preferred ‘package’ of customer
commitments from community and stakeholders to inform the final regulatory
reset proposal, ensuring that it aligns with the needs and preferences of a
diverse customer base.

Organisational Objectives

Support CitiPower, Powercor, and United
Energy in developing a Regulatory Reset
Proposal that aligns with the needs and
preferences of their diverse customer
bases.

Program Objectives

To identify the profiles, key motivators, and
barriers that influence consumer
willingness to modify energy consumption
habits. This includes a focus on specific
areas of energy use, such as smart home
technology, home practices, and appliance
usage.

To assess consumer awareness,
understanding, and responsiveness to
time-of-use energy tariffs, acceptance of
network control, preferences on meter
upgrading and feedback on overall
investments.
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Who we spoke to

Addressable market

Approach Respondents were 18+ Victorians in the CitiPower, Powercor, or United Energy networks who were
15 minute online quantitative study either the main or joint decision-makers for household or SMB energy.
Sample

Fieldwork Dates: 12t September 2024 — 26t September 2024

T . Residential Customers Small Business Customers  Total
Weighting information was used to ensure that the overall sample

is demographically representative within each network's CitiPower n=311 n=117 n = 428
distribution area in Victoria.

Powercor n =317 n =110 n =427
To ensure data integrity, our panel partner employs a system of United Energy n =313 n =104 n=d417
checks including the use of CleanID. CleanID is an industry-
leading fraud and duplication detection system built to analyse Total n=941 n=331 n=1,272
and identify device-level attributes to eliminate known data
threats in real time. This solution forms an integral part of our Sample: Customers experiencing vulnerability
ongoing commitment to providing efficient, reliable, and high-
quality data. Income Medically Australian Single Vulnerable

Vulnerable Vulnerable Aboriginal or Parent population
Results captured in this study are stated and not inferred. Stated el S
. B Islander

preferences, also referred to as sampling probabilities, are counts
that are subject to psychological biases. Inferred probabilities are, CitiPower n=51 n =45 n=4 n=14 n=90
on the other hand, how confident you are about your data.
Essentially, stated preferences are just a description, while Powercor n=123 n=31 n=3 n=22 n= 145
inferred probabilities indicate how confident you are about that
description. United Energy n=66 n=230 n=14 n=23 n=98

Notes on sample
* Anyresponses captured from vulnerable customers were natural fallout and included the types of vulnerable customers
outlined in the table above.
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Overview of survey LRI
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Screening
Respondents were screened to ensure they qualified as part of the defined addressable market.

Household / Business Energy Profiling
Each customer was asked about the sources of energy that they currently have in their household / business.

Motivations and Barriers for reducing energy usage at peak hours

Each customer was asked about the energy usage in their household / business at different times as well as the stated motivations and barriers to adjust their energy
usage.

Profiling and willingness to accept behaviour change
Respondents were asked questions regarding the energy-intensive tasks in their household / business and the ability for them to shift their timing on it.

Profiling of Household and Business including EV, Carer, and Pet

Respondents were asked questions regarding their energy usage in their household / business, including usage around areas such as electric vehicles, medically
vulnerable customers, and pets.

Profiling of Gas Usage
Respondents were asked questions regarding their gas usage in their household / business.

Testing of various proposed solutions

Respondents were asked questions regarding different solutions, such as time-of-use tariffs and extemal network control, as well as their preferences on meter changes
and proposed package.

Profiling, Attitudinals, and Demographics
Respondents were asked profiling questions, including their values and attitudes towards their energy consumption behaviours.
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Executive Summary: overview

Shifting energy consumption habits:

Residential customers were more willing to shift their energy usage than SMB customers.

Dishwashers, washing machines, and clothes dyers are high potential candidates to target, as they are high usage but also high
willingness to shift for Residential customers

There is limited willingness to shift heating and cooling services. SMB customers were more willing than Residential to shift these
behaviours.

In general, greater awareness and education is required on the individual and collective benefits of load shifting. Cohorts that showed
greater knowledge in this area (including awareness of time of use tariffs, or having/considering EV’s) were both more willing to load
shift, and more willing to give networks control.

Electrification, time of use tariff, network control, meter upgrades and overall investment:

Gas usage remains high across all networks, however intention to electrify in the next five years is also significant.
Time of use tariffs awareness is mixed for both Residential and SMB customers.

Significant barriers remain to network control, particularly for Residential customers. Price levers were the highest statedway to
move forward for both Residential and SMB customers.

Newer technologies, e.g., smart controls and EV charging, may present the strongest opportunity for network control, especially for
SMB customers.

Preference for proactive meter replacements is high.
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Executive Summary

Shifting Consumption Habits:

United Energ

* Residential customers were more willing to shift their
energy usage than SMB customers (32.3% vs 26.1%).

« Lowering energy bills was the primary stated motivator to
shift, and current activities being undertaken were the
biggest barrier for Residential and SMB customers. SMB
customers were more likely to have no time to implement
the changes than Residential customers (34.3% vs 28.6%).
Making price benefits clear in communications will be
central to driving behaviour change.

» Washing machines, the dishwasher and clothes dryer were
the top appliances that Residential customers used in
specific times and were most willing to shift. However,
heating and cooling systems were the appliances that SMB
customers mostly used where willingness to shift usage
remained low. Despite low overall willingness, SMB
customers were more willing to shift their usage of their
electric heaters and air conditioners than residential (37.4%
vs 27.9% and 30.8% vs 15.3%).

+ Compared to customers not willing to shift, those willing to
shift their energy usage were more likely to be EV owners /
considerers for both Residential and SMB customers. EV
owners / considerers were more interested in energy-
efficient products, with Residential also interested in smart
automated products. This presents an opportunity for the
networks.

» For both Residential and SMB customers, those who were
familiar with time-of-use tariffs and willing to allow external
network control were more willing to shift their energy usage
than those unfamiliar with these tariffs and unwilling to allow
external network control. This reinforces the importance of
awareness and education.

Note: The percentages (%) in the brackets indicates the proportion of Residential customers vs SMB customers. For example, 32.3% of Residential CitiP ower customers were

Compared to SMB customers, Residential customers were
more willing to shift their energy usage (39.8% vs 25.3%).

Lowering energy bills remained the main stated motivator
for Residential and SMB customers. However, more SMB
customers stated environmental concerns, social
responsibility, and availability of energy-efficient products
as motivators than Residential customers. For barriers,
Residential and SMB customers stated their current
activities and upfront costs of energy-efficient products as
their top barrier (36.5% vs 41.2% and 32.8% vs 32.7%).

Washing machines, dishwasher and clothes dryers were
the top appliances that Residential customers used in
specific times and were most willing to shift. However, SMB
customers used electric heaters more than Residential
customers but had still had low willingness to shift (46.1%
Vs 28.6%).

Residential and SMB EV owners / considers were more
willing to shift their energy usage than non-EV owners. Like
other networks, Residential EV owners / considerers were
more likely to want both smart automated products and
energy-efficient products, while SMB EV owners /
considerers were likely to want energy-efficient products
only.

Familiarity with time-of-use tariffs and allowing external
network control increased willingness to shift energy usage
among both Residential and SMB customers.

willing to shift compared to 26.1% SMB CitiPower customers. Where willing to shift represents the proportion of customers that are ‘very willing’ 8-10.

Residential customers were more willing to shift their
energy usage compared to SMB customers (35.4% vs
30.2%).

Price-related factors such as lowering energy bills and
government incentives remained the main stated motivator
for Residential and SMB customers, significantly so for
Residential. Both Residential and SMB customers also
stated their current activities as top barriers. SMB
customers were more likely to have no time to implement
the changes required to shift their energy usage to off-peak
compared to Residential (28.1% vs 18.3%).

Like other networks, washing machines, dishwasher, and
clothes dryers were the top appliances that Residential
customers used in specific times and were most willing to
shift. Among heating and cooling appliances, air
conditioners were used more by SMB customers than
Residential customers (61.8% vs 48.3%) with willingness to
shift remaining similar between Residential and SMB
customers.

Residential and SMB EV owners / considerers were also
more willing to shift their energy usage than non-EV. EV
owners / considerers were interested in energy-efficient
products, with Residential customers also interested in
smart automated products.

Willingness to shift increased among Residential and SMB
customers as they became more familiar with time-of-use
tariffs and have more tolerance with allowing external
network control.
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Executive Summary

Electrification, Time of use tariff, Network control, Meter Upgrades and Overall investment:

United Energ

9

Electrification: Compared to Residential, SMB
customers were more likely to consider electrifying their
gas appliances in the near future (37.0% vs 58.3%).
Among those considering, 53.2% of Residential
customers were planning to replace their gas
appliances within the next 5 years, while 79% of SMB
planned to replace their appliances within the same
timeframe.

Time of use tariffs: Across both Residential and SMB
customers, about half were familiar with the concept of
time-of-use tariffs (49.0% vs 47.3%).

Network control: Residential customers were less
likely to allow for external control than SMB customers
(55.1% vs 66.0%). However, more SMB customers
indicated the improvement of grid reliability as another
incentive than Residential (31.0% vs 17.9%). SMB
customers were also more willing to allow CitiPower to
manage their appliances in general than Residential
customers.

Meter Upgrades: Both Residential and SMB customers
preferred CitiPower to start proactively replacing meters
to avoid failures (72.6% vs 70.5%).

Overall Investment: Almost half of Residential and
SMB customers felt that they did not / were not sure the
bill impact from the improvements that CitiPower made
represented value for the service that they received
(55.0% vs 49.4%).

Electrification: Half of SMB customers were likely to
consider replacing their gas appliances whereas almost
a third of Residential customers would consider
replacing in the near future (50.0% vs 30.0%). Of those
that would consider, over two third of SMB customers
and half of Residential customers were planning to
replace it in the next 5 years (73.5% vs 53.3%).

Time of use tariffs: Half or more of Residential and
SMB customers were unfamiliar with the concept of
time-of-use tariffs (59.6% vs 49.9%).

Network control: Similar to CitiPower, Residential
Powercor customers were less likely to allow for

external control than SMB customers (51.0% vs 64.6%).

While price-related factors remained the biggest stated
incentives, more SMB customers also indicated the
improvement of grid reliability as another incentive
compared to Residential customers (27.0% vs 16.7%).
SMB customers were more willing to allow Powercor to
manage their electric vehicle charging and smart home
devices (23.7% vs 7.6% and 30.4% vs 9.3%).

Meter Upgrades: Over two third of Residential and
SMB customers preferred Powercor to start proactively
replacing meters to prevent failures despite the current
price of $5 per month (70.2% vs 68.5%).

Overall Investment: When asked about the
improvements, almost half of Residential and SMB
customers felt that they did not / were not sure that the
bill impact represented value for the service that they
received (48.4% vs 39.9%).

consider electrifying their gas appliances in the near future compared to 58.3% of SMB CitiP ower customers.

Note: The percentages (%) in the brackets indicates the proportion of Residential customers vs SMB customers. For example, 37.0% of Residential CitiPower customers

Electrification: Less than a quarter of United Energy
Residential customers would consider electrifying their
gas appliances in the near future with half of SMB
customers likely to consider it (23.1% vs 52.8%).
Likewise, more SMB than Residential customers were
planning to electrify their gas appliances within the next
5 year among those considering (72.1% vs 43.7%).

Time of use tariffs: Half of Residential and SMB
customers were unfamiliar with the concept of time-of-
use tariffs (54.6% vs 49.2%).

Network control: More than half of Residential
customers were unwilling to allow for external network
control, while less than 2 in 5 SMB customers were
unwilling (53.4% vs 38.2%). Price related factors were
the biggest stated incentives for both Residential and
SMB customers. Residential were less likely to allow
smart home devices to be managed by United Energy
than SMB customers (11.8% vs 19.9%).

Meter Upgrades: Both Residential and SMB customers
preferred United Energy to start proactively replacing
meters to avoid failures, similar to other networks
(76.7% vs 72.6%).

Overall Investment: Slightly less than half of
Residential customers and more than half of SMB
customers did not feel / were not sure that the bill
impact from the improvements made by United Energy
represented the value for the service that they received
(45.7% vs 54.3%).
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Residential

Marketing Advisory, Strategy and Analytics

Shifting consumption habits

« How many customers are willing to load shift?

« What do they look like?

* What are the motivators and barriers of this behavior?

W
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While over 30% of customers indicated they were willing to shift their energy usage, around two
thirds have not made any changes to shift it in the past 12 months

Willingness to shift energy usage to off-peak hours In the past 12 months, have you made any changes to shift
your energy usage to off-peak hours in your household?
m0to5 6to7 m8to10

CitiPower 45.8% 6.66 Yes, significant

changes
Yes, minor changes

Powercor 6.79 E No, but | am
' considering it
m No, | have not made
United Energy PRI 6.63

|
|
|
|
|
| anychanges
|
|
|
|
|

0 . .
(Not at all willing) (Very Willing) CitiPower Powercor United Energy
b e e e e e e e e e e e e e e = = = = J
The percentages in the bars indicates the .
The mean informs the average across
0

Ressig;i?glogtri]gc:\?vsel:I'Etsl,.lsstg’rr?srg f)afef daltlheir all residential customers i.e. Residential

il bet 8 and 10. with 10 bei CitiPower Customers rated their ey Powercor  United Energy
wiflingness between o an Wl ) DeIing willingness on average 6.66 out of 10.

very willing and 0 being not at all willing. (n) 311 317 313

Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Red indicates that the other network result was significantly A N
12 lower than the CitiP ower result. Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between CitiPower and other networks. No Yy 4 Powercor  united Forethought
substantial differences were found. CITIPOWER  nsiun energy = Outcomes
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Residential

Work and/or lifestyle activities as well as the upfront cost of energy-efficient products were
the top three barriers that prevented customers from shifting their energy usage

13

What are the barriers preventing you from shifting your energy usage to off-peak hours in your household?

E CitiPower

B Powercor M United Energy

CitiPower customers were also more likely to not have enough time to research on the changes required. This was likely attributed to a higher portion of CitiPower customers
working full-time, compared to Powercor and United Energy where more customers were older and either had full-time home duties or were retired. Meanwhile, Powercor
customers were least likely to be unable to shift due to their current lifestyle but were unable to due to the potential high upfront costs of switching to energy-efficient products.

el

0
49.2% 46.7% I
I
28.6% 32.8% |
.6% .29
26.3% 28-2% 1%
I 17 3% 18.3% 18.3% 0 18.1% 18.7% _20.6%
15.8% 15.5% 070 : : 17.0% .
|
I
I IEEEEE——— e | —_ mmmm——
Work and/or lifestyle won't allow Lack of time to research Upfront costs of energy-efficient I Lack of time to implement Limited access to energy- Perception that the impact of
potential changes required products changes efficient technologies or individual actions is minimal
I services
|
- O S S S S I I D DS D DS D S D D D DS D S B B D e e e e e el
CitiPower Powercor United Energy
(n) 311 317 313
72
Note: Significance testing was conducted between CitiP ower and other networks at the 5% level of significance. Red indicates that the other network result was significantly D . *
lower than the CitiPower result. Multiple responses were allowed for this question, so these results may not sumto 100%. CITIéPgWER L?T‘::l":l' of gﬂg%]jyu @ Eggr?ihought
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When asked about motivators that would shift their energy behaviours, price-related factors
were stated as the main motivator

What would most motivate you to shift your energy usage to off-peak hours in your household?

m CitiPower ®=Powercor = United Energy

71.7% 73.9% 74.2%

10.0% 12-4% 13.0%

8.4% 5.2% 0
-—— I S — E— e
Lowering energy bills Government incentives or  Environmental concerns Avoid interruptions in Availability of energy- Social responsibility Other
rebates business/ household efficient products or
electricity supply technologies
CitiPower Powercor United Energy
(n 311 317 313
72

Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly == . °
14 | e 1 between CitiP ower ¢ C2  Poweroor united ® Forethought
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Among household appliances, washing machines were the most frequently used appliance during
specific times of the day

Comparing across appliances, CitiPower customers were more likely to use their appliances during specific times than Powercor and United Energy customers. This maybe due to CitiPower
having less time and less flexibility to change their energy consumption behaviors because of work commitments.

Which of the following do you typically use during specific times of the day in your household?

m CitiPower ®Powercor mUnited Energy

81'9%78 1%
75.2% =7
59 3% 61.7%
54.7%
47.1%48.5%048.3% 48.7%
37.4% 9
33.5% 36.0% o 33.3%
28.6% 27.8% 27.1%
20.7%
13.3% 12.1% 12.9% 13.0%
6.9% o, 0 7.6%
’ 3.0% 2.9% 3.5% 3.206 277 6.1% 1.7% 1.6% 2.8%
[ [ —
Heating with  Cooling with air Using a washing Using an electric  Running the  Charging electric Heating water Pool pump Managing indoor  Using home Using electric Other (please
electric heaters  conditioners machine clothes dryer dishwasher vehicle (EV) with an electric operation air quality automation cooking specify)
hot water system systems appliances
CitiPower Powercor United Energy
(n 311 317 313
Wiz
Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly ) ..f\ e . °
15 higher than the CitiPower result and red indicates that it was significantly lower. Multiple responses were allowed for this question, so these results may not sum to 100%. CITIéPgWER L?T‘:::n" 0 gﬂgﬁgyu @ Egg,?ihotht
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Washing machine, electric clothes dryer and dishwasher were the appliances that customers were
willing to adjust the timing of their usage

Of the appliances that you typically use during specific times of the day, how willing are you to adjust the timing of these tasks in your daily routine and
do these at a different time of day?

_ _ _ _ _ == = = e e - - ———— - - - - = = = =1 Heating water with _ _
Heating with Cooling with air Using a washing Using an electric Running the gwa Using electric
) o | . . I an electric hot : i
electric heaters conditioners machine clothes dryer dishwasher cooking appliances
| I water system
Means
(0-10) 485 433 545 476 526 494 : 727 742 7.24 717 775 7.64 754 7.70 7.46 I 536 588 555 439 484 527
|
I I
e ! | o7
0
(Very 14.5% | oo 1o, 15.3%]| 18.4% | 19.8% 19.9% 10.7%] 17 gy 25 6%
Willing) : ! l 31.8% | 31.3% A&7l
| 9 49.5% 51.2% |
54.9% s | 52.2% 270 T%
I R 65.1% | 65.8% 65.6% | 207" :
I I
I I
I I
I I
I I
0 o o o 3 o 5] -3 ; o o S 3 o Q S35 o Q S35 : ) Q S 3 ) Q S 3
N = 8 g2 = S g2 1 =2 S g2 = g 2°2 s 8 22 | =2 g8 g°P = 8 g°?2
(Not at all 5 o c 2 o o c 2 2 o c2 2 9] c 2 g J] c 2 g 9] c 2 g ] < c
willing) = 3 S w = 3 >u g S - = = 3 - = 3 Swo | = 3 - u = 3 -
O o O o I (@] o O o O o I @] o (@] o
L T T T T T S — -—
Oto 5 6to 7 m8to 10
\\l’/ ®
16 Note: Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between CitiPower and other networks. Blue indicates that the other 7 [lmw"m unlted @Fore‘[hought
network result was substantially higher than the CitiPower result. Results with low sample sizes were omitted. A minimum sample size of n=30 is recommended for an indicative CITIPOWER  nstisn LQ Outcomes
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Residential

Of the appliances that customers were willing to shift, almost half of them were using their

dishwashers and clothes dryers during peak hours, especially CitiPower customers

B CitiPower
What time of the day do you usually perform the following tasks on weekdays (Monday to Friday)?

Using a washing Using an electric clothes

Running the dishwasher

machine dryer
22.7% 6.4% 8.6%
Morning (6 AM - 9 AM) 21.6% 7% 13.5%
22.0% 12.8% 10.5%

39.1% 13.1%

Midday (9 AM - 2 PM) 49.8%

50.4%

31.9%
34.1%

21.3%
16.8%

7%
9.1%
9.0%

8.4%
8.5%
4.5%

Early afternoon (2 PM -
4 PM)

I Late afternoon (4 PM -

14.1%
17.3%
16.5%

13.4%
8.7%

|
: 6 PM) 15.6% I
21.7% 40.2% |
| Evening (6 PM - 9 PM) 10.7% 32.6% |
. 0 . 0
I 17.3% 43.2%
9.1% 18.3% 41.2%
Night (9 PM - 6 AM) 6.3% 29 7%
7.9% 35.1%

10.5%
.8%
10.6%

Flexible, varies daily

16.5%
10.2%
11.3%

Washing Machine (n)

Electric Dryer (n)
L . - N - - Dishwasher (n)
Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Blue indicates that the other network result was significantly
17 higher than the CitiP ower result and red indicates that it was significantly lower. Shaded bars indicate results based on small sample sizes where significance testing could not be (7
conducted. A minimum sample size of n=100 is recommended for an indicative result for frequencies. CITIPOWER  sstaun
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B Powercor H United Energy

With the introduction of time-
of-use tariffs, customers
would also be willing to shift
the timing of their usage on
washing machines,
dishwasher and electric
clothes dryer to off-peak
hours.

This was particularly true for
CitiPower customers as the
majority of them still used
dishwashers during peak
hours and were significantly
more likely to shift their
dishwasher usage to off-
peak with the introduction of
time-of-use tariffs.

CitiPower Powercor United Energy
226 259 244
99 101 90
182 151 171
L]
gnited ( () ® Forethought
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Customers who are more engaged with their energy consumption (i.e., aware of time of use tariffs
or willing to allow external network control) could be more likely to be willing to shift their energy to
off-peak hours

Within Residential customers, those that were not willing to shift their energy usage were also less likely to allow for external network control and were less familiar with time-of-use tariffs.
On the other hand, those that were willing to shift their energy usage were more likely to allow for external network control and were more familiar with time-of-use tariffs.

Not willing Willing to Not willing Willing to Not willing Willing to
to shift shift to shift shift to shift shift
% of people that are willing to allow external network 0 0 0 0 o 0 0 0 0
control in exchange for potential cost savings 32.3% 62.5% +30.2% 30.1% 67.4% +37.3% 23.2% 59.2% +36.0%
o - .
% of people that are familiar with the conceptof 4 5o, 50.6%  +8.0% 34.1% 459%  +11.9% 46.3% 50.7%  +4.4%
time-of-use tariffs
Total respondents (n) 68 100 75 126 74 111
Note: Significance testing is not conducted for results based on sample sizes less than n=100. A minimum sample size of n=100 is recommended for an indicative result for V4 SV I: h h °
18 - > 0 B Powercor united orethought
frequencies. Changes are based on unrounded values. CITIPOWER st gnlergyw @ Outoomes g



Residential
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Among customers, EV owners / considerers showed the highest willingness to shift their energy
usage to off-peak hours

» Households with 4 or more members also showed considerable differences which could be due to having more household members with more variable energy needs

» Appliance-heavy households were more willing to shift their energy usage to off-peak for CitiPower customers, whereas Powercor and United Energy appliance-heavy households were
indifferent. This could be attributed to more CitiPower living in apartments in metro areas compared to other networks.

Not willing to Willing to Not willing to Willing to Not willing to Willing to
shift shift shift shift shift shift
Solar Customers 12.5% 12.2% -0.3% 35.2% 32.8% -2.4% 24.7% 27.3% +2.6%
e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e = g
|
EV Owners / 32.5% 48.2% +15.7% 15.3% 28.8% +13.5% 24 5% 49.3% +24.8% I
| Considerers
N N N NN NN WS EENN NS B IS BEEE  BEEE  BEEE SN BEGE BEGE BEaS BN BEEE BEEE BN BEae BEEN  BEEE BESE BEEE BEEE NN BESE BEEE BEEE NN BEEN BEEE BEEE BEGe BEGE BEEE DI BDGN BDNE BDEE DI B S B B e e e e s sew el
Have 4 or more 8.1% 15.3% +7.2% 9.7% 18.7% +9.0% 12.5% 27.8% +15.2%
household members
Renters 48.7% 45.4% -3.3% 27.3% 28.8% +1.5% 29.0% 28.5% -0.6%
9 or more different
. . 29.4% 41.1% +11.7% 32.5% 32.1% -0.4% 31.9% 35.0% +3.1%
electrical appliances
Total respondents (n) 68 50-100 75 126 74 111
Note: Shaded cells indicate results based on small sample sizes where significance testing could not be conducted. A minimum sample size of n=100 is recommended for an S\ I: h h °
19 Note: * . : - c? Powercor united orethought
indicative result for frequencies. Changes are based on unrounded values. CITIPOWER st gnlergyw @Omcomcs g



Marketing Advisory, Strategy and Analytics

Comparing to non-EV customers, EV owners / considerers were more interested in smart
automated and energy efficient products to help manage and improve their energy usage

CitiPower Powercor United Energy
® Own or considering getting an EV ® Own or considering getting an EV B Own or considering getting an EV
No EV No EV No EV
renewable energy sources
9y 3.99 3.79 3.68
riority for me
priority 5.46 5.55 5.23
— e mm mm mm mm mm mm mE Em Em mm mm mm mm Em Em mm mm mE Em m Em o e M Em Em Em mm Em mm mm mm
I efficiency improvements 526 531 4.95 l
L R e PR S N
energy usage’s
environmental impact 5.40 5.14 4.87
| e e e e e e e — — — — == = = — — — — —
smart home tech to manage I
my energy 5.21 5.20 4.97
L e e NN
0 10 0 10 0 10 Own/ consider EV (n) 145
Strongly Strongly Strongly Strongly Strongly Strongly No EV (n) 166
Disagree Agree Disagree Agree Disagree Agree
20 Note: Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between Own or considering getting an EV and No EV. V4 [‘m\]lﬁ::ﬁ .
Red indicates that the No EV result was substantially lower than the Own or considering getting an EV result. CITIPOWER  msin gﬂg?gyu

CitiPower

Residential

Powercor  United Energy

70 119
247 194
@ Forethought
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Residential

Marketing Advisory, Strategy and Analytics

Electrification:

« What is the current usage of gas?

« What are the attitudes towards gas replacement?
*  When will gas replacement most likely occur?

o2 Powercor - united () ® Forethought

CITIPOWER  asstaun = Outcomes




Residential
Marketing Advisory, Strategy and Analytics

CitiPower customers were the most likely to consider electrifying gas appliances, while over a
quarter of Powercor and United Energy customers would not consider it at all in the near future

Are you considering electrifying your gas appliances in the near future?
I ® Yes, definitely
m Yes, possibly

® Not sure, but | am interested in learning more

Probably not

28.4% 27.5% I
I 16.3% J m No, not at all

BN 4 B

CitiPower Powercor United Energy
CitiPower Powercor United Energy
(n) 198 225 242
s g . - . . s Iz
Note: Significance testing was conducted between CitiP ower and the other networks at the 5% level of significance. Blue indicates that the other network result was ) 4 e
22 significantly higher than the CitiPower result and red indicates that it was significantly lower. CIngWER l[“g!:l‘;" o un'ted LQ @ Euagr?ihought



Marketing Advisory, Strategy and Analytics

23

Residential

Half of CitiPower and Powercor customers were planning to replace their gas appliances within
the next 5 years, with around 40% of United Energy customers planning to do so as well

When do you plan to replace your gas appliances with electric alternatives?

u CitiPower ®m Powercor ™ United Energy

CitiPower Powercor United Energy

From now to the next 5 years 53.2% 53.3% 43.7%

27.2%

38.1%

23.9%

13.9% 15.5%

10.7%

Within the next 6 months

10.0% 9.1%

6.2%

Within the next year Within the next 2-3 years Within the next 5 years

Note: Significance testing was conducted between Residential CitiPower and the other networks at the 5% level of significance. No significant differences were found.

37.9%

No specific timeline, but in the

future

49.1%

8.7% 8.8% 7.20%

No plans to electrify

CitiPower Powercor United Energy
(n) 118 114 120
\\‘"V/’,’ ®
<2 POWercor - united Forethought
CITIPOWER st energvu @Outcomcs g



Marketing Advisory, Strategy and Analytics

Residential

Over two third of customers used natural gas at home. This was most pertinent for United

Energy customers

Which of the following other energy sources do you use at your household?

u CitiPower ®m Powercor ™ United Energy

75.8%

11.7% 11.5%
— — 0% 11
_—_
Natural gas (piped directly LPG (Liquefied Petroleum Wood/Firewood Heat pump Wind power
to the business/ house) Gas) delivered in bottled
or tanks

Note: Significance testing was conducted between Residential CitiPower and the other networks at the 5% level of significance. Blue indicates

24 that the other network result was significantly higher than the Residential CitiPower result and red indicates that it was significantly lower.

27.9%

21.5% 21.1%

0.3% 0.3%
Other (please specify)  No other energy source

CitiPower Powercor United Energy
(n) 311 317 313

iy

2 Powercor united ( () @ Forethought
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Residential
Marketing Advisory, Strategy and Analytics

Powercor and United Energy customers had different gas appliances to CitiPower, especially gas
ducting heating appliances

The number of different gas product/services that the household currently owns. (excl. BBQ)

mCitiPower ™ Powercor ®United Energy

Compared to CitiPower customers, more Powercor and United Energy customers also had one or more gas ducted
heating appliance (35.2% vs 48.0 vs 60.7%, respectively).

I 34.2% I
0,
26.7% 23 3% 29.2% 26.2% I
I 19 3% > 20.7%  20.7% 22.3%
% 10.1%
) I 9.5% 10.1% 6.5% 4.7% 7.4% 8.1%
2.5% 38% 4 5, I H 1.8% 1.6% 0.8% 1.7% 3-3%
[ S
0 I 1 2 3 4 J 6 7
CitiPower Powercor United Energy
(n) 198 225 242
Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Blue indicates that the other network result was significantly - ?";""f' o
25 higher than the CitiPower result and red indicates that it was significantly lower. CITI(P7ﬁWER Eug‘::l"?"" unlted u @ Eggr?ihought



Marketing Advisory, Strategy and Analytics

Residential
Almost 1 in 2 customers were also still using a gas water heater as their primary source of hot
water, significantly so for United Energy
What is the primary source of hot water in your household?
m CitiPower ® Powercor m United Energy
Across networks, CitiPower customers were more likely to use electric storage water
heater and electric instantaneous / continuous flow water heaters. Meanwhile, more United
Energy customers used gas storage water heaters and gas instantaneous / continuous
flow water heaters as their primary source of hot water.
I I I I I I I I I I I I I I I
31.6% 32.8%
I 28.5%
24.2%
20.19 22-0%
45 13.4% 12.0% 10.3%
9.1% 7.6% 72% 8.2% 0 2 60 8.5%
1.9% 3-7% (Lo% Sl 120 2.0% 40% 249%  1.3% 3.9%
e —
Electric storage water Electric Gas storage water heater Gas PG (liquefied petroleum Solar water heater (with Solar water heater (with Heat pump water heater
heater instantaneous/continuous instantaneous/continuous gas) water heater electric booster) gas booster)
flow water heater flow water heater I
b I I I I I I I I I I I I I
CitiPower Powercor United Energy
(n) 311 317 313

26 Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Blue indicates that the other network result was significantly
higher than the CitiPower result and red indicates that it was significantly lower.

N

nldie Powercor united ( () @Forethought"’
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Marketing Advisory, Strategy and Analytics

Residential

Looking specifically into United Energy, customers who still used a gas water heater as their

primary source were more unlikely to electrify their gas appliances

Are you considering electrifying your gas appliances in the near future? — United Energy

B Used Gas water heater Dont used Gas water heater

28.5%

32.5%

0 0
25.7% 26.0% 20.4% 23 0%
0 15.6%

Yes, definitely Yes, possibly Not sure, but | am interested in Probably not
learning more

Note: Significance testing was conducted between Used Gas water heater and the other networks at the 5% level of significance. No significant differences were found. Shaded
27 bars indicate results based on small sample sizes. A minimum sample size of n=100 is recommended for an indicative result for frequencies.

No, not at all

Used gas water Didn’t use gas
heater water heater

(n) 174 62
N2

2 Powercor united ( () @ Forethought
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Marketing Advisory, Strategy and Analytics

Residential

Additionally, energy conscious customers like EV customers showed greater inclination to electrify
their gas appliances, driven by environmental goals to shift to more renewable sources

Are you considering electrifying your gas appliances in the near future?

E CitiPower mPowercor ®United Energy

-|
|
|
|
|
|
|
|
|

-

I 28.5%  30.2%
22.2% 21.6%
EV owners / 0 9% I 14T% 11 1
considerers 1%
I Yes, definitely Yes, possibly I Not sure, but | am interested in Probably not
I I learning more
I I 33.9%
23.4% o 24.9% 22.8%  26:5%
No EV . 10.6%  145% . 19.6%
I 56% 5% 7.6% I
oeeeenlNNN.
Yes, definitely Yes, possibly Not sure, but | am interested in Probably not
learning more
' I ' I ' I ' I '
CitiPower
Owns / considering EV (n) 96
No EV (n) 102
28 Note: Shaded bars indicate results based on small sample sizes where significance testing could not be conducted. A minimum sample size of n=100 is recommended for an 7
indicative result for frequencies. CITIPOWER

5.2%

6.7%

No, not at all

35.6%

No, not at all

Powercor

\\"J’ri
Powercor

AUSTRALIA

51
174

it
e, (0

9.1%

39.0%

United Energy
92
150

@ Forethought
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Residential

Marketing Advisory, Strategy and Analytics

Time of Use Tariffs:
 How familiar are customers with time-of-use tariffs?
« How are customers stating they will respond to them?

Note: this study is only testing potential uptake, it is not testing the appeal/design of the
tariffs / not identifying improvements to tariff design

o2 Powercor - united () ® Forethought

CITIPOWER  nstisn = Outcomes




Residential
Marketing Advisory, Strategy and Analytics

More than half of the customers were unfamiliar with the concept of a time-of-use tariff, with
Powercor more so than other networks

Are you familiar with the concept of time-of-use tariffs for energy pricing?

mYes mNoO

When considering the appliances and
activities customers were most likely to
shift under a time-of-use tariff plan, the
preferences remained consistent even
without the tariff plan. The washing
machine, dishwasher, and electric clothes
dryer were consistently identified as the
appliances customers were most willing to
shift, regardless of the presence of time-
of-use tariffs.

CitiPower Powercor United Energy
CitiPower Powercor United Energy
(n) 311 317 313
ignifi i ducted b iti d the oth k h level of signifi lue indi hat the oth k | > 3
30 Note: Significance testing was conducted between CitiP ower and the other networks at the 5% level of significance. Blue indicates that the other network result was (7 Powercor . @
significantly higher than the CitiPower result and red indicates that it was significantly lower. CITIPOWER  nstann gﬂg?gyw, = CEEE? :Ehought



Residential
Marketing Advisory, Strategy and Analytics

As more customers get familiar with the concept, customers could be more willing to shift their
energy usage to off-peak hours

Overall willingness to shift energy usage to off-peak hours

CitiPower Powercor United Energy
Change
+0.43 +0.39 +0.17

Across all networks,
customers familiar with time-
of-use tariffs were more
6.88 7.02 6.63 6.72 6.55 likely to shift their energy
6.45 ' : usage—particularly for
appliances like the washing
machine, clothes dryer, and
dishwasher—compared to
those who were unfamiliar
with these tariffs.

Familiar with tariffs Not familiar Familiar with tariffs Not familiar Familiar with tariffs Not familiar
with tariffs with tariffs with tariffs
CitiPower Powercor United Energy
The mean informs the average across all residential customers where 0 indicates not at all willing and 10 indicates very willing Not familiar (n) 157 186 169
i.e. Residential CitiPower Customers that are familiar with tariffs rated their willingness on average 6.88 out of 10. Familiar (n) 154 131 144
Note: Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between Familiar and Not familiar. No substantial differences were SV °
: : DOWOTCOr . '
sl found. Changes in scores are unrounded figures. CITIéPgWER Eug‘::::l' 01 gﬂgﬁgyw @ Eggr?ihought



Residential
Marketing Advisory, Strategy and Analytics

Non-renters and solar customers showed greater familiarity with the concept, with those that were
familiar more likely to be engaged with their energy consumption behaviors

Customers who were familiar with time-of-use tariffs were more conscious of their energy usage, as they were more likely to have already shifted their energy usage to off-peak hours in the past
12 months and will also consider electrifying their gas appliances in the near future.

CitiPower Powercor United Energy
Familiar Not familiar Familiar Not familiar Familiar Not familiar
with time- with time- with time- with time- with time- with time-
of-use tariff  of-use tariff of-use tariff  of-use tariff of-use tariff  of-use tariff
Solar Customers 11.1% 17.9% +6.8% 27.5% 45.3% +17.8% 19.2% 33.2% +14.0%
EV Owners / Considerers 42 .6% 50.0% +7.3% 22.3% 25.2% +2.9% 33.6% 44 7% +11.0%
Renters 51.4% 39.8% -11.5% 32.2% 22.0% -10.2% 30.4% 20.1% -10.3%
% of customers that made significant/ minor changes on their o o o o o 0 o o 0
energy to off-peak hours 27.9% 41.5% +13.6% 31.9% 49.2% +17.3% 28.3% 37.1% +8.8%
% of customers that will definitely / possibly electrify their gas ? o . a0 Q 100
appliances in the near future 34.9% 40.6% +5.7% 41.5% 33.2% 8.2% 49.9% 48.0% 1.9%
Total respondents (n) 50-157 68-154 64-186 50-131 65-169 55-144
ignifi i d d b famili ith tariff d ili ith tariff h level of signifi lue indi hat th famili ith tariff 4 ¢
) Note: Significance testing was conducted between Not familiar with tariffs and Familiar with tariffs at the 5% level of significance. Blue indicates that the Not familiar with tariffs DAWOTFCN T . )
3 result was significantly higher than the Familiar with tariffs result. Changes are based on unrounded values. CITIéPgWER L?T‘:::*" 01 gﬂgﬁgyw @ Eggr?ihought
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Network Control:

« What are the current level of acceptance of network
control among customers?

« What areas are they willing to accept external control?

W

2 - united ( @ Forethought
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Residential
Marketing Advisory, Strategy and Analytics

Around half of the customers would be willing to allow external network control in exchange for cost
savings. United Energy customers were least likely to, compared to other networks

Are you willing to allow your energy distributor to externally manage certain aspects of your energy usage (e.g. adjusting
appliance usage times) in exchange for potential cost savings?

Please note that your energy distributor may manage timing of hot water, air conditioning etc but wouldn't be looking to dire ctly control cooking, dishwashing.

When asked about incentives
to encourage customers to

® Yes allow for external control, price
related factors such as
lowering energy bills and
access to exclusive energy-
saving programs or rebates
remained the highest stated

factor.
m No
CitiPower Powercor United Energy
CitiPower Powercor United Energy
(n) 311 317 313
ignifi i ducted b iti d oth k h level of signifi lue indi hat the oth k | ignificantl > 3
34 Note: Significance testing was conducted between CitiP ower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly 67 Powercor . @
higher than the CitiPower result and red indicates it was significantly lower. CITIPOWER  sistanin gﬂgﬁ’é’yw = !3:85? :Ehought



Marketing Advisory, Strategy and Analytics

35

Residential

Customers that were familiar with time-of-use tariffs understood it as the differences in peak and off-
peak pricing as well as providing a motivation to save costs by shifting their energy usage

CitiPower

“Prices are higher duration periods of peak
demand (typically 7-9am and 3-9pm).
Prices are lower during periods of less
demand.”

‘Reduce cost by adjusting time of use.”

“Tariffs are added at peak times so
electricity costs more at this time,
discouraging people from running too much
power during peak times, reducing the load
on the grid..”

Powercor

“Off peak is cheaper. Peak is higher. Winter
is higher for gas and electricity, and summer
is less.”

“Tariff rises in times of high use and is lower
when more supply and lower demand.”

“At certain times of the day there are
different tariffs for energy use so perhaps
early in the day the tariff is higher and from
the middle of the day to 9 it gets a little
cheaper but after 11 it is much cheaper to
run appliances.”

United Energy

The cost of using gas and electricity during
certain time frames - the cost varies
depending on what time you use your
energy.”

“There is a tiered tariff of charges of paying
higher rate on peak and lower rate off peak
usage.”

‘It means that people are encouraged to
use their energy at non-peak times to
ensure that energy consumption is not
being bombarded.”

@ Forethought"

= JLI OMme
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Residential
Marketing Advisory, Strategy and Analytics

Water heater as well as the heating and cooling systems were the appliances that customers would
be more willing to allow external control of

Which of the following household appliances or systems would you be willing to allow your energy provider or network
to manage remotely?

E CitiPower ®Powercor ®United Energy

United Energy customers were least likely to allow external control for their
water heater compared to other networks. This could be attributed due to
significantly more United Energy customers still using gas water heater as their
primary source of hot water and were likely to have other energy sources.

r— _ 1

0,
26.9% 24 .4% 24 .9% 24.6% 20 9%
.9%
18.0%
0
14.1% o 11.8% 11.5%
Water heater Heating and cooling systems Electric vehicle charging Smart home devices Pool pump
R — CitiPower Powercor United Energy
(n 311 317 313
N2 ®
36 Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Red indicates that the other network result was significantly (7 []ﬂm.ﬁ‘mﬁ united @ Forethought'
lower than the CitiPower result. CITIPOWER  ustoin energyu = Outcomes



Residential
Marketing Advisory, Strategy and Analytics

CitiPower and United Energy customers were more willing to allow for external network control if
the household had a medically vulnerable customer

% of customers that are either or had someone in their household registered with your electricity provider as a ‘medically vulinerable’ customer
due to specific health conditions or equipment requirements

B Allow network control ® Don't Allow network control B Allow network control = Don't Allow network control B Allow network control = Don't Allow network control
21.3% 15.5%
. 0
CitiPower Powercor United Energy
CitiPower Powercor United Energy
Allow network control (n) 167-169 157-159 146
Don’t allow network control (n) 140-142 157-158 166-167
N2 ®
37 Note: Significance testing was conducted between Allow network control and Don’t allow network control at the 5% level of significance. Blue indicates that the Don't allow 7 Powercor .

network control result was significantly higher than the Allow network control result and red indicates that it was significantly lower. CITIPOWER  nstann gﬂgﬁ’é’yw, = Egg?ihought



Residential
Marketing Advisory, Strategy and Analytics

Meter Upgrades and overall investment:

* What are customer preferences in the timing of
meter replacement?

« What feedbacks do they have about the bill
Impact from the improvements?

W

Iy
Vv d POWerCOr uni :
CITIP6WER l:?mllll 0 gﬂg%jy (,Q @ FO rethouQ ht
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Residential
Marketing Advisory, Strategy and Analytics

For meter upgrades, customers across the networks preferred proactive meter replacements to
prevent likelihood of failure despite the current price of $5 per month

The following question and explanation was shown:

“Electricity networks install and maintain smart meters in homes and businesses. Many smart meters are approaching an age where failure may
increase in the coming years. In the event a customer’s meter fails, this could lead to billing inaccuracies and potentially higher replacement costs.

Which of the following options do you prefer for the timing and approach of these meter upgrades?”

m Start proactively replacing meters from 2026.

This prevents the likelihood of failures in the
coming years. This results in maintaining
current meter charges at about $5 per month

m Delay proactive replacement until after 2031.

This means there might be an increase in
failures in the coming years. This option
would result in meter charges of around $4
per month from 2026-2031 (A decrease in $1
from the current $5 per month), but
potentially increasing from 2031

CitiPower Powercor United Energy

CitiPower Powercor United Energy
(n) 311 317 313

39 Note: Significance testing was conducted between CitiP ower and other networks at the 5% level of significance. No significant differences were found. Figures may not sum to

. T .
100% due to rounding. 7 Powercor unted () @ Forethought
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Marketing Advisory, Strategy and Analytics

Residential

Around half of Residential customers felt that the bill impact from the improvements represented
value for the service they received, with more United Energy customers feeling so

A series of improvements on key priority areas related to reliability, capacity, sustainability and customer supports were shown to customers.

Given all these improvements to help improve your network, the total bill impacts each year from all these improvements would be the following:

* $1 (0.1% retail bill reduction) for CitiPower customers
+ $2 (0.1% retail bill increase) for Powercor customers
* $1 (0.1% retail bill increase) for United Energy customers

Do you feel this total bill impact represents value for the service you receive?

E Yes, it does

Not sure

B No, it does not

CitiPower Powercor United Energy

40 Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly
higher than the CitiPower result and red indicates it was significantly lower. Figures may not sum to 100% due to rounding.

Despite about half of residential customers
perceiving the improvements as valuable,
roughly a quarter remained uncertain. This
uncertainty may stem from heightened
skepticism due to the relatively modest
impact on their bills or a lack of
understanding of how energy distribution
billing works.

CitiPower Powercor United Energy
(n) 311 317 313

N
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SMB

Marketing Advisory, Strategy and Analytics

Shifting consumption habits

« How many customers are willing to load shift?
 What do they look like?

* What are the motivators and barriers of this behavior?

W

7 Powert @ Forethought
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SMB

Marketing Advisory, Strategy and Analytics

Over half of customers have not made any changes in the past 12 months with over a quarter of
them not willing to shift their energy usage to off-peak hours

Compared against Residential customers, SMB customers were less willing to shift their
In the past 12 months, have you made any changes to shift your energy energy usage to off-peak across all networks.

usage to off-peak hours in your business?
Willingness to shift energy usage to off-peak hours
m0to5 6to7 m8to10

Yes, significant T 1
changes .
CitiPower 29.3% 44.6% 6.02
Yes, minor changes I
Powercor 45.8% 6.10
E No, butl am
considering it
I I United Energy 35.3% 5.82
I I ® No, | have not made
I I any changes 0 0
(Not at all willing) (Very Willing)
I I The percentages in the bars indicates the spread of the The mean informs the average across
CitiPower Powercor United Energy results. So, 29.3% of all SMB CitiPower Customers rated all SMB customers i.e. SMB CitiPower
I I their willingness between 0 and 5, with 10 being very Customers rated their willingness on
— — — e e — — — willing and 0 being not at all willing. average 6.02 out of 10.
CitiPower Powercor  United Energy
(n) 117 110 104
Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Red indicates that the other network result was significantly A
43 lower than the CitiPower result. Figures may not sum to 100% due to rounding. Effect sizing was conducted to determine the substantive significance (effect) of the mean Yy 4 Powercor united w @ Forethought
CITIPOWER  nsioan energy = Outcomes

differences between CitiPower and other networks. No substantial differences were found.



SMB
Marketing Advisory, Strategy and Analytics

Current business activities, lack of time, and upfront costs of energy-efficient products were stated
by SMB customers as the top barriers that prevent them to shift their energy usage

What are the barriers preventing you from shifting your energy usage to off-peak hours in your business?

E CitiPower ®Powercor ™ United Energy

I 49.2%
41.20 43:2%

19.50 21.4% 18.8%

14.7%

13.5% 14.3% 0 12.2%
11.2% o0
|

Business activities won't Lack of time to implement Upfront costs of energy- | Lack of time to research Perception that the impact Limited access to energy- Other
allow for it changes efficient products potential changes required  of individual actions is efficient technologies or
minimal services
CitiPower Powercor  United Energy
(n) 117 110 104
N2
Note: Significance testing was conducted between SMB CitiPower and the other networks at the 5% level of significance. No significant differences were found. Multiple ) ﬁ\ = . °
44 responses were allowed for this question, so these results may not sumto 100%. CITIéPgWER E“?T:}:n" of gﬂgﬁgyu @ Eggr?ihought



Marketing Advisory, Strategy and Analytics

SMB

Price-related factors remained as the stated top reason that would encourage SMB customers to

shift to off-peak hours

What would most motivate you to shift your energy usage to off-peak hours in your business?

m CitiPower mPowercor ®United Energy
55.1%
51.5% 053.8%
I — — — — — — e — —
13.9% 15.1% 12.8%
10 5%10.7% o .8%
0017 2 54 9.0% | 5 00 %0 7.0% 7.3% & g0 0% & 0%
—
Lowering energy biIIs Environmental Government Social responsibility Availability of energy- Avoid interruptions in Other
I concerns incentives or rebates I efficient products or  business electricity
technologies supply
l l —_
(n)
45 Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. No significant differences were found. <? ['0\\1']7:!‘0]
CITIPOWER  asstaun

Unlike residential
customers, who
identified price-
related factors as
their primary
motivators (with over
80% citing this as the
main reason),
approximately 30%
of SMB customers
mentioned non-price-
related factors as key
drivers for shifting
their energy usage.

Powercor
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110 104
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SMB
Marketing Advisory, Strategy and Analytics

Across appliances, SMB customers were frequently using heating and cooling systems, especially
air conditioners, during specific times of the day

Which of the following do you typically use during specific times of the day in your business?

m CitiPower m Powercor m United Energy

r

590.2% 61.8%
55.8%

48.4%
46.1%

35.9% 59-9% 38.0%

35.2%

32.4%  32.4%
29.3%
: 24.9% 24.5%
23.3% 0
19.20619.8% 21.9%
14.8%
9 9.390 9.6% 10.9%10.6%
8.0%, 90 6.7% 5.5%
I 1.7%g 1.6%
Cooling with air Heating with |Heating water Running the Managing Using electric  Using home Using a Charging Using an Pool pump Other
conditioners electric heaters'with an electric  dishwasher indoor air cooking automation washing electric vehicle electric clothes  operation
hot water quality appliances systems machine (EV) dryer
¢ system
CitiPower Powercor  United Energy
(n) 117 110 104
72
Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly D . °
46 higher than the CitiPower result and red indicates that it was significantly lower. Multiple responses were allowed for this question, so these results may not sum to 100%. CIngWER l[“g:}::" 0 gﬂgﬁgyu @ Eggn?ihought



SMB
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Of the two appliances that businesses mostly used, peak hours between 9am and 6pm had the
highest usage

m CitiPower m Powercor = United Energy

What time of the day do you usually perform the following tasks on weekdays (Monday to Friday)?
Usage of electric heater during weekdays Usage of air conditioners during weekdays

Morning (6 AM - 9 AM) Morming (6 AM - 9 AM)

Midday (9 AM - 2 PM) Midday (9 AM - 2 PM)

Early afternoon (2 PM - 4 PM) Early afternoon (2 PM - 4 PM)

Late afternoon (4 PM - 6 PM) Late afternoon (4 PM - 6 PM)

Evening (6 PM - 9 PM) Evening (6 PM - 9 PM)

Night (9 PM - 6 AM) Night (9 PM - 6 AM)

Flexible, varies daily Flexible, varies daily

CitiPower Powercor United Energy
Electric heater (n) 54 49 43
Air conditioners (n) 72 58 66
Mz
Note: Shaded bars indicate results based on small sample sizes where significance testing could not be conducted. A minimum sample size of n=100 is recommended for an e . °
g7 Notes . V4 POWOrCOr  unit ® Forethought
indicative result for frequencies. CITIPOWER st gne%ij = Oumormes g
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This was evident as customers mostly operated their business between 9am and 5pm during the
weekdays

Business Operating hours from Monday - Friday

m CitiPower m Powercor m United Energy

Powercor customers were least likely to operate during peak hours on weekdays but were more likely to operate on weekends than other networks.

— —

0,

65.9% G300 654%  §2.6% 65.1%54 835-3/0
59.0% Oy

51.3%

|26- % 2349
20.5%

23. 1%24. 3%

22.2%

17.4%

11.6%
6.19%6.5%

3.4%32 g9

5.4%4.9% 4 19457%

i el e
| |

Early Morning Morning Midday Afternoon Late Afternoon Evening Night Overnight Full Day Extended Hours 24 Hours Closed
(6 AM-9 AM) |(9 AM-12PM) (12PM-2PM) (2 PM-5 PM) |(5 PM-7PM) (7PM-9PM) (9PM-12AM) (12AM -6 AM)
CitiPower Powercor  United Energy
(n 117 110 104
72
Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Blue indicates that the other network result was significantly D . °
48 higher than the CitiPower result and red indicates that it was significantly lower. Multiple responses were allowed for this question, so these results may not sum to 100%. CITIéPgWER E“?T:}l":" 0 gﬂgﬁgyu @ Egg,?ihotht
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With most customers using their appliances and operating their business during peak hours,
customers were unable to shift any of the appliances that they used in specific times

Of the appliances that you typically use during specific times of the day, how willing are you to adjust the timing of these tasks in your daily routine and
do these at a different time of day?

. . . . . . - Heating water with an electric Using electric cookin
Heating with electric heaters Cooling with air conditioners 9 9 i 9
hot water system appliances
Means
(0-10) 5.99 5.29 5.07 571 5.32 5.01 5.68 6.17 5.52 5.08 5.78 6.01
10
(Very 18.7% 17.8%
ili 24.7% e 22.9% 8%
Willing) 30.8% Akt 35.9% 33.3% 33.1%
0
(Not at all

willing)
g g9 g g8 g g ES g g g9
o o c2 o o c 2 o o c2 o o =
o = o | o = DOuw o = = o = Du
p= o B S = S = )
O o O o O o O o

Oto5 6to7 m8to10
N 5
49 Note: Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between CitiPower and other networks. No substantial differences 7 Powercor unlted LQ @ Fore’[hought
were found. Results with low sample sizes were omitted. A minimum sample size of n=30 is recommended for an indicative result. CITIPOWER  ustoin Outcomes
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50

To encourage off-peak shifts, networks could educate customers to be more familiar with the
time-of-use tariffs and encourage greater tolerance for allowing external network control

Willingness to shift energy usage to off-peak hours

CitiPower Powercor United Energy
6.39 6.27
5.76 5.80 5.36
Time of use
tariffs
Familiar with tariffs ~ Not familiar with Familiar with tariffs  Not familiar with Familiar with tariffs  Not familiar with
tariffs tariffs tariffs
6.75
4.66 4.91
Network 4.07
control
Allow network Do not allow Allow network Do not allow Allow network Do not allow

control network control control network control control network control
The mean informs the average across all SMB customers where 0 indicates not at all willing and 10 - .
indicates very willing i.e. SMB CitiPower customers that are familiar with tariffs rated their willingness on CitiPower Powercor United Energy
average 6.31 out of 10. Familiar and not familiar with tariffs (n) 53 and 64 54 and 56 54 and 50
Allow and do not allow for network control (n) 76 and 41 69 and 41 62 and 42
Miz
Note: Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between Familiar with tariffs / Allow network control and not familiar ) ..?‘ e . °
with tariffs / do not allow network control. Red indicates that not familiar with tariffs / do not allow network control result was substantially lower. CITIéPgWER L?T‘:::*" 0t gﬂgﬁgyw @ Eggr?ihought
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Additionally, over half of customers were either considering or owned an EV, and were more
willing to shift their energy usage to off-peak hours

Do you own an electric vehicle for your business? Willingness to shift energy usage to off-peak hours
m CitiPower ® Powercor m United Energy 6.61 508
Own or considering getting an No EV
EV
6.85
N 4.98
50.1%
47.2%  45.8% .
I Own or considering getting an No EV
EV
6.92
4,74
8.9%
Own or considering getting an No EV
EV
Yes, I own an electric vehicle ur’c\:lr?égigt I(;’:lnrre1 (J\:?{;wsilr?teh”engext Nuor,c?wggel Zﬁ\e/einn?hgligitt% The mean informs the average across all SMB customers where 0 indicates not
P 9 P at all willing and 10 indicates very willing i.e. SMB CitiPower customers that are
L _5¥ea£ — — years familiar with tariffs rated their willingness on average 6.31 out of 10.
L. . CitiPower Powercor United Energy
CitiPower Powercor  United Energy L
") 117 110 104 Owns / considering EV (n) 69 65 47
No EV (n) 48 45 57
Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. No significant differences were found. Effect sizing was A .
51 conducted to determine the substantive significance (effect) of the mean differences between Own or considering getting an EV and No EV at the 5% level of significance. Red <? POWerCor united u @ Forethought
indicates that the No EV result was substantially lower than the Own or considering getting an EV result. CITIPOWER  sisionun energy = Outcomes
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SMB

Aside from environmental concerns, EV owners / considerers were more likely to consider energy
efficient products to improve their energy efficiency in which networks could assist to further increase

willingness to shift

CitiPower

® Own or considering getting an EV
No EV

i i _ 6.47
Sustainable energy is a

priority for me

L 6.80
I am considering energy

efficiency improvements

5.41
5.55

Powercor

® Own or considering getting an EV
No EV

6.40

7.00

5.80

United Energy

B Own or considering getting an EV
No EV

6.49

5.26

I am concerned about my 6.71 6.55
energy usage’s
environmental |mpact 5.83 5.27
0 10 0 10 0 10
Strongly Strongly Strongly Strongly Strongly Strongly
Disagree Agree Disagree Agree Disagree Agree
CitiPower Powercor United Energy
Owns / considering EV (n) 69 65 a7
No EV (n) 48 45 57
Note: Effect sizing was conducted to determine the substantive significance (effect) of the mean differences between Own or considering getting an EV and No EV at the 5% A .
52 level of significance. Red indicates that the No EV result was substantially lower than the Own or considering getting an EV result. Results with low sample sizes were omitted. A «? Powercor  united u @ Forethought
minimum sample size of n=30 is recommended for an indicative result. CITIPOWER  nsion energy = Outcomes
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Electrification:

« What is the current usage of gas?

 What are the attitudes towards gas replacement?
*  When will gas replacement most likely occur?

N2
) -]?xia . ¢
7 Powercor united ( ® Forethought

CITIPOWER st = Outcomes
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SMB

Over half of businesses were gas users, with most of them using natural gas. Powercor had the

highest proportion of wood

Which of the following other energy sources do you use at your business?

m CitiPower m Powercor m United Energy

57.2%

12.4% 13.1%

35.8%

6.8% 9.9%
Natural gas (piped directly to LPG (Liquefied Petroleum Gas) Wood/Firewood Heat pump Wind power No other energy source
the business) delivered in bottled or tanks
| CitiPower Powercor  United Energy
(n) 117 110 104
54 Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Blue indicates that the other network result was significantly (7 NG

higher than the CitiP ower result.

DOWOFCOT  « imi 3
Povercor - united () ® Forethought

CITIPOWER  nstisn = Outcomes
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For hot water however, customers were split relatively evenly between either using electric water
heaters or gas water heaters as their primary source

What is the primary source of hot water in your business?

m CitiPower m Powercor ® United Energy
r 0
27.9% 25 3%
0,
17.8% 16.6% 206 2077 9
&7 15.1% 13 4%
12.0% 12.5% 4%
o 9.7% 9.8% or 9.1%
7.9% 6.4% 6.8% 8.0%
5.2% ©.470 2 89 . : 3.50, 5.0%
o iy LSS S
Electric storage water Electric Gas storage water heater Gas LPG (liquefied petroleum Solar water heater (with Solar water heater (with Heat pump water heater
heater instantaneous/continuous instantaneous/continuous| gas) water heater electric booster) gas booster)
I flow water heater flow water heater
— — -
CitiPower Powercor  United Energy
(n) 117 110 104
Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. Blue indicates that the other network result was significantly - S"C . ®
55 higher than the CitiPower resut. ? Powercor  united u @Forethought
CITIPOWER st energy = Outcomes
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1in 2 customers were considering electrifying their gas appliances, with United Energy customers
being the least likely to consider, when compared across networks

Are you considering electrifying your gas appliances in the near future?
- 1

® Yes, definitely

m Yes, possibly

Not sure, but | am interested in learning more

® Probably not

m No, not at all

CitiPower Powercor United Energy
CitiPower Powercor  United Energy
) 63 61 61
Note: Shaded bars indicate results based on small sample sizes where significance testing could not be conducted. A minimum sample size of n=100 is recommended for iz @
56 te: Sha indi u sample sizes where signif ing cou u mu pe siz s Va4 Powercor united. Forethought
an indicative result.
CITIPOWER  nstisn Outcomes
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When asked about timing, three quarters of customers were planning to replace it within the next 5

years
When do you plan to replace your gas appliances with electric alternatives?
m CitiPower m Powercor ® United Energy
CitiPower Powercor United Energy
From now to the next 5 years 79.3% 73.5% 72.1%
38.4%

27.5% 26.9%

20.3%
15.7% 15.0% 16.0%

Within the next 6 months Within the next year Within the next 2-3 years Within the next 5 years No specific timeline, but in the No plans to electrify
future
CitiPower Powercor  United Energy
(n) 54 49 40
- ; o ; . ; - ; g e
5 _Ng?e. Shaded Ibars indicate results based on small sample sizes where significance testing could not be conducted. A minimum sample size of n=100 is recommended for an Va4 POWPrCOF  united LQ @ Forethought
indicative result. CITIPOWER  asstaun energy = Outcomes
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Time of Use Tariffs:
« How familiar are customers with time-of-use tariffs?
« How are customers stating they will respond to them?

Note: this study is only testing potential uptake, it is not testing the appeal/design of the
tariffs / not identifying improvements to tariff design

W

7 Powert @ Forethought

I’/é
0 united LQ
CITIPOWER  asstaun energy = Outcomes
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Around 50% of customers remained unfamiliar with the concept of time-of-use tariffs, with no
differences observed when compared to Residential customers

Are you familiar with the concept of time-of-use tariffs for energy pricing?

When looking at the appliances / activities that
customers would most likely shift under a time-
of-use tariff plan, the appliances / activities that
customers were willing to shift remained the
same without a time-of-use tariff plan. No
appliances stood out as unique appliances to
only be shifted under a time-of-use tariff.

mYes

m No

CitiPower Powercor United Energy

CitiPower Powercor  United Energy
(n) 117 110 104

g\‘.l-/i ®
59 Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. No significant differences were found. <? Powercor  united @ Forethought
CITIPOWER  nistann energy = Outcomes
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60

CitiPower

“Electricity pricing system where the cost of
electricity varies depending on time of day
and level of demand.”

“Getting cash back for using off peak /
higher costs for peak usage.”

“The rate depends on the time of day with a
higher rate or lower rate.”

Powercor

“Cost of gas use varies depending on times
that it's in use, in high peak hours it costs
more.”

“It's based on time of usage daily and there
will be peak and off-peak time where rate
will be high or low..”

“l believe there are different peaks
throughout the day depending on the
energy supplier. A high peak will cause
increased rates, while the opposite stands
for the lower peak.”

SMB

Similar to Residential customers, those who were familiar with the concept understood it as time-
dependent pricing and higher costs during peak hours.

United Energy

“...that there are different rates for different
times of the day - overnight when less
demand its cheaper.”

“Tariffs charged differently at different time
blocks during the day.”

“Electricity is much cheaper when use
during off-peak hours. The rates are
cheaper.”

7 I‘mwu m unlted w

CITIPOWER  nistann

@ Forethought"
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Network Control:

« What are the current level of acceptance of network
control among customers?

« What areas are they willing to accept external control?

W

7 Powert @ Forethought

I’/é
0 united LQ
CITIPOWER  asstaun energy = Outcomes
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Two third of customers would be willing to allow their energy distributors to externally manage certain
aspects in exchange for cost savings

Are you willing to allow your energy distributor to externally manage certain aspects of your energy usage (e.g. adjusting appliance usage times) in
exchange for potential cost savings?

Please note that your energy distributor may manage timing of hot water, air conditioning etc but wouldn't be looking to dire ctly control cooking, dishwashing.

mYes
m No
CitiPower Powercor United Energy
CitiPower Powercor  United Energy
(n 117 110 104
\\I’L ®
62 Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. No significant differences were found. <? Powercor  united Forethought
CITIPOWER  nstisn energy , = Outcomes
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SMB

While price-related factors were the main incentive, around a quarter of customers would participate
in allowing external control to improve grid reliability and environmental benefits

What incentives would encourage you to participate in allowing external management of your energy usage?

72.9%

71.8%

m CitiPower

22.9% 0 0y 22:3%
. 0

Lower energy bills Environmental benefits (e.g.,
I reduced carbon footprint)

31.0%

27.0%

Improved grid reliability

B Powercor

—

B United Energy

28.6%

26.7%

Access to exclusive energy-
saving programs or rebates

63 Note: Significance testing was conducted between CitiPower and the other networks at the 5% level of significance. No significant differences were found.

21.6%

1.0%
Other (please specify) None, | would not allow external
control
CitiPower Powercor  United Energy
(n) 117 110 104

N2

2 Powercor united ( () @ Forethought
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Heating and cooling systems as well as water heaters were the appliances that customers would be
most willing to allow networks to manage remotely

Across networks, United Energy customers were the least willing to allow their networks to manage any appliances. This couldbe attributed to United Energy customers preferring more control
on their energy usage than both CitiPower and Powercor customers.

In addition, compared to Residential customers, SMB customers were more likely to allow their energy provider to mange theirsmart home devices and electric vehicle charging.

Which of the following business appliances or systems would you be willing to allow your energy provider or network to
manage remotely?

m CitiPower ®m Powercor ® United Energy

44.3%
41.3% 39.7% 39.1%
33.0%

33.5%

28.6%

28.19% 30.4%

23.7%

8.6% 10.0% 770

Heating and cooling systems Water heater Electric vehicle charging Pool pump Smart home devices (e.g., None, | would not allow external
(e.g., air conditioning, heating) smart plugs, thermostats) control
CitiPower Powercor  United Energy
(n) 117 110 104
Note: Significance testing was conducted between CitiPower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly - S"C . e
64 higher than the CitiPower result and red indicates that it was significantly lower. <2 Powercor  united u @ Forethought
CITIPOWER  nsisnun energy = Outcomes
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Meter Upgrades and overall investment:

« What are customer preferences in the timing of
meter replacement?

« What feedbacks do they have about the bill
Impact from the improvements?

W

Iy,
Vv d POWErCOr uni :
CITIPéWER AUSTRALIA gﬂg%jyu @ ForethouQ ht
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Around 70% of SMB customers preferred their networks to start proactively replacing meters to
prevent likelihood of failure

The following question and explanation was shown:

“Electricity networks install and maintain smart meters in homes and businesses. Many smart meters are approaching an age where failure may
increase in the coming years. In the event a customer’s meter fails, this could lead to billing inaccuracies and potentially higher replacement costs.

Which of the following options do you prefer for the timing and approach of these meter upgrades?”

m Start proactively replacing meters from 2026.

This prevents the likelihood of failures in the
coming years. This results in maintaining
current meter charges at about $5 per month

m Delay proactive replacement until after 2031.

This means there might be an increase in
failures in the coming years. This option
would result in meter charges of around $4
per month from 2026-2031 (A decrease in $1
from the current $5 per month), but
potentially increasing from 2031

CitiPower Powercor United Energy CitiPower Powercor  United Energy
(n) 117 110 104
Note: Significance testing was conducted between CitiP ower and other networks at the 5% level of significance. No significant differences were found. Figures may not sum to g e
66 100% due to rounding. C éP7ﬁw Powercor unlted w @ Forethought
ITI ER  AUsTRALIA Outcomes
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Like Residential, around half of SMB customers also felt that the bill impact from the
Improvements represented value for the service they received

A series of improvements on key priority areas related to reliability, capacity, sustainability and customer supports were shown to customers.

Given all these improvements to help improve your network, the total bill impacts each year from all these improvements would be the following:
* $3 (0.1% retail bill reduction) for CitiPower customers

* $5(0.1% retail bill increase) for Powercor customers

* $3 (0.1% retail bill increase) for United Energy customers

Do you feel this total bill impact represents value for the service you receive?

Similarly to residential customers, while
about half of SMB customers perceived the
improvements as valuable, around a quarter
remained unsure. This uncertainty may stem
from heightened skepticism, driven by the
Not sure relatively modest bill impact or reduction,
despite the improvements presented.

mYes, it does

mNo, it does not

31.7%
24.3% .
16.4%
CitiPower Powercor United Energy
CitiPower Powercor  United Energy
(n) 117 110 104
|1z,
Note: Significance testing was conducted between SMB CitiPower and other networks at the 5% level of significance. Blue indicates that the other network result was significantly ) S ®
67 higher than the SMB CitiPower result and red indicates it was significantly lower. Figures may not sum to 100% due to rounding. C[ngwml Eu:ml“:" "I unlted w @ ELEE?}hOUth



Prophecy®

Prophecy Thoughts & Feelings®
Price Brand™

Communications Triple Play™
Distinctive Assets™

Prophecy Deflection®
Prophecy® Adopter™
Prophecy® Plausibility™
Prophecy ADvance®

Prophecy® Drive™

Gain & Retain®

LY & Prophecy Tribes®
AR ) Creative Efficacy™

" Y
T

LoLal of o S SN

: . '. o ;. & O .. 3 .' ¢ c _. A y

‘ ¥ - : Anae Al Dialogue®
“"‘:i’l-app. \ \ ; ) ' ll O a S
ISy ‘ , ok . - ' ok L I l C

AL
) "

Asia Pacific

Level 7 550 Bourke St
Melbourne VIC 3000
AUSTRALIA

+ 61 39614 3000

5

; T L LLLEE) .
\ﬂ’\\‘\\\\\\\_\\\\\\~\\‘\- \,\\‘
N AN ANRD DA A A & 3NN

North America

Level 5 400 Madison Av
New York NY 10017
USA

+1 929 239 3080

www.forethought.com.au

@ Forethought’

= Outcomes




Appendix

-

e e

Marketing Advisory, Strategy and Analytics CITIPOWER  msin

2 Powercor united ( ® Forethought

£ Outcomes




Residential and SMB: Customers profiling
for each network

——
——

Az ®
o2 Powercor uni
CITIPéWER AUSTRALIA gﬂg%jv& @ OFu(l?Er?z_Ehoug ht




Marketing Advisory, Strategy and Analytics

I Poweioor united ( ) @Forethought’

CITIPOWER  stoin Outcomes

CitiPower residential Customer Profile

AGE o

m18-34
m 35-49

50+

Home Ownership W,

43.2%

35 8%
19.8%

Rent Own - paying Own outright Other
a mortgage

71
Note: Percentages may not sumto 100% due to rounding.

Household Income i

12.7%
9.7% 11.2%

0,
8.6% 10.0% 6% 8.6% 8.5%
.. = ...58%.54% -
16%

$18,0000r $18,001 - $45,001 - $60,001— $80,001 - $100,001- $120,001- $140,001- $160,001— $180,001 - $200,001 — $220,001— $240,001 or
less $45,000 $60,000 $80,000  $100,000 $120,000 $140,000 $160,000 $180,000 $200,000 $220,000 $240,000 more

Dwelling Type 7&

27.7% 23 3%

17.2%
[ ] ] E—

Flat or apartment — less A detached house or a Flat or apartment — 100-
than 100 apartments in separate house 400 apartments in
building building

Townhouse Flat or apartment— A semi-detached house Terrace or row housing
more than 400 or a duplex house

apartments in building

(n) 269-311
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Powercor residential Customer Profile

Age an
= 18-34
53.2% e
50+
Home Ownership W,
28.0% 33.8% 37.5%

- 0.6%

Rent Own - paying Own outright Other
a mortgage

72
Note: Percentages may not sumto 100% due to rounding.

22.1%

11.1% 11.7% 11.6%

\\//

Yy Powercor ’
CITIPéWER mmu‘m umtEd (ﬂ» @Euggr?g}ghought

Household Income i

8.2%

9.3%

6.0% 5.0% 6.9%
— . . mE
[ B s

$18,000 or $18,001 - $45,001- $60,001—- $80,001—- $100,001— $120,001 — $140,001- $160,001- $180,001- $200,001- $220,001 - $240,001 or

$100,000 $120,000 $140,000 $160,000 $180,000 $200,000 $220,000 $240,000 more

Dwelling Type 7&

less $45,000 $60,000 $80,000
84.5%
5.8% 5.0% 1.6%
] ]
A detached house or Townhouse Flat or apartment — A semi-detached

a separate house less than 100 house or a duplex
apartments in house

building

1.0% 0.4% 0.3% 1.4%
Terrace orrow  Flat or apartment — Flat or apartment — Other dwelling
housing 100-400 apartments ~ more than 400
in building apartments in
building
(n) 275-317
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United Energy residential Customer Profile

[ 4
Ade am Household Income i
16.1%
m18-34 13.5%
11.1% 9 6%
53.8% m 35-49 °  83%  86%  81% 6.6%
. 0
4 4% 5.6% 4.7%
—
$18,000 or $18,001—- $45,001- $60,001- $80,001- $100,001- $120,001- $140,001 - $160,001— $180,001 - $200,001 — $220,001— $240,001 or
less $45,000 $60,000 $80,000  $100,000 $120,000 $140,000 $160,000 $180,000 $200,000 $220,000 $240,000 more
. . YN
Home Ownership K Dwelling Type /ﬂ\
68.4%
25 T% 33.5% o
. —— 10.3% 5.9% 0.8% 0.6% 0.6% 0.9%
LU I S e o2 o7 o7 7
A detached house or Flat or apartment — Townhouse A semi-detached  Flat or apartment — Flat or apartment — Terrace or row Other dwelling
Rent o . o triaht Oth a separate house less than 100 house or a duplex 100-400 apartments  more than 400 housing
en wn - paying Own outrig er apartments in house in building apartments in
a mortgage building building

73 (n) 277-313
Note: Percentages may not sumto 100% due to rounding.
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Profile of CitiPower SMB customers

. . [ ) .
Business Size gm 26 4% Business Turnover (B
0-19 26.3%
16.2%
13.3%
9.6% 9.2%
O 7.4% 5 400
20 -200 713.7% 4%
Less than $50,000 - $200,001 - $500,001 - $750,001 - $2,000,001 - $5,000,001 -  $10,000,001 - $20,000,001 - $25,000,001 or
$50,000 $200,000 $500,000 $750,000 $2,000,000 $5,000,000 $10,000,000 $20,000,000 $25,000,000 more
. A
Work Status ﬂ Type of Business (Top 10) /ﬂ\
21.8%
Working part-time 19.2%
9.4% 8.6%
7.7% 7.1% 6.4%
. 5.7% 0 0
Professional, Accommodation Administrative Health Care and Arts and Education and Wholesale Construction Retail Trade Financial and
Scientific and and Food and Support Social Recreation Training Trade Insurance
Self-employed 3.6% Technical Services Services Assistance Services Services
Services

n 90-117
74 O

Note: Shaded bars indicate results based on small sample sizes. A minimum sample size of n=100 is recommended for an indicative result for frequencies. Percentages may not sum to 100% due to rounding.
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Profile of Powercor SMB customers

Business Size g Business Turnover i

O - 19 48.6% 17.4%

12.7%

14.3%

13.3%
9.9% 9.4% 9.9%

6.3%

20—-200 51.4%

3.9%

2.8%
Less than $50,000 - $200,001 - $500,001 - $750,001 - $2,000,001 - $5,000,001 - $10,000,001 - $20,000,001 - $25,000,001 or
$50,000 $200,000 $500,000 $750,000 $2,000,000 $5,000,000 $10,000,000 $20,000,000 $25,000,000 more
. ' A
Work Status ‘@ Type of Business (Top 10)

Working part-time ‘- 24.8%

Working full-time ‘_ 48.5% 12.6%

0 0,
9.6% 9.2% 7.9% 7.9% 6.8% 6.6% .
roumain e | s H EEEEE -
Self-employed ‘. 19.3% Construction Health Care and Professional, Educationand  Retail Trade Transport, Agriculture, Wholesale  Accommodation  Arts and
Social Scientific and Training Postal and Forestry and Trade and Food Recreation
L Assistance Technical Warehousing Fishing Services Services
Semi-retired ‘I 4.0% Services

n 91-110
75 Q)

Note: Shaded bars indicate results based on small sample sizes. A minimum sample size of n=100 is recommended for an indicative result for frequencies. Percentages may not sum to 100% due to rounding.
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Profile of United Energy SMB customers

Business Size &

0-19 47.3% 19.79%

15.4%
0
9.9% 11.4%
— 0
20—-200 52.7% 194
Less than $50,000 - $200,001 - $500,001 - $750,001 -
$50,000 $200,000 $500,000 $750,000 $2,000,000

Work Status ﬂ

Working part-time ‘- 28.3%
Working full-time ‘- 52.2% 12 1%

10.2% 9.6% 9.5%
7.9%
Working in a casual role ‘l 1.7%

Self-employed ‘. 16.0%

Social Scientific and Insurance and Food
Semi-retired ‘l 1.8% Assistance Technical Services Services
: Services

76

15.7%

$2,000,001 -
$5,000,000

7.9%

I Powercor ynited ( ) @Forethought”

CITIPéWER AUSTRALIA

Outcomes

Business Turnover i

11.1%

1%

$5,000,001 -  $10,000,001 -
$10,000,000 $20,000,000

1.9%

$20,000,001 -
$25,000,000

3.8%

$25,000,001 or
more

Type of Business (Top 10) 7&

7.1% 6.6%

Health Care and Professmnal, Construction Financial and Accommodation Educationand

Training

Retail Trade Wholesale Trade

Note: Shaded bars indicate results based on small sample sizes. A minimum sample size of n=100 is recommended for an indicative result for frequencies. Percentages may not sum to 100% due to rounding.

5.4%

Information
Media and Tele
communications

()

5.4%

Manufactunng

91-104



Understanding effect sizing and significance testing
Throughout this report, some results have been shaded, and some results are

denoted In red or blue text. This section explains the reasoning for this.

T —
R s

-

c?

Marketing Advisory, Strategy and Analytics CITIPOWER



Marketing Advisory, Strategy and Analytics

This report utilises effect sizing to understand true differences in

Frequencies / Proportions

78

populations

Recommended minimum Sample Size for Proportions @

To ensure insights are more meaningful and actionable, a <> .
recommended sample of n=100 is generally used S €

Rationale

With n = 100, the variation of the insights is reduced to around 10%
which is within the acceptable parameters. This allows for more
confidence in the insights being truly reflective of the population.

The degree of variation in metrics is a
function of sample size. The the
sample size, the this variation will

10% margin of error: n=100

be.
For example, at n = 100 a score of 50%
may truly be between 40% and 60%)

35% 45% 55% 65%

Implication for this study

Any proportion results with a sample size between 30 and 100 were
still shown but have been shaded and the significance testing has been
removed.

To ensure differences in results are not only true but of

Effect Sizing and Significance Testing ﬁ
substantive difference, effect sizing is shown for means

Rationale

Significance testing refers to whether the differences observed in the dataset
are likely to be due to true effects or simply due to random chance.

Meanwhile, effect sizing allows us to measure the strength of a phenomenon
rather than its mere existence irrespective of sample size. It quantifies the
magnitude of those differences as either small, medium or large in which it is
recommended to only show medium to large based on historical benchmarks.

Implication for this study

Any substantive significance differences in means will only be indicated
as low or high if the differences in the result are both significant at 0.05
and of medium to large magnitude.
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