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Customer & Stakeholder Engagement| We see an ongoing role for the CAP 
being an integral part of our overall customer & stakeholder engagement 

The CAP will be a critical ongoing piece in our approach, providing input, guidance 

and feedback on our most critical and material customer impacting decisions

This will complement the range of other avenues we engage with 

customers and stakeholders

1. What aspects of the CAP have worked well, that we should retain moving forward? What does the model look like for 2021 and beyond?

2. What do you see as the ongoing role of the CAP? What would you like to engage on?

3. Does the revised strategy help to ensure that business actions will reflect community needs?

4. What reporting and insights would you like to see across our engagement approach (see examples in document)

Key Considerations:

Brand Health Tracker

Social Media Sentiment

Media Analysis

Customer Experience Tracking

Overall Performance 

Monitoring & Reporting*

Ongoing role of the Customer Advisory Panel

• Provide input to critical elements of our regulatory reset proposals

• Support development of customer commitments for our business

• Provide input and guidance on customer impacting topics and all marquee

projects

• Track and monitor performance against agreed customer commitments

• Track and monitor performance of customer engagement programs

• Track and monitor performance of customer outcomes and experiences in key

services

In addition to these 

programs, we also 

seek specific customer 

testing insights for new 

portal/experience 

enhancements, and 

have a robust 

engagement approach 

for major infrastructure 

works

*Including customer experience dashboard, operational performance reports and delivery on agreed customer outcomes

and compliance requirements



BRAND HEALTH TRACKER 
RESULTS FROM SEPTEMBER QUARTER 
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SOCIAL MEDIA SENTIMENT
RESULTS FROM SEPTEMBER
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Social Media Sentiment 
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CitiPower and Powercor 

United Energy 

- Social sentiment reporting

commenced in February 2020 and

tracks all commentary to our owned

channels – Facebook, LinkedIn and

Twitter

- For CitiPower and Powercor, the

sentiment is predominantly positive

- United Energy’s feedback has been

influenced by concerns around

planned works during COVID-19

lockdown



Responsive to customer values 

Septembe

r
Corporate Affairs - Digital Reporting 12

• In September 2020, we saw a significant

increase in negative sentiment associated

with ‘enabling rooftop solar connections’ in

the CitiPower and Powercor channels  -

sentiment dropped from 100%

positive/neutral  in August to 50%

• This rise in negative mentions is linked to

export limitations and a new myConnect

tool.

• In response, we have worked with the

Customer Group and Electricity Networks

team to:

• Improve communications to solar

customers

• Prepare briefing papers for MPs and

Councils

• Developed a social media program

which will launch in November to

encourage customers to check with

us when planning solar PV

installations

Sentiment is tracked against the customer values identified 

through the Energised 2021-2026 program. 

Monthly monitoring of results enables rapid response to address 

customer needs 



MEDIA ANALYSIS
RESULTS FROM SEPTEMBER QUARTER
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Key metric – Media Impact Score 
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- Each year over 1,200 news items are published about our 3

networks - 357 in September quarter

- Powercor has the largest share of voice (223 stories)

- More than 40% of these stories are generated from our proactive

media relations activity

- ISentia measures of media impact take into consideration

sentiment, messaging, placement of the article, use of

spokespeople and imagery

- ISentia reports that the industry average Media Impact Score for

energy companies is 1.0

- Our scores reflect significant work to proactively engage with

media and promote our news



15

July to September 2020
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July to September 2020



CUSTOMER EXPERIENCE TRACKING
OUR REFRESHED APPROACH
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Customer Experience Surveys| Our refreshed approach helps us to gain 
insights on the most important aspects of experiences with us

Effort required from 

the customer for the 

event they 

experienced

Experience with 

Interaction
(nuanced to target 

‘experience’ instead of 

‘satisfaction’)

Perception of 

Effort the DC 

made to meet 

their need

Degree to which 

customer 

experience 

matched 

customer 

expectations

Total Customer 

Experience Score

1 2

3 4

Effort 

Score 1+2

1+2+3+4

Experience 

Score

Expectations

Score

% of respondents 

who said their 

interaction was 

quite low effort or 

very low effort

% of respondents who said 

they felt their distributor put in 

at least as much effort as they 

did – this is calculated at the 

individual level

Average score over all 

respondents across all 

experience measures, 

based on the % of 

service delivery 

statements 

respondents agreed 

with (mildly/strongly)

% of respondents who said 

the distributor met or 

exceeded their expectations

Key Features of our Revamped Approach Measures Obtained From Each Customer Experience Survey

1

2

3

4

5

More people, more often – a greater number of 

services and utilising SMS/email as well as interview 

to reach more people in each survey wave

From satisfaction to experience – measuring the 

experience customers have when dealing with us 

and seeking to better understand their expectations

Practical improvement plans – actionable insights 

derived through detailed reporting and analysis 

informing practical plans that are operationally owned

Greater transparency – integrity and rigour in 

reporting method and data, providing real insights 

into the customers’ perceptions   

Aligned survey programs – broadening 

improvements in the survey methods with better 

linkages to trust and brand surveys



19

Customer Experience Surveys| Metrics are clear and comparable across our 
networks, and enable specific actions to be developed for improvement

CitiPower Powercor United Energy


