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4

Background and Objectives

The ongoing energy transition and the persistentstrain on
the costof living have imposed substantial burdens on
peoplein vulnerable circumstances. Whilst Forethought
has conducted extensive research prior to identify and
prioritise the value metrics that hold significance for our
customers, it has become evidentthat the voices of these
customers were underrepresented.

In line with Energy Ministers' direction to prioritise the
achievement of affordable energy and satisfied customers,
Forethought conducted a community engagement
program with people invulnerable circumstances*. The
aim of this program was to delve deeperinto the needs,
concerns, and perspectives of customers experiencing
vulnerability, allowing CitiPower, Powercorand United
Energy to provide more effective and tailored support.

* See Appendix for our definitions of customers in vulnerable circumstances which were guided by AER.

Research Objectives:

 Understand the needs of customers in vulnerable

circumstances now and in the future from energy
distributors to inform the Regulatory Reset2026-
2031,

* Explore how customers facing vulnerable

circumstances perceive the energy transition and
identify strategies for enhancing accessibility; and

+ ldentifywhether customers experiencing vulnerable

circumstances share the same priority areas
previously identified in other research.

(7 Poweroor united ( ( @Forethought“
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Our definitions of customers in vulnerable circumstances have been guided by AER

We acknowledge that there is currently no universally accepted definition for individuals experiencing vulnerability. Therefore, Forethought adopted the definition
outlined in the AER's report titled "Towards the Energy Sector.

Consumers experiencing vulnerability’refers to circumstances that mean a person may be less able to protect or represent their interests, engage effectively
and/or are more likely to suffer detriment. This includes having insufficient capacity to pay for enerqgy use.

We believe that vulnerability is best understood as a dynamic spectrum, allowing people to transition in and out of vulnerable states rather than a fixed or lifelong
condition. In other words, individuals may encounter vulnerability and disadvantage at various stages in their lives, and this status is not constant.

Whilst some definitions of customers in vulnerable circumstances includes Indigenous Australians , they will be engaged in se parate research engagements. As
Forethought has conducted research with CALD communities, for the purpose of this engagement, we talk to individuals with the following circumstances:
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This encompasses individuals holding a \ / This includ € .'Cda _dusltomers_ . ¢
healthcare card, with limited income. This \ / 1S Includes Individuals experiencing o
group includes students, single parents, and S ’ d disability and/or mental ill health. These
individuals with disabilities (such as those e . Customers may require continuous energy
receiving disability pensions). S~ - - for life support, oxygen, or other medical

assistance.
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Who did we speak to?

Forethoughtengaged with n = 59 vulnerable customers across the CitiPower, Powercor, and United Energy networks in metro and rural
& regional areas using a mixed methodology inclusive of:

7 X In-person Focus Groups One-on-one In-Depth Interviews

2 x Pensioners (Aged 65

and older) =6 n=6 n=12 Medically vulnerable 3 n=3 _—
customers
2 x Youth (Aged 18-24) =6 n=5 n=11
Disabili n=2 n=2 n=
Single parents =3 n= =6 v
Low Income (Aged 25-39) n=3 n=3 n=6 Low Income (Aged 25-39) n=2 n=2 =
Low Income (Aged 40-64) n=3 n=3 n=6 Low Income (Aged 40-64) n=2 n=2 n=

Please note that a greater proportion of Powercor customers were interviewed
as Powercor has a larger number of customers, covers a larger area of Victoria
and tends to have a higher proportion of low SES than other networks. This
report found consistent insights across cohorts, however, where differences
were found these are called out. Additionally, it should be noted that the report
only highlights the voices of customers and does not represent the forthcoming

business investments to address their priorities. 0

Note: The sample frame w as designed with location and age as key parameters as they have been provento be highly correlated w ith behaviour in the energy industry. There w as over e . @ ®
6 betw een the different groups of customers, e.g. Medically vulnerable and Disability, Single parents and Low income, etc. CITI‘E%WER Powercor uﬂgﬁng » Forethought

n=9 n=40 n=11
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How did the insights compare to what we already know about vulnerable customers?

What was aligned to currentknowledge?

« High energy costs were a primary concernt, with flexibility to alter
usage limited by factors including work status, place of work, medical /
disability status and income.

* Their knowledge of the energy transition was on par with the general
population. They supported the energy transition, but worried that it
would be dictated to them, and they would be left behind if they could
not afford to be part of it23

* Awareness of CPPALUE was very low, particularly in metro areas, but
experiences with CPPALUE, typically during outages, were recalled
positively

* Customers were pragmatic about outages, but expected to receive
proactive and transparent communication*. Notification letters were
preferred for initial notice of planned outages, but emails and SMS were
preferred for reminders and notification of unplanned outages

Rural and regional vulnerable customers

* Regional and rural customers urged CPPALUE to provide a clear vision
for the future, inclusive of contingency plans, to effectively manage
potential major outages resulting from the energy transition. They seek
assurance and transparency regarding how CPPALUE plans to address
increased electricity demand and potential disruptions®6

ng

What was new?

Vulnerable customers were often more aware of their individual /
household energy usage.

As vulnerable customers navigate the energy transition, they expressed
the foremost desire to gain a sense of agency and control. They saw
education and communication as one tool in achieving this goal.

They were more likely to equate affordability to the amount they paid for
energy rather than value for money due to limited disposable income.

Customers with limited flexibility to alter their consumption (full-time
workers, typically younger, and medically vulnerable customers or
those with a disability) generally would not be able to take advantage of
time of use (TOU) tariffs and were worried that they could be
disadvantaged.

Two key factors limiting accessibility to the energy transition were
residential status and/or income, which made it difficult to be future-
focussed.

For vulnerable customers with more flexibility in engaging with the
energy transition, the main driver for adopting renewable energy (e.g.,
solar) was the potential financial benefits. The broader customer base
also shared this sentiment, but demonstrated a willingness to share
excess solar production with the community which was not yet evident
amongst vulnerable customers’.

Qg

1Energy and Water Ombudsman annual report, 2022; 2Customer Vulnerability Workshop: Outcomes Report — June 2023; 3Stepping Up: A Smoother Pathw ay to (TR . °
8 Decarbonising Homes, 2023; 4Pow ercor Rural and Regional Summit, 2023; 5Pow ercor Broad and Wide, 2022; 6CitiPow er, Pow ercor, United Energy Meta-analysis — 2022; C[ngwm‘ Powercor gﬂg?gyw Forethought
7Future Home Demand, 2023
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Vulnerable customers had a need to feel informed and in control

To support this objective, the key needs across three priority areas included:

Cost of Living Pressures

Vulnerable customers asked for information
on energy usage and tariff structures to
reduce costs. They suggested that retailers
provide clarity on how much energy different
appliances consume and the price difference
between peak and off-peak rates, which
could develop a better understanding
towards lowering bills.

Participating in the Energy Transition

Educational campaigns regarding the energy
transition and how vulnerable customers can
be supported in transitioning to renewables
taking into account their residential status and
income, delivered by retailers with the support
of CPPALUE.

Greater Government incentives for installing
solar panels, particularly for property owners.

Maintaining Proactive and Transparent
Communication

According to rural and regional customers, who faced
greater vulnerability to extreme weather and reliability
challenges, there was a strong emphasis on the need
for clear, timely communication from CPPALUE about
outages

Vulnerable customers also wanted CPPALUE to
communicate its vision for the future, especially
regarding backup plans for managing major outages in
rural and regional areas.

N2

7 Powercor united ( () @ Forethought
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Cost of Living Pressures

High energy costs were top of miAd for vulnerakle customers who were unsure

how to lower their bills. whilst facing factors limiting/ their ability to alter
consumption. They wanted suppeort from retailers.to be more informed about

their energy usage and tariff structures to feel in control.

?

Marketing Aduvisory, Strategy and Analytics CITIPGWER




Marketing Advisory, Strategy and Analytics

Cost of living pressures were a concern for all vulnerable customers, who did not
have the luxury of a disposable income enjoyed by the broader customer base

* Most customers noted that their bills had increased significantly ‘ ‘ There's been such a rise in energy prices. We've gone from having a bill
despite no change to their energy consumption. of $150 a month to $400 and there's been no change in what we've
done through personal habit.”

o This was particularly concerning for vulnerable customers — Male, 47, Medically Vulnerable, Metro

who were more likely to be on fixed incomes* (e.g.,

Pension, Disability Support Pension) with little, if any, room

to move financially. ‘ ‘ My general electricity bill has doubled from what it was three months
ago... | was averaging $65 a week on what | would consider would be
low usage and that has just about doubled them in my last couple of

* Consequently, compared with the broader customer base which bills have been around $120.”
typically equated affordability to the value they received for their - Male, 63, Low income, Metro
money (e.g., reliable supply), vwulnerable customers were more
likely to equate affordability to the amount they paid.
‘ ‘ | feel like our prices are more expensive than the city...My parents have
told me - that's a house of five people - how expensive their electricity
- Some regional / rural customers believed that their bills were bill i§ in metropolitan Melbourne and it's no more than $300 whgreas I'm
higher than metro customers, but were not necessarily aware of paying about $700...1 don't really understand why it's such a big gap

between one person and five people.”

the reason for the difference which caused some frustration. ~ Female, 24, Youth, Regional/ Rural

N2

*Average incomes for age pensioners and those on a Disability Support Pension w as $1,096 per fortnight for singles and $1,653 per fortnight for couples. Low income earners D xier (1 ge . @ *
11 below $757 per w eek for singles (no children) and $1,295 per w eek for couples (no children) (Services Australia, 2024). C[ngwm‘ Eu::::::" of gﬂgﬁgy _ Eggr?jhought



Marketing Advisory, Strategy and Analytics

Vulnerable customers felt like they were already doing everything they could to save
energy and reduce their bills

They generally believed their usage was not excessive, when comparing their usage with other households via their bills. Some customers felt that they
were already taking somewhat extreme measures, e.g. not using certain appliances at all.

Al .
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» Switch off lights and appliances “a‘o\e \&
when you are not using them J
_ _ _ * Insulate your roof
» Use heating / cooling appliances as
I — What else can « Install solar panels
) customers do to save
» Switch to LED globes energy affordably?
The information...around saving money and being efficient is kinda limited.
There's a lot of articles and stuff that say the same thing like 'close the door of
the rooms you're not using when you're heating it' and 'make sure your home
is insulated’, but they don't go further than that...What can | buy to turn it off
itself? And also smart homes. What can they do for me that will save energy?”
— Female, 40, Disability, Metro
) .*IL . ¢
& e A saleg (9 @FOrethought



Amongst a small sample, vulnerable
customers were typically more aware
of their energy usage, with some
monitoring their consumption

‘ ‘ My [retailer] also has an app and when | turned the aircon on,
it would spike quite a bit in price, so | basically never put it on.”
— Female, 23, Youth, Metro

‘ ‘ | think about energy daily because of the Powerpal.”
— Female, 39, Low income, Regional / Rural

Younger customers were more likely to have downloaded their
retailer’s app to monitor consumption.

o Some apps allowed for real-time monitoring for those with smart
meters.

Others received weekly emails from their retailer about their energy
usage with tips on how to save.

Customers who had a Powerpal enjoyed having a greater
understanding of their consumption and how much energy their
appliances were using.

o Few customers mentioned a Powerpal, but wanted access to a
tool with this capability to have more control over their usage,
highlighting the importance of increasing awareness of the
ability for Victorian residents to claim a free monitor.

o However, alternative methods of monitoring consumption were
needed for those living in an apartment who could not install the
device.

<2 Power { "
C[TIP&WER Ausmm“ " unlted (—0 @Iilornecthought
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However, a range of factors affected vulnerable customers’ abilities to alter their
consumption behaviour

Less flexible More flexible

* Younger customers « Customers who spent most of their time at
. . home
o More likely to be at work during the day . . Compared to the broader population,
* Retired or part-time workers winerable customers:

» Customers working in an office regularly fod - fexibil
O ad as much or more flexibility to

* Medically vulnerable customers or those with a reschedule household tasks to
disability o More likely to engage in non- different times.

energy activities, e.g. waiting for »  Were significantly less likely to use
gy g 9 dryers or dishwashers.

asunny day to do the washing » Were significantly more likely to earn
an income between $18,001 —
$45,000 (46.2% vs 19.1%) and

o More likely to be at home during the day, but significantly less likely to earn an

required energy throughout the day income above this range.
(Customer Values Study, 2024)

e Older customers

o Heauvily reliant on energy to meet their health
needs (e.g., regulating body temperature) or
make their lives more bearable » Those on Government support, e.g.

pension, disability support payment*

‘ ‘ Temperature regulation’s not working properly in my ‘ ‘ I'm adaptive and the fact that | do work from home a
body ...l definitely use a lot more electricity during lot of the time and | can choose when | do particular
winter just because | cant get warm. There’s a lot of Jjobs.”

[devices] also that makes life more convenient to — Male, 63, Low income, Metro

manage my fatigue and pain.”
— Female, 40, Disability, Metro

(7 Poweroor g Forethought’

14 * As of 2023, there w ere 610,585 Victorians on Age Pensions (ABS, 2023) and 769,300 on Disability Support Payment (Australian Institute of Health andWelfare, 2023). cm ER eﬁgsgdy @ o
P(SW AUSTRALIA = utcomes
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These factors played a role in how the potential tariff structure was received

Customers had a varied understanding of tariffs. Most could identify Customers were presented with the current and potential tariff

that it affected how you were charged for your energy usage, but often structures below and asked for their feedback, with particular focus on:
did not know what tariff structure they were on or how the dlfferent - Fixed charge vs time of use (TOU) structure

structures could affect them and found it difficult to compare retailers o _

because they presented the rates differently. *  Shift in peak time by one hour

* Introduction of the solar soak period

Fixed charge

0000000 cixedcharge 0000000000000

12AM 10AM 12aM

Fixed charge

10AM 10PM 12AM

\\I//

€2 TN united d () @Forethoughf
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Customers preferred a structure that they felt would best allow them to save on their

electricity bills

» Customers with greater flexibility who spent most of their time at home preferred the TOU structure and
saw it as an incentive to be more mindful of their consumption behaviour and adapt it to take advantage of

lower rates during the day.

o Single customers, in particular, felt this structure would be perfect for them as they had ultimate

Time Of Use

control over how all their appliances were used.

+ Aflat rate was preferred by customers with less flexibility to change their energy usage as they were more
likely to do energy-heavy activities during peak time.

o However, low income customers were concerned about having lack of control with a flat rate and

‘ ‘ It's just me, so I'm basically controlling when
things are used in the house so | would
definitely be conscious if it's on or off peak...to
save money or reduce consumption.”

- Female, 52, Disability, Regional / Rural

16

worried that the rate may be too expensive.

‘ ‘ If it was a flat rate, that means that there's no

chanceto have it be cheaper in any way,
shape or form...Just with the inflation we've
have in the last several years, | could see that
flat rate beginning fairly low and then going up
very quickly and then there's nothing you can
do about that...it takes away that autonomy.”
— Female, 29, Low income, Regional / Rural

‘ ‘ Because my power costs the same at

any time of the day or night, then I'm
not overly worried at this point on how
or why we use power? Give me
cheaper rates then I'll adapt.”

— Male, 63, Low income, Metro

<7 Poweroor united ( ) @Forethought”'
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Customers with less flexibility to change their usage behaviour had concerns about
the shift in the peak time and many questioned the change

Q « Customers with less flexibility typically worked during the day and arrived home after the peak period
started (usually after 5pm) when they needed to do energy-heavy activities. As such, the shift represented

an additional hour of peak time to these customers.
o Waiting until 10pm to take advantage of off-peak rates was a concern for parents with young children

Current  3PM 9PM and youths living in share houses who did not want to disturb others late at night.

Potential 4PM 10PM

« Customers with greater flexibility did not feel strongly about the shift as they could adapt their usage.

* Some questioned whether shifting the peak time actually represented a shift in peak energy demand, or
whether energy companies just wanted to make up for the hour lost to the solar soak period. If the former,
customers suggested that the associated shift in peak energy usage be communicated for transparency.

‘ ‘ Workers wouldn't be able to take advantage of it, but I'm ‘ ‘ | don't see how it would be different cause |
not working so | would...Workers would always be in peak thought that peak load was when most people
hour whereas if it stopped at 9, they could get anay with were using [electricity]...It seems like they're just
doing some things after 9 o'clock, but 10 makes it difficult.” putting it up for an extra hour.”
- Female, 61, Low Income, Regional / Rural - Male, 27, Youth, Regional / Rural
DASWOTF( N .
17 e VO united (9 (@ Forethought
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Generally, the solar soak period was appealing, but most customers were not in a
position to take advantage of it

Q * Most customers received the solar soak positively, particularly solar customers who were already set up to
benefit from it.

* However, those who worked full time and could not work from home saw no benefit unless they could store and

1oAM o use the solar energy from that period once they arrived home. Even customers with greater flexibility to adapt
their energy consumption typically could not afford the upfront cost of installing solar panels and therefore would
not be able to benefit from the solar soak.
« Afew customers, particularly low income customers, were concerned that the peak and off-peak rates would
increase inlight of the solar soak, which would further disadvantage them.
‘ ‘ For an at home parent, it's probably great, but ‘ ‘ It's a great option, | think, for people ‘ ‘ If they are going to do free
for someone like myselfwho's single, works that are home, like with small electricity, what are they
and I'm not home between 10am and 4pm children, etcetera, that are relying going to bump up instead?”
normally, that's a bit useless to me...My time to on electricity all day or like — Female, 38, Low income,
do everything is that 4pm to 10pm time slot.” ourselves that work from home.” Regional / Rural
— Female, 41, Medically Vulnerable, — Female, 44, Medically
Regional / Rural Vulnerable, Metro
18 7 POOTCOr i
CITIP('SWEK AUSTRALIA gﬂg%'y @ngﬁihOUth
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Overall, customers wanted support to feel more informed about their energy usage
and tariff structures, which they expected from their retailers

As retailers were perceived to be accountable for customers’energy costs, they were expectedto be responsible for
providing informationthatwould give them a greater sense of control, which could be provided along with their bill.

===
o

Supportto understand energy usage

* Identifying how much energy different appliances use

« This could be achieved by working with all
retailers to provide in-app functionality to monitor
consumption, and in almost real-time for smart
meter customers

* Alternatives to Powerpal for those living in apartments

‘ ‘ Campaigns that tell us how much it costs to run different
types of fans and things like that. You know, your typical
box fan compared to evaporative cooler, up to your split
systems and ducted cooling. What does it cost per hour
to run each of these kind of things ?”

— Female, 61, Low income, Regional / Rural

=L

* Clarity on peak and off-peak time periods

Clarity regarding tariff structures

» Price difference between peak and off-peak rates
* How to find the rates on your bill

* Potential cost savings between fixed and TOU
structures specific to customers’ abilities to influence
when they consumed energy

‘ ‘ If I was a bit more familiar with what the differences [in
cost between peak and off-peak] might be and how
much | could potentially save doing that, then it would
be worth paying attention to.”

— Male, 27, Youth, Regional / Rural

7 meum it
CITIPOWER  msan um ed (..0 @
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~ Ability to Participate in the Energy Transition

Whilst vulnerable customers supported the energy transitioh, they
expected CPPALUE, along with retailers and the Government, to make
the transition. more acgessible.so that they would not be left behind.

Marketing Advisory, Strategy and Analytics
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Vulnerable customers had a varied, but generally limited understanding of the
energy transition

Lower Level of understanding Higher |

‘ ‘ Not [familiar] at all.” ‘ ‘ Movingfrom coal and fossil ‘ ‘ Tryingto transition into more
— Female, 41, Medically fuels to renewables.” sustainable ways of using energy by
Vulnerable, Regional/ Rural — Male, 25, Lowincome, changing the way we receive energy
Regional Rural as well as howit's generatedin the first

place via solarpanelsand wind farms.”
— Female, 39, Low Income, Metro

‘ ‘ I don'tknow ifit's my age group...but ‘ ‘ Movingfrom fossilfuels to
it's not something I'd physically go green energy, so moving away
andlook up on the Internet.” from relying on coal powerto
— Female, 55, Medically Vulnerable, solarand hydro and wind.”
Metro — Male, 21, Youth, Regional/
Rural

&7 howeroor united ( () @Forethought”'
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Most customers were supportive of the transition and hoped for a future with greater

reliance on renewable energy

10 years from now, customers hopedthatthe future of energy would include:

Greater energy efficiency with minimal
negative environmental impact, possibly
with tighter standards around household
appliances

‘ ‘ Hopefully [I'll be using energy] more
efficiently...It's probably more the products
that we use to utilise electricity are more
efficient.”

— Female, 55, Medically Vulnerable, Metro

22

Accessible and affordable renewable
energy, particularly greater solar usage

‘ ‘ The local Council are putting solar on all of
their public buildings and they're going to
generate solar and sell at a cut price to local
residents, including renters...So there's
probably a hope in the future that maybe | can
plug into that...and maybe | can get cheaper
power.”

— Male, 63, Low income, Metro

Self-generation and self-sufficiency

‘ ‘ | expectthat | would have solar and enough
battery that | wouldn't be as reliant on base
load and my bill would be relatively small.”

— Male, 41, Medically Vulnerable, Regional /

Rural
N2 ®
7 POWercOr - united Forethought
CITIPOWER s energy 2 Outcomes
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However, Residential Status and Income were two key reasons why vulnerable
customers felt that they could not participate in the energy transition

3

Residential status

Many customers rented* and did not have the power to
make their home more energy efficient. Additionally, the
homes they lived in were typically old and not optimised for
energy efficiency, for example:

*  No double glazing

« Inefficient heating and cooling appliances

*  Not well-insulated

Others lived in embedded networks where there was no
choice of retailer.

‘ ‘ It's a rental, so I'm not allowed to [install solar panels]

because it's not my house.”

% Income

Single parents and low income customers were particularly
concerned about being left behind in the energy transition
and facing harder financial circumstances as a resullt.

It was more difficult for them to envision a future where they
could afford to transition to renewable energy as they were
primarily focussed on making it through each day.

‘ ‘ I have looked in solar panels, but it's just expensive...by
the time we do get any money back...I could be in my

— Male, 41, Medically Vulnerable, Regional / Rural grave.”
— Female, 62, Low income, Metro
N2 ®
23 *38.9% of vulnerable customers in Australia rented their home, w hich was significantly higher than the broader population (Customer Values Study, 2024) é 4 Powercor united Fore’[hought
CITIPOWER  nston energy = Outcomes
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The interplay of these variables was particularly
evident in the context of solar energy

Vulnerable customers were very supportive of solar energy and many wanted to
install solar panels to save on their energy bills. However, as many customers
were renters, they were reliant on the property owner to do so...

‘ ‘ I would like to get solar panels, but you just can't do it when
you're renting. Most of the landlords just aren't in on it.”
— Female, 61, Low income, Regional / Rural

...and customers who were in a position to install solar panels could not afford the
upfront investment and thought that it would take too long to realise a return on their
investment as they felt that the feed-in tariff was low. This was in contrast to the
broader customer base which increasingly wanted to share excess solar production with
the community and were less focussed on the financial return (Future Home Demand,

2023).

‘ ‘ We've looked at some solar options, but, to be honest with you,
we're not going to go down that path because it's far too
expensive for the return you get.”

— Male, 47, Medically Vulnerable, Metro

7 Powercor united ( @Forethought
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Vulnerable customers were worried
that the transition would be forced
upon them, and they would be left
behind

*  Customers felt like they did not have a say in what the
transition looked like and were concerned that it would be

dictated to them by the Government and energy companies,

regardless of whether they felt ready for changes.

* They were unsure whether they would be well informed of
changes that they would be required to implement and what
would happen to them if they could not afford to make those
changes.

‘ ‘ I'm assuming that some [changes], if not all of it will be
mandatory.”
— Female, 40, Disability, Metro

‘ ‘ Consumers have limited options to influence the transition. It
ultimately relies on distributors' actions and Government
policies to support them.”

— Male, 47, Low income, Regional / Rural

‘ ‘ The only issue with [the energy transition] is the cost to the
consumer who can't afford to put [renewables] in.”
—Female, 42, Low income, Regional / Rural

<2 Power { "
C[TIP&WER Ausmm“ " unlted (.-0 @Iilorne}hought
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Customers’ concerns were apparent when
considering the transition from gas to electricity

* Customers seemed to feel that the transition was happening around them,
with a few noting the phasing out of gas connections in new homes.

» There was concern that they would not be given adequate notice to prepare
and they questioned who would be expected to pay to transition to
electricity when the transition was not a choice they made.

+ Afew customers were also concerned that the grid would not be ready to
handle the increased demand and wondered what would happen to existing
gas lines and gas meters.

‘ ‘ What's it going to cost us when we don't ‘ ‘ When they stop the gas here, this will

have a choice?...If things change put more pressure on electricity. Where
radically, we need to be prepared and are they going to get this from?”
financially prepared...we need to know — Male, 66, Pensioner, Regional /
that sort of stuff.” Rural
— Female, 52, Disability, Regional /
Rural

7 Powercor united ( () ® Forethought
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Support from energy companies and the Government was expected to make
participating in the energy transition more accessible

Vulnerable customers wanted supportin the form of:

P S 257 ) EEDDD
A A & =
— Tlann
Clarity on what the energy transition is, what Government incentives for installing Information for customers in high-
changes will be involved and when, the role of solar panels, particularly for density living about how to transition
different energy companies in this process, and property owners and community to more renewable energies through
how customers will be impacted and supported. solutions, e.g. generating solar and their appliances, etc.*

- Information about the transition from gas to sharing it with residents.

electricity was the most immediate need.

‘ ‘ What they're looking to do in the future and how ‘ ‘ If the State Government offers enough incentives for a
they're planning on implementing it too and what decent solar set up to reduce your bill...and they should
their timelines are to do these things.” be offering some better lean-in tariffs for solar set up.”

— Female, 55, Medically Vulnerable, Metro — Male, 41, Medically Vulnerable, Regional / Rural

*The need for information about the transition fromgas to electricity is important as Victoria uses more gas than any other Australian state or territory (Victoria State i

27 Government, Energy, Environment and Climate Action, 2023) 7 Powercor united
**Solar energy penetration is low er in areas of high density living w hich is proportionately higher in Victoria than in other states, w ith 24.7% of residents living in flats, CITIPOWER st energy
apartments, units, semi-detached terraces and tow nhouses (Roy Morgan, 2022).
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Retailers were expected to be the main conduit of
information, with support from CPPALUE to inform
customers about the energy transition

* Despite generally low awareness of CPPALUE, customers trusted their
distributor to provide information about the energy transition, particularly as
compared with retailers and the Government.

o CPPALUE was perceived to have a greater interest in managing
energy demand by building the infrastructure to allow for effective
distribution of renewable energy, rather than financial gain.

*  However, in light of low awareness, customers suggested delivering
educational campaigns through retailers with whom they had the greatest
interaction.

o This was a particular concern for younger customers who were more
likely to think that the information could be spam.

‘ ‘ [Powercor] have a vested interest rather than just a purely financial
interest like the retailers do...The retailers are there to tell you whatever
they want to tell youto make money. The distributor wants to keep you
long term regardless of which retailer you're [with] so | think they've got

more interest in teaching us all.”
— Male, 41, Medically Vulnerable, Regional / Rural

&7 howeroor @ Forethought
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Customers suggested a variety of channels to disseminate information about the
energy transition

* Key channels mentioned by customers included:
*  Brochures;
*  Emails;
«  Social media posts;

«  Short videos within retailers’ apps succinctly explaining the
energy transition and how customers could prepare for
upcoming changes.

* Receiving this information at a quarterly cadence was considered
appropriate as not to overwhelm customers.

+ Afew customers also expected CPPALUE to engage with local
communities to disseminate educational information and
understand their specific needs and concerns, allowing them to feel
part of the transition.

‘ ‘ Social media would be most effective and | would also be
interested in having an app with short videos and pictures.”
- Female, 41, Medically Vulnerable, Regional / Rural

N
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Experiences with CPPALUE were

typlCa”y |Im|ted tO OUtageS, bUt were ‘ ‘ During a recent unplanned outage, | received timely text

i updates from Powercor. The communication met
generally recalled positively by ovpactations.”
CUStO mers - Male, 47, Low income, Regional
CPPAL_UE were pgrceived to reSPQnd qUiCk'Y to outages ‘ ‘ [Powercor] are super quick if you have a problem. If there is
and maintenance issues, and provide proactive and clear a storm, they are the first ones there. | reckon theyre doing
communication, with most customers rating satisfaction a good job. I have seen them every day trimming trees for
with their distributor highly.* the pasttwo weeks, working hard. ”

— Female, 74, Pensioner, Regional / Rural

‘ ‘ On someone's property | saw a tree branch that had fallen
on the power line that goes to the house, so | rang up the
local council and asked 'who do | ring in regards to this?'
because it looked dangerous to me. And obviously that was
sorted out because | walked past the place and the branch
was no longer on there.”

— Male, 63, Disability, Metro

* Please be reminded that the sample w as comprised of a larger proportion of Pow ercor a4 |'0'|\l'[[ lil @ Forethou h‘[
customers, w ho had higher unprompted aw areness and familiarity w ith CPPALUE. CITIPOWER st unlted (_0 g
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Medically vulnerable customers, in particular, appreciated the help they received

from CPPALUE to meet their energy needs

CPPALUE was seen as being particularly accommodating for
Medically vulnerable customers, including:

*  Providing frequent updates about when power will be restored
during an outage;

* Providing a specific phone number to obtain outage information
quickly; and

*  Ensuring energy supply during outages through availability of
alternative energy sources (e.g., providing backup generators)
or making arrangements for customers (e.g., transport to a
motel with power).

Case Study
Male, 41, Disability, Regional/ Rural

This customer had severe sleep apnoea that necessitated a
continuous supply of electricity for his CPAP machine.

"Momentum Energy actually contacted Powercor on my behalf and
then Powercor contacted me to take me through what options
were available...It was really easy actually. They sent out
somebody, they sat down, went through everything that was
available, what was covered with Government subsidies at the
time, and worked out what would be the best options for me at that
point...They sent a technician out, they wired everything up,
showed me [how to disconnect it if needed], walked me through all
the steps. They couldnt [have done] anything better."

<2 Powerco "
ClTIPﬁWER Ausmw.“ " unlted (.ﬂ @Iilornethought
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Customers were pragmatic about outages and did not have high expectations for

CPPALUE to meet

* Customers understood that outages would happen from time to time
and that, when they did occur, trusted CPPALUE to resolve it as quickly
as possible to maintain reliability.

o This was particularly important to regional / rural customers who
were more likely to experience an outage. Pensioners in
Shepparton wanted CPPALUE to ensure that there was a vision
for the future, including back up plans, to manage major
outages, aligned with previous findings (Powercor Rural and
Regional Summit, 2023 and Powercor Broad and Wide, 2022).

*  Generally, customers did not view community liaison managers or
Mobile Emergency Response Vehicles (MERVS) to be essential unless
a major disaster had occurred as a result of an extreme weather event.
In that case, CPPALUE was not expected to be responsible for
organising this, but rather, local council or VICSES.

33

‘ ‘ If it's an unplanned outage, they can'tdo much about it other than try
and fix the problem.”
— Female, 62, Low income, Metro

‘ ‘ [A community manager] sounds like a good idea, but practically, |
don't think it would work. Once you're in that situation, so is everyone
else and a case manager can only do so much at the one time.*

— Female, 41, Low income, Regional/ Rural

‘ ‘ If there was an extended outage, | could certainly absolutely see the
value of [MERVS]...I'd never heard of it until you just mentioned it.“
— Female, 55, Medically Vulnerable, Metro

N2
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34

Customers expected to receive proactive and transparent communication regarding
outages, consistent with the needs of the broader customer base

When asked what customers’ priority areas were regarding
electricity, timely outage awareness messages during unplanned
outages and accurate outage restoration times were typically in the
top two priorities.

Timely messages meant that customers were informed
immediately and knew that CPPALUE was working to fix the
Issue.

[=]

o Timely messages during planned outages were also
important, especially for Medically Vulnerable and
Disability customers who may need to prepare to
manage their condition whilst without power.

ﬁ?} Restoration times were found to be mostly accurate, but
oriy customers preferred to receive a broader timeline, or at least be
updated if a delay was going to occur.

‘ ‘ | received [communication] around 5 days in advance which

was good because it meant that | could position myself
somewhere else sothat | could move during those hours [due
to her medical limitations].”

- Female, 44, Medically Vulnerable, Metro

30 minutes is acceptable...If you know you're going to go past
that hour mark, there should be a message that pops up on
your phone that says 'hey, there's going to be a delay’.”

— Male, 20 Youth, Metro

(7 Poweroor united ( ( @Forethought“
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The importance of maintaining
communication was highlighted by
customers who recalled times when they
had not been notified about outages

Q4

- Whilst it was noted that communication had improved over the Case StUdy_ B
last few years, some customers did not always receive Female, 40, Disability, Metro
notifications regarding outages which caused frustration as they

were not able to prepare. {United Energy] planned for an all-day outage from earlier than

when | get ready for the day which was stressful...The power
hadn't gone out yet when it was supposed to...the outage] never
happened. | cancelled stuff and | planned all this stuff... It was
meant to finish at 4pm and they messaged me at 3pm...to say it
wasn't going to happen.”

«  Similarly, customers were also annoyed when they were not
notified when a scheduled planned outage had been cancelled.

‘ ‘ | only hear from them when power is out locally. Some of the times,

we dont get a message for an hour or more. | would like to know
asap, even no ETA. At least tell me know it’s not just my home.”

- Female, 30, Single Parent, Metro

35 €2 e @ Forethought
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Customers preferred to receive detailed communications with as much notice as
possible via a mixed communication method

@ Timing

* For planned outages, customers
expected at least two weeks notice and
reminders.

« Upon an unplanned outage occurring,
customers expected to receive
notification within 15 minutes.

» Customers also wanted to receive
confirmation that power had been
restored immediately post-outage.

o Medically wulnerable customers
were the only ones to mention
receiving these messages.

‘ ‘ You can prepare yourself. You're not
going to be shocked with [a planned
outage] suddenly happening.”

— Male, 63, Disability, Metro

36

Channel

Letters were preferred for initial
notification of planned outages.

o This was particularly useful for
customers living with others who
may not receive outage
notifications.

Emails and SMS were preferred for
reminders and notification of unplanned
outages.

If just one of us gets the messages because |
[pay] the electricity ...then he's not gonna
know and the power's going to be out, but if
it's in a letter and it's out just on the fridge,
then everyone can see it.”

— Male, 21, Youth, Regional / Rural

Information

* Customers expected to be notified of:

o Date and time of the outage
(planned) / Outage occurring
(unplanned)

o Expected outage restoration time

o Contact details / Website for more
information

o Confirmation of power restoration

*  About half wanted to be notified about
the cause of the outage

‘ ‘ | just want to know what's going on. If they
tell you from the start, you don't need to
make 19 phone calls to find out what's
going on.”

- Female, 41, Medically Vulnerable,
Regional / Rural

(7 Poweroor united ( ( @Forethought“
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Summary of ideal communication approach

Tm."ng_ of Two weeks prior One week prior 1-2 days prior Day of the outage Immediately post-
communication outage
Letter and a follow .
Preferred channel up email Email SMS SMS SMS
Planned Planned Planned and
+ Date and time of the outage *  Reminder of the outage taking Unplanned

*  Expected outage time
+  Contact details / Website for more information
*  Cause of the outage

Unplanned

Information required " \/A

place (beginning of the day)

Expected outage time

Contact details / Website for more

information

Unplanned
Notification that an outage has
occurred (within 15 minutes)

Expected restoration time

Contact details / Website for more

information
Cause of the outage

. Confirmation of
power restoration

37
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