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About our energy networks. 
The ActewAGL Distribution partnership is equally 
owned by Jemena Networks (ACT) Pty Ltd (a 
subsidiary of SPSG (Australia) Assets Pty Ltd) and 
Icon Distribution Investments Ltd (a subsidiary of 
Icon Water Ltd).

ActewAGL Distribution owns and operates the 
electricity network in the ACT and the gas network 
in the ACT, Queanbeyan and Shoalhaven regions.  
This network is made up of 2,400 kilometres of 
overhead electricity lines, 2,800 kilometres of 
underground cables and almost 4,900 kilometres 
of natural gas pipelines.  ActewAGL Distribution 
serves around 180,000 customers. 

Diagram 1:  The Australian energy network 1

1  Source:  Energy Networks Association Customer Engagement Handbook

Who is ActewAGL Distribution?

ActewAGL Distribution owns and operates the 
electricity and gas networks within the ACT. We 
are responsible for the power lines and other 
infrastructure used to distribute electricity 
through the network to your home or business. 
ActewAGL Distribution undertakes electricity 
network maintenance, connects new customers, 
plans and constructs new infrastructure and 
providesemergency responses.

The cost of the services that ActewAGL 
Distribution provides is passed on to our 
customers through the retail companies that you 
buy your electricity or gas from, such as ActewAGL 
Retail, Energy Australia or Origin Energy.

ActewAGL Retail is a separate and distinct 
business to ActewAGL Distribution.
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This Customer Engagement Strategy relates specifically to 
energy network customers, that is customers of ActewAGL 
Distribution. 

Customer engagement is a growing priority across the 
energy sector as reflected in changes to the National 
Electricity Rules announced by the Australian Energy 
Market Commission in November 2012.  These changes 
have been further enhanced by the Australian Energy 
Regulator through the creation of a range of customer 
engagement guidelines and supporting documents. The 
Customer Challenge Panel has been established by the 
AER to advise on effectiveness of customer engagement 
undertaken in relation to regulatory reviews of energy 
distribution businesses. 

Reflecting the increasing commitment to customer 
engagement across the energy sector, Energy Networks 
Association has also developed a Customer Engagement 
Handbook2 which includes two case-study examples drawn 
from the work of ActewAGL Distribution. 

2  http://www.ena.asn.au/sites/default/files/customer_engagement_
handbook_july_2016.pdf

Why have a customer 
engagement strategy?
At ActewAGL Distribution there is a strong connection 
with our customers; we recognise that it is all about the 
customer. 

Understanding who our customers are and what their needs 
and expectations are helps us to identify areas we are doing 
well, what we are not doing well at and how we can improve.  
Feedback allows us to be more responsive and to ensure 
our long term planning is in keeping with our customers’ 
expectation.  Over time this will increase efficiencies across 
our organisation so that we can deliver on the following 
principles:

• deliver great user experiences – tailored and seamlessly

• create solutions that give our customers choice and 
control

• innovate based on knowing our customers

Diagram 2 shows the five stages adopted by ActewAGL 
Distribution across all customer engagement. 

Diagram 2: ActewAGL Distribution engagement process
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ActewAGL Distribution customers can be grouped into the following categories:

Diagram  3: ActewAGL Distribution customers

RESIDENTS
The families and households that access energy provided through our distribution networks.

COMMERCIAL BUSINESS OWNERS 
Businesses of all sizes that access energy through our network, or provide goods 
and services associated in relation to our network.

LARGE AND OR CRITICAL CUSTOMERS 
Those customers that access large amounts of energy, have more than standard 
infrastructure or have specialist service delivery needs, such as hospitals.

LAND AND PROPERTY DEVELOPERS
Through the creation of new network infrastructure to service new subdivisions 
and developments. 

EMERGING TECHNOLOGY
Those customers interested in new technologies and services such as electric 
vehicles, embedded generators, solar arrays and microgrids.
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Our customer objectives.
We wish to better align our products and services with 
the needs of our customers.  To build relationships with 
customers that are strong and extend across all aspects 
of our business. These relationships are essential to our 
mission to offer our customers the safe, reliable and 
sustainable energy solutions they want.

Our customer engagement objectives and the outcomes we 
expect these to generate for our customers are described 
below.

Diagram 4: Customer engagement objectives and outcomes 
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Customer Engagement Strategy Stage 1    |    6

Engagement principles.

ActewAGL Distribution recognises that in building a 
more comprehensive and mature approach to customer 
engagement we need to consider engagement activities 
across the spectrum of engagement from informing to 
empowering customers and to ensure that we conduct 
responsible engagement that is appropriate to the topics 
being discussed.  

Energy Networks Australia has reflected the five 
different levels of customer engagement as defined by 
the International Association Public Participation (IAP2) 
and illustrated in the diagram below.  During stage 1 our 
engagement met the ‘inform’, ‘consult’ and ‘involve’ levels of 
engagement.

Diagram 5: The IAP2 Public Participation Spectrum3  

3  Source:  Energy Networks Association Consumer Engagement Handbook
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Our Strategy Roadmap.
During Stage 1 we learnt much about our customers and 
established new, long terms ways to collaborate with 
customer groups across a number of areas.  During Stage 
2 we will deepen our engagement activities, building on 
the learnings from Stage 1 to take customer engagement 
tools to other areas of our business and establish new 
conversations with our customers on a broader range of 
topics such as the longer term priorities for sustainable 
delivery of network services. 

Success will be the creation of a culture of engagement that 
reflects our corporate commitment in a similar fashion to 
our culture of safety or continuous improvement. 

Diagram 6: Customer Engagement Strategy Roadmap 

2014 – We have positive customer relations; 
work hard to keep stakeholders informed and are 
building commitment to a more comprehensive 
customer engagement strategy.
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2015 – We have a better understanding of 
customer expectations and how they wish to be 
engaged as a result of customer analysis and 
consultation (including surveys, workshops and 
focus groups).

2016 – Our business processes and practices 
have been reviewed and an internal cultural 
change campaign is underway to facilitate good 
consumer engagement across our business.

2018 – We have an understanding of the 
expectations of all stakeholders and have 
broadened our engagement with customers to 
include other stakeholders. Two-way engagement 
with customers is standard behaviour across all 
aspects of our business.

2017 – The Energy Consumer Reference Council 
continues to provide a resource and think tank to 
continually improve our customer engagement. 
We are more proactive in our regulatory and other 
consultation.   

ST
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What we did in Stage 1.
The first stage of our Customer Engagement Strategy sought 
to progress four clear steps:

1. to better understand our customers through considered 
analysis out of which we will develop customer stakeholder 
performance indicators against which to measure our 
progress.

2. to continue the conversation by creating improved 
customer engagement pathways, including the creation of a 
customer reference group, known as the Energy Consumer 
Reference Council.

3. to work on our processes and plan for Stage 2 through a 
review of our business processes.

4. work towards developing a culture of customer centricity 
around all we do.

Across all our activities undertaken during Stage 1 a key area 
of focus when engaging with customers has been the lack of 
understanding of the different roles of distribution and retail 
within the energy market.  This continues to raise challenges 
when engaging on specific distribution activities and pricing.  
Increasing customers’ understanding of the role of the 
network business will continue to be a priority during Stage 2.

Customer engagement activities undertaken during Stage 1 
established new pathways for engaging with key stakeholder 
as outlined below and in the following case-studies.

Customer engagement website

A centralised customer engagement page has been created 
on the ActewAGL website.  This provides a central location 
for customers seeking to have input to our activities and for 
providing feedback to customers on what we have heard and 
how we are responding.

Topic specific fact sheets have been prepared and incorporated 
onto the website.  The customer engagement program has also 
been profiled in the Essentials publication,  through social 
media and traditional media releases.
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CASE STUDY
CUSTOMER FOCUS GROUPS  

 
In December 2014, customer analysis was undertaken by Orima using a series of 
focus groups involving 20 ActewAGL customers of a variety of ages, genders and 
backgrounds.  These focus groups provided insight into our customers’ understanding 
of the energy distribution business. Orima found that while there was a good 
awareness of ActewAGL, there was very low understanding by our customers  
with respect to the role of ActewAGL Distribution.  

In particular the research found that customers had a low understanding of:

• The proportion of their energy bill that relates to distribution or network charges. 

• How network charges are calculated.

• The challenges facing distribution network businesses, with a low understanding  
of the impacts of peak demand and what contributed to network costs.

Participants considered reliability to be the most important factor in relation  
to their energy supply. 

‘There’s nothing worse than not having  
air-conditioning on a hot night’ 

56+ year old

Participants were highly satisfied with their electricity and gas supply due to the 
reliability and responsiveness of ActewAGL Distribution. 

‘I read these Facebook feeds in Melbourne, they 
were having all these power-offs, and I was thinking 
‘thank god I live here’ ‘. 

20 – 35 year old. 

Our customers are also concerned about cost.

‘If they say Canberra has the cheapest prices… 
I hate to think what others pay’. 

36 – 55 year old

Feedback from this research continues to guide our work and more research will be 
undertaken in Stage 2. We will continue to hold focus groups as well as provide other 
ways for our customers to give us feedback.
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Energy Consumer Reference Council. 
The Energy Consumer Reference Council (ECRC) was 
established in November 2014 and continues to provide  
a regular, informed engagement with customers. 

The ECRC has an independent Chair to provide guidance 
and direction to its work and includes representatives 
from key customer sectors as outlined in the image below.  
It has met more than 14 times in the first two years and 
continues to meet every two months. Meeting papers and 
presentations are available on the ActewAGL customer 
engagement website.4

During 2014/15 the ECRC provided feedback on the 
following topics:

4  http://www.actewagl.com.au/Networks/About-our-network/Initiatives/
Consumer-engagement/ECRC-details.aspx 

• our five-year plan for the gas distribution business as 
part of the 2016-21 Gas Access Arrangement Information. 
Discussion and input from the ECRC was considered 
by ActewAGL management and influenced key policy 
decisions made as part of the draft Access Arrangement 
as presented to the Australian Energy Regulator.

• the review of the Electricity Tariff Structure Statements 
and movement of electricity network tariffs to become 
more cost reflective.

• proposed changes to vegetation management practices, 
particularly in bushfire abatement zones.

• new and emerging technologies and their potential 
impact on the operations of ActewAGL Distribution  
and our customers.

Diagram 7: Representation on the ECRC
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Community and business forums

A range of community and business forums and activities 
have been conducted since 2014 to supplement the 
discussions of the ECRC.  These include: 

• community discussion papers and calls for public 
submissions.

• hosting customer focus groups and workshops, including 
the 2014 ORIMA focus group work referred to earlier in 
this Strategy.

• a number of Power Panel surveys.  The Power Panel has 
been established by ActewAGL Retail and provides an 
opportunity for our customers to participate in regular 
customer feedback surveys.  The Power Panel currently 
has 2,415 members.

• co-design workshop.

Feedback from these engagement activities was assessed 
regularly throughout the various forums and activities.   
The feedback was very positive. 

KEY 
CHALLENGE

One of the key challenges arising 
from our work to date is to help 
our customers understand more 
about the electricity market and the 
impacts customers can have on the 
cost of supply energy to households.  

This includes helping our customers 
to understand the difference 
between the distribution business 
and energy retailers.
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CASE STUDY
CONSULTATION ON THE PROPOSED 
ELECTRICITY TARIFF STRUCTURE STATEMENT

As  part of preparing our proposed electricity network Tariff Structure Statement for 
the period 2017/18 – 2018/19, we provided several opportunities for consumers to 
influence our proposal.  An important part of the review of our network tariffs was 
to provide customers with price plans that more closely reflect the cost of providing 
particular services to household and business customers.

We provided several opportunities to provide input, including through the Energy 
Consumer Reference Council, the release of a discussion paper, a Power Panel survey, 
customer workshops and hosting a co-design workshop. 

During the co-design workshop participants were encouraged to consider the views 
of different customers with respect to:

• The ability and willingness of customers  
to manage electricity consumption

• The potential bill impact of the proposed tariffs  
on different customers and the possible response  
of these customers to that price signal

• Preferences for how the new tariffs would  
be assigned to different types of customers. 

The workshop particularly focused on the residential  
and low-voltage business customers and was attended 
by a good cross-section of customers.

Feedback gathered at the workshop was particularly used to influence the 2016 – 17 
assignment policy for the new tariffs and will continue to guide future adjustments 
to the tariff structure. 

As part of helping us to continue to improve, participants were asked to provide 
feedback on whether the workshop was useful.  The graph below shows the results  
of the participant survey, where 5 is a positive response and 1 is a negative response.  

WORKSHOP SESSIONS

FACILITATOR

ABILITY TO PARTICIPATE

RELEVANCE OF DISCUSSION

PRESENT RELEVANCE

PRESENTATION COMPLEXITY

CLARITY OF PURPOSE

0  2  4  6  8  10  12

  1         2         3         4        5
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CASE STUDY
CONSULTATION ON PROPOSED  
CHANGES TO VEGETATION MANAGEMENT

 
In November 2015, we released a discussion paper on proposed changes to the way  
we manage vegetation, particularly in rural and bushfire abatement zones in the ACT.

The proposed changes were designed to reduce the bushfire risk to the ACT while 
also protecting our electricity assets by increasing the distances we would clear 
vegetation away from our assets. 

Community feedback on our proposals was very important as part of balancing 
our asset protection priorities, environmental impacts and the visual impacts on 
Canberrans who enjoy our bush-capital setting. 

Feedback from the community was gathered from:

• A community discussion paper which attracted written submissions. 

• Four community workshops which attracted 27 participants.

• A presentation and discussion at the Energy Consumer Reference  
Council meeting. 

Feedback from the community raised a number of important points that were 
taken into consideration as we finalised our proposal to the ACT Government.  
These included considering the impacts of houses on the urban fringe of our city, 
impacts of proposed changes to clearances around power poles in backyards as well 
as recommendations about how we communicate any changes with the broader 
community as they come into effect. 

Our proposal is still under consideration by the ACT Government and we look 
forward to continuing the discussion with our community about the best ways  
to manage our assets within our bush capital. 
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Our next steps
During stage 1 ActewAGL Distribution established new 
avenues to engage with our customers which will continue 
to be supported and enhanced.  We have progressed 
significantly down a path of better understanding our 
customers and building relationships and mechanisms that 
allow for robust exchange of information. 

We have just released Stage 2 of this Strategy which seeks 
to build on this strong foundation and take concerted steps 
towards creating a customer centric culture across our 
business. 

We encourage you to stay in touch with our customer 
engagement activities through our website  
www.actewagl.com.au/consumerengagement and by 
joining our customer engagement contact list for invitations 
to workshops and other customer feedback activities.

By building on our already strong relationship with the 
community of the Canberra region and our existing 
understanding of our customers, the opportunities that will 
arise from improved open, honest and effective engagement 
with our stakeholders are very exciting.


