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Message from the CEO. 

Community is important to us.  In 2015 we celebrated 100 
years of providing energy infrastructure and services to 
Canberra and the region. 

It is our mission to offer our customers the safe, reliable 
and sustainable energy solutions they want. 

Our vibrant sponsorship and events program supports 
grassroots and elite sports teams, charities and community 
events. We also get behind local business and are one of the 
largest employers in the ACT with almost 800 staff working 
across a range of disciplines from customer service, finance 
and marketing to engineering and trades. 

Our local community is at the heart of all we do and it is 
only natural that our engagement with our community is a 
two-way conversation.  

We have always listened to our community, and since 2014 
we have been working to better involve our community – 
our customers in the longer term planning for our business.  
Our first priority is always to the safety of our staff and 
customers and the delivery of our services recognises that is 
it all about the customer.

The establishment of our Energy Consumer Reference 
Council in November 2014, under the independent 
chairmanship of Allan Williams, has provided an important 

vehicle for us to better understand the interests, concerns 
and goals of our different customers.  This group has 
provided input to the development of our five-year plan 
for gas distribution, submitted to the Australian Energy 
Regulator earlier this year and given important feedback on 
future electricity demand tariffs.

This Stage 2 Customer Engagement Strategy is an important 
next step in the journey to further strengthen our two-way 
conversations with customers, to ensure we deliver a safe, 
reliable and cost effective service that meets the needs of 
current and future customers. 

We might be one of the oldest businesses in the region, but 
we are looking to the future for energy solutions like battery 
storage, electrical vehicles and emerging technology across 
both gas and electricity. We are excited about taking the 
journey into the future in partnership with our customers. 

I encourage you to learn more about our customer 
engagement program by visiting our website  
actewagl.com.au/consumerengagement 

Michael Costello 
CEO
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This Stage 2 Strategy builds on Stage 1 and is endorsed 
by the CEO of ActewAGL and executive management 
within ActewAGL Distribution. Successful customer and 
stakeholder engagement will generate important business 
and community outcomes. 

Building on our commitment to providing excellent 
customer service, this Strategy focuses on ways to 
better understand our customers and develop proactive 
initiatives to listen more to their feedback. We understand 
engagement is about two- way communication and 
providing an opportunity for us to listen more carefully to 
our stakeholders and work together to ensure we respond 
effectively to the needs and expectations of the businesses, 
governments and communities to whom we provide 
services.

Over the next two years our customer engagement activities 
will:

• build on activities underway or initiated during Stage 1.

• enable us to gain a better understanding of our ‘customer 
touchpoints’ and associated review of business processes.

• build capability and capacity in customer engagement 
throughout our business.

• develop performance indicators to measure how well we 
are doing across our business with respect to customer 
engagement.  

Continuing to improve our customer engagement will 
produce efficiencies across our organisation, minimise 
delays, reduce the time spent on re-work in response to 
customer feedback and allow us to be on the front-foot 
when serving our customers.  As our industry evolves, 
engagement with our customers will help us prepare for 
the future and respond to the challenges and opportunities 
as they arise.  It is an important part of recognising it is all 
about the customer.

Executive Summary.
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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. 

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.

In 2014 we took new steps to strengthen our connection 
with customers by developing a formal strategy that sought 
to guide our long term community engagement. 

The Stage 1 outcomes report is available on our website. 

This Stage 2 Strategy builds on the work of Stage 1 and 
considers the next steps in how we build a listening 
culture across all aspects of our work. Diagram 1 shows the 
five stages adopted by ActewAGL Distribution across all 
customer engagement. 

Engagement is already an active part of the work 
undertaken by the organisation. This is demonstrated 
through communications and stakeholder feedback 
associated with campaigns such as public safety, vegetation 
management, building near assets and access to assets. It 
is also a feature of asset management and capital works 
projects. 

Listening to the needs of customers and how ActewAGL 
Distribution can best meet them is critical to the success 
of the Strategy. Initiatives such as, the Energy Consumer 
Reference Council (ECRC) and the business and community 
workshops, conducted as part of the Stage 1 Strategy, have 
been very valuable in gaining a better understanding of the 
issues that are critical to our customers.

Diagram 2: ActewAGL Distribution engagement process

Understand our 
customers so we can 
meet their needs and 

expectations

Reflect customer 
feedback in our 

planning and 
operations

Maintain pathways 
for two-way 

communication

Listen to 
our customers

Seek feedback  
from our 

 customers
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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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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) as 
illustrated in the diagram below.  ActewAGL Distribution 
expects that most of our engagement will encapsulate 
the ‘inform’, ‘consult’ and ‘involve’ levels of engagement; 
however there may be areas where greater levels of 
empowerment is provided to our customers. 

Diagram 4: The IAP2 Public Participation Spectrum2

2  Source:  Energy Networks Association Consumer Engagement Handbook

ENGAGEMENT PRINCIPLES

PRINCIPLE HOW WE  
WILL DO THIS

WHAT IT MEANS  
FOR OUR CUSTOMERS

Clear, accurate  
and timely  
information

Information will be provided that is useful, 
relevant and easy to understand.  

Customers can make informed choices 
and contribute effectively  
to the conversation.

Accessible  
and inclusive

Customers will be engaged broadly  
across a range of communities and through a 
variety of interactions.

All customers have the opportunity 
to participate in discussions, express 
opinions and understand the outcomes 
of our conversations.

Transparent Our engagement with customers will be open 
and honest, with regular and meaningful 
reporting. 

Allow our customers to understand how 
their views and comments were taken 
into consideration.

Measurable Each customer engagement activity  
will establish clear and measurable  
(where possible) criteria against which the 
success of the engagement can  
be measured. 

Customers will be able to hold us 
accountable against the objectives  
of each engagement activity and work 
with us to continually improve our 
engagement activities.  

Long-term Engagement with our customers will  
be on-going and regular, recognising  
that our customers will be at differing levels 
of understanding and involvement in our 
organisation over time.  

Customers will be able to meaningfully 
engage with us  
at any time.
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Our Strategy Roadmap.
This Strategy sets out a pathway to increasing ActewAGL 
Distribution’s maturity and the effectiveness of our 
engagement with our customers by:

• investing in better understanding our customers, their 
needs, perceptions and expectations and how they would 
best like to be communicated with and engaged in our 
work.

• building recognition across our business of the 
importance of our engagement with customers and 
building two-way dialogue and understanding.

• reconsidering our business practices to encourage 
engagement with our customers across all aspects of our 
work.

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. 

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 and established 
stronger vehicles for customer engagement

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. 

Diagram 5: 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.

ST
AG

E 
1

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
AG

E 
2
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Our next steps.
This Stage 2 Customer Engagement Strategy seeks to take 
the customer engagement message more broadly across 
our business to develop a culture where stakeholder 
engagement is business as usual.  Stage 2 will run from now 
until the end of 2018.

Diagram 6: Stage 2 activities

Building on existing activities 

During Stage 2 the following activities will continue to be 
progressed:   

• the ECRC will continue to meet every two months and 
will shift its focus to discussion of broader energy matters 
including energy efficiency, the long term sustainable 
energy model for the ACT, vulnerable customers and 
impacts of changing national regulations, such as 
metering rules, on our local community. 

• consultation programs featuring community forums, 
workshops, discussion papers, PowerPanel surveys, online 
and social media, and other engagement activities will 
consider a number of areas of our work including:

 - regulatory planning for the electricity pricing 
determination

 - impacts and opportunities associated with the  
Power of Choice metering rules changes 

 - capital works projects such as the Molonglo Zone 
Substation 

• existing stakeholder forums with industry associations 
including the MBA and HIA will be better connected 
to the broader customer engagement agenda within 
ActewAGL Distribution.

• continue to provide content and information, fact 
sheets and as appropriate face-to-face opportunities for 
customers to contribute to the priorities and initiatives  
of ActewAGL Distribution.

• work with our call centre to improve opportunities for 
customer feedback and customer contributions to our 
engagement work to be captured through our phone 
discussions with our customers. 

• undertake a ‘roadshow’ providing presentations to local 
community and industry organisations explaining the 
role of the distribution business and the distinction 
between our role and that of retailers in the energy 
market.

OUTCOMES  
FOR OUR 
CUSTOMERS

Customers know they  
can ask questions,  
provide feedback  
and will be  heard.

Our customers are  
better informed and 
more empowered to 

provide us with robust 
feedback.

Our products and  
services are relevant  

and valued by  
customers.

OUR CUSTOMER 
ENGAGEMENT 
OBJECTIVES

Better align our  
products and services 
with our customers’ 

needs.

Embed best  
practice consumer  

engagement  
as normal practice  

across our business.

Provide opportunity  
for consumers  

to participate in  
and impact on our 
forward planning.

CONTINUE  
OUR ACTIVITIES 
FROM STAGE 1

Feedback, surveys, 
focus groups, research 

involving customers  
in planning products  

and services.

Better systems  
and practices in  

our business. 
Staff training  and 

development.

Energy Consumer  
Reference Council  

input. Early  
consultation.

NEW ACTIVITIES 
IN STAGE 2

Understand  
our ‘customer  
touchpoints’.  

Listen and respond  
to our customers.

Build capability and 
capacity in customer 
engagement  across  

our business.

Develop performance 
indicators to help us 
measure how well we  

are doing for our 
customers.
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Understand how we currently  
engage our customers
As part of Stage 2 an internal review of customer ‘touch-
points’ will be undertaken to assess whether these 
interactions reflect our customer engagement aspirations. 
Are we listening and learning from our customers? 

Our interactions with customers will fall broadly into three 
areas:

• business as usual interactions such as maintenance 
activities like pole replacement and vegetation 
management.

• future business planning and policy reforms such as the 
upcoming changes to metering rules and the five year 
electricity price review.

• business improvements and innovations such as 
opportunities associated with emerging technologies 
and provision of customer information. This includes 
the deployment of a portal allowing customers to access 
personalised energy data.

Workshops across business areas will be used to identify 
and map our customer touchpoints.  This review will 
identify opportunities to enhance these interactions to 
better establish two-way engagements with our customers, 
rather than just communicating to or informing them.  
Mechanisms to better listen to our customers and learn 
from their feedback will be established.  Customer feedback 
will be used to inform our business operations.

Based on the outcomes of this review, business processes 
will be updated or amended to better reflect our 
commitment to effective customer engagement and to 
respond to the many different needs of customers.  We 
recognise a ‘one size fits all’ approach is not appropriate. 

Capability and capacity building

During 2016/17 we will work to build capability and capacity 
with respect to customer engagement across more areas 
within the organisation and encourage a wider range of 
conversations with stakeholders.  

This will be led by our executive leadership group and is 
likely to include: 

• understanding of existing customers interactions and 
associated customer feedback.  

• staff training and development.

• development of templates, toolkits and operational 
timelines to support the training and encourage a 
standardised approach to customer engagement. 

It has also been suggested by the Energy Consumer 
Reference Council that ActewAGL Distribution support the 
development of capacity and resources in the community 
sector.  This will be achieved through customer workshops 
and training sessions and by partnering with members of 
the ECRC on the Energised Consumer Project.1

Setting clear targets
As an organisation, it is important that we establish clear 
targets around how we want to engage with our customers.  
Targets will help us to evaluate our progress, identify work 
still to be done as well as to measure customer engagement.  

An important part of creating an honest and open 
engagement environment will be to provide transparent 
reporting around these targets and publishing outcomes  
of our customer engagement work.

During Stage 2 we will develop a series of performance 
indicators to measure ourselves against. Our experiences 
in Stage 1 will be used as a benchmark for continual 
improvement.  This exercise will be used to establish annual 
Key Performance Indicators (KPIs) against which our entire 
organisation can be measured.

While organisation-wide KPIs will be a long-term outcome 
of Stage 2, midway reviews during 2017 and 2018 will be 
conducted to measure our on going performance.

The diagram below shows how our customer engagement 
will progress over the next two years. 

Diagram 7: Stage 2 implementation 

PROGRAM OF WORK

BUILDING ON EXISTING ACTIVITIES
2016/17 

FINANCIAL 
YEAR

2017/18 
FINANCIAL 

YEAR

Energy Consumer Reference Council (ECRC)
Customer consultation programs 
• Power of Choice metering
• Regulatory processes
• Capital Works Projects
Industry associations regular meetings
Online information and updates

UNDERSTANDING HOW WE  
CURRENTLY  ENGAGE CUSTOMERS

2016/17 
FINANCIAL 

YEAR

2017/18 
FINANCIAL 

YEAR

Review of customer ‘touch points’
Internal workshops and data gathering 
Business process reviews and updates

CAPABILITY AND  
CAPACITY BUILDING

2016/17 
FINANCIAL 

YEAR

2017/18 
FINANCIAL 

YEAR

Enhancing consumer engagement pathways
Staff training and development
Development of toolkits and templates  

MEASURING  
OUR SUCCESS

2016/17 
FINANCIAL 

YEAR

2017/18 
FINANCIAL 

YEAR

Customer engagement KPIs

1. The Energised Consumer Project is being delivered by a consortium of ACT Council of Social Services, SEEChange, Conservation Council of the ACT  
and Canberra Business Chamber.
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Delivery and monitoring of our strategy.
Responsibility for engaging with our customers extends 
across the business.  

Implementation of Stage 2 will continue to be managed 
across the regulatory and communications area of our 
business, but increasingly will include involvement from our 
Performance and People and Customer Connections areas, 
and our leadership group. 

During Stage 2 we will also be seeking to build capacity 
within the broader community sector and be able to 
partner with organisations such as the ACT Council of Social 
Services, SEE-Change and the Canberra Business Chamber 
to collaborate on community consultation and engagement 
initiatives. 

The engagement principles and objectives of this Strategy 
will guide the reporting and evaluation of this Customer 
Engagement Strategy.  The following indicators will provide 
good indication of our success:

• feedback from customers received through existing 
channels as well as those new ones established during 
the implementation of this Strategy.

• the number and diversity of customer engagement 
activities undertaken across the organisation and 
participation of staff in customer engagement training.

• the number of business processes and long term planning 
strategies amended in response to customer feedback or 
to facilitate better customer engagement.

• assessment by the Australian Energy Regulator of our 
compliance with associated guidelines.

Long term engagement with customers requires regular 
review and update to capture new customers who have yet 
to be engaged and keep faith with those that are engaged 
and want to continue to contribute to the discussion.
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Stay in touch.
Since the development of a Customer Engagement  
Strategy in 2014 we have progressed significantly down  
a path of better understanding our customers and building 
relationships and mechanisms that allow for robust 
exchange of information. 

Stage 2 of this Strategy 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.

Benefits. 
Working towards the above objectives and creating a 
culture of engagement provides benefits to both ActewAGL 
Distribution and our customers.  

BENEFITS FOR 
OUR CUSTOMERS

• Better, more relevant and timely 
information on our work and its 
potential impacts.

• Earlier and more regular opportunities 
to provide input to relevant issues.

• Better understanding of what impacts 
on energy bills and impacts of 
regulatory activities and processes.

• More transparency around  
our decision making.

BENEFITS FOR 
OUR BUSINESS

• Better informed decision-making  
and long term planning.

• Better balance between feasibility, 
viability and acceptability to the 
community and environment.

• Deliver services customers want.

• Efficiencies in service delivery due to 
better liaison with customers about  
their needs and expectations.

• Strengthen our reputation as  
a customer focussed business.


