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This executive summary outlines the key findings from a quantitative
study conducted on behalf of the Australian Energy Market
Commission (AEMC) in January and February 2017, designed to
inform the AEMC’s fourth annual retail competition review.

The research was based on a mixed-method telephone and online survey
conducted with a sample of n=2,147 residential energy consumers and n=550
small businesses across the National Electricity Market (NEM) — i.e. Queensland,
New South Wales (NSW), the Australian Capital Territory (ACT), Victoria,
Tasmania and South Australia. However, the term “NEM” has been used
throughout this report with the exclusion of Tasmania and the rest of Queensland
beyond South East Queensland, where there is limited or no choice of energy
providers or plans.

CONSUMER ACTIVITY

Awareness of choice in the retail energy
market has gradually improved over time
across the NEM.

>
L e Awareness of being
able to choose

v O

Electricity Gas

Company 9491

2015

Nearly all residential and small business

; consumers understood they could choose
i from different energy retailers, and most

: believed they could choose different plans
with the same retailer. Residential results
: are illustrated throughout this summary.
Consistent with previous years, the longer a jurisdiction has been
deregulated, the more its consumers were aware that they can choose
their energy company or plan. Awareness of choice was particularly low in
Tasmania, the Rest of Queensland and the ACT, where there are fewer
options available to consumers. Small business consumers had similar
patterns of awareness across the jurisdictions.
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Results from new questions revealed that fewer than half of householders
surveyed thought they were on a contract, when in fact all technically are.
There was also confusion regarding which specific type of offer they were
on —including when prompted with explanations of the difference between
standing and market offers. Around two-thirds reported that their energy
company offers discounts, and this was more prevalent in areas that have
been deregulated for longer (e.g. at 72% in Victoria).

A third (33%) of residential consumers across
the NEM had actively investigated energy offers

. . . . Investigated
in the past year, consistent with previous years.

i ,330/0 offers in the
Consumers who were more likely to have i past 12 months
investigated their options were those exhibiting E
financial vulnerability, living in an embedded
network, and/or more likely to have otherwise engaged with the market

(e.g. recently approached by a retailer or switched provider or plan).

The majority (62%) of consumers maintained that it was easy to compare
energy options, particularly those who were younger or preferred to speak
a language other than English at home. However, consumers have
continued to report that it is easier to compare banking, insurance and
telecommunications services than energy offers.

General internet searches remained the most commonly cited method of
investigating energy options. More specifically, the use of comparison
websites and retailer websites has increased since 2016. Those who had
not switched in the past five years or investigated options in the past year
were also more likely than in 2016 to think they would use energy company
websites if they were to look around.
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b Jr—

Nearly half of all residential consumers (47%) and two-fifths of small
business consumers (38%) said they were aware of a website or service
that could help with choosing an energy deal, with higher levels of recall in
Victoria in particular (55%).

iSelect and Compare the Market continued to dominate this space.
Unprompted recall of any government comparison website or campaign
remained extremely low at just 2%, while prompted awareness of such sites
reached 22%. This includes 9% prompted awareness of the federal
government’s energymadeeasy website.

More than half of residential consumers said they had switched energy
company or plan in the past five years (54%), which is up since 2016 (49%),
and more on par with 2015 (52%).

In the past 12 months, three in ten householders Switched

(29%) had switched energy company or plan, up energy

significantly from 24% in 2015. This was largely 1) comeany or
' plan in past

driven by increased switching in NSW (at 33%

- the highest of all jurisdictions this year), South
Australia and South East Queensland. These
switching rates are the highest for the four years
of the survey and tend to remain more common
in areas that have been deregulated for longer.

Switched
energy
company or
plan in past
12 months

Despite consumers rating their ease of switching

energy company or plan lower than for other industries, the actual switching
rates for electricity were higher than all the other industries asked about in
the survey.

Half of small business consumers and two in five residential consumers
reported being approached by an energy company in the past year; steady
against 2016. Phone calls and in-person visits were the most common.
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Interest in looking for a better energy deal increased among both
residential and small business consumers over the past year. Perhaps
not surprisingly, those most dissatisfied with their energy retailer were
more likely to be interested in exploring options. Those who had switched
in the past five years were also more interested than those who had not
switched, suggesting that when consumers do switch, they tend to find it
worthwhile — as supported by the outcomes measures.

Intuitively, switching behaviour continues to be strongly driven by price
perceptions, with residential consumers who had made a switch in the
past five years citing discounts and then cheaper prices as their top
reasons for switching, in line with previous years. Younger consumers
and renters were also likely to cite moving home as a reason for
switching — though this did not significantly impact overall switching rates.

When prompted with a list of common reasons for switching, discounts
and the estimated competitive total bill amounts remained the most
critical factors influencing the decision to switch.

Reflecting concerns and sensitivities highlighted in an in-depth vulnerable
customer study for the AEMC in 2016, considerations regarding switching
that were significantly more important for vulnerable customers were the
discounts offered, the customer service on offer, and whether the price
might change during the contract — with vulnerable customers particularly
keen for certainty, to aid their tight budgeting.

Key reasons for looking but not switching tended to revolve around
learning that their current deal was better, finding the process too difficult
or confusing, or their company matching the offer.

Those who didn’t switch or investigate options at all were most likely to
say they were happy with their current retailer, too busy or
that it would be too much of a hassle.
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Younger residential consumers demonstrated some different values: they
were more likely than other consumers to value the brand and reputation
of the company, the availability of green energy plans, and being able to
access new energy technologies. The latter two factors were among the
least important factors for the average consumer.

The things consumers felt would motivate them to switch in the future were
very similar to the factors cited by those who had switched in the past. This
suggests that most consumers are assuming the same sorts of pressures
and service designs that are in place today will be present in future.

Attitudes towards switching remained largely stable against previous
years. However, consumers are finding it somewhat less complicated to
compare energy options, and increasingly view energy companies with
neutrality rather than mistrust.

Of particular note is that consumers who were aware of independent
comparison websites were more likely to disagree with negative
statements regarding switching, highlighting some of the benefits of such
consumer engagement efforts.

____________________ , On average, consumers indicated they would
need to see a saving of around a quarter of
their typical bill in order to seriously consider
switching — e.g. an average 23% off the
electricity bill among householders.

Average saving
needed to seriously
consider switching
electricity provider

On a quarterly basis, the desired savings
equated to $91 for residential electricity bills,
$66 for residential gas bills, $133 for small
business electricity bills and $84 for small
business gas bills.
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CONSUMER OUTCOMES

Data from multiple years of the study suggest the energy market continues to
mature across knowledge, confidence, behaviours and sentiment.

As context for understanding behaviours,

1 1

! Have been . two in five householders (37%) reported

! shocked or \ experiencing a high bill shock in recent

! surprisedbya | years, along with 39% of small businesses.
! highenergy | The average quarterly equivalent 'shock’ bill
! 370/ bill in thelast 155 $268 more than usual for householders
! o fewyears E and $319 for small business consumers.

Shock bills were more common among some of the most vulnerable
consumers (e.g. Indigenous Australians, tenants and those with financial
stress). Key indicators of engagement with the market were also associated
with bill shock, suggesting this is a driver of market engagement.

Satisfaction with the level of choice in
energy retailers was at 61% fairly/very
satisfied, remaining significantly higher
than the 2014 benchmark of 51%.
Results continue to vary by jurisdiction.

Very / somewhat
satisfied with the
level of choice

Interestingly, consumers were evenly split on whether there was too much or
not enough choice. Those who felt there was just the right amount were more
likely to have been younger and confident in finding the right information.

Participants were asked for the first time whether they had made a conscious
decision to be on their current energy contract; four in five said yes. This was
higher among those who were more engaged with the market, while
vulnerable consumers were more likely to say their retailer

had just put them on their current contract. 8
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Seven in ten consumers felt quite or very confident regarding their ability to
find the right information to choose a suitable energy plan, with confidence
having increased among residential consumers — from 54% rating their
confidence 7 or more out of 10 in 2015, to 68% in 2017. The results also
provide clear indications confidence is driven by active market engagement.

The majority of consumers were satisfied with their current energy company,
with satisfaction increasing among residential electricity consumers for the
second consecutive year — from 66% in 2014 to 74% this year.

Those more likely to say they were satisfied with their energy company
included those from a non-English speaking background, those aware of at
least one government comparison website, or living within an embedded
network. In contrast, those who had actively investigated energy options
were more likely to say they were dissatisfied with their current retailer.

—————————————————————————————————————————— + Ratings of customer service
é Satisfied with electricity 74% T was high, having risen steadily

company (% very/ somewhat) @1 over time. Value for money

among residential electricity

71% ;T i

1

1

1

1

1

:

1

1

' QOO Customer service from electricity consumers also increased
1 . _ .

: qw? company(% rating 7-10 out of 10) 015 over time, though gas
consumers rated their

i ‘e’f:‘c‘t";ii?&"‘cg:;’a’:;e“’e"f’°m 619 T | providers value for money
i (% rating 7-10 out of 10) 20 lower than last year, likely

reflecting recent price rises.

Meanwhile, poor ratings of value for money have increased over time among
small business energy consumers. Top reasons provided for value for
money ratings among householders and businesses related to (both positive
and negative) prices, discounts and customer service.

Most consumers who had switched continued to be happy with both their
decision to switch (e.g. 82% of residents), and the process involved (81%).

Adoption of new energy technologies:

A

New energy technology uptake
was the highest for smart
meters (25% of householders
reported having one) and solar
panels (20%).

25% already have a smart meter
are likely to in the next 2yrs

20% already have solar panels
are likely to in the next 2yrs

Notably, there appeared to be
significant underestimation of
smart meters in Victoria, where
all households have them but
only 58% thought they did.

11% already have solar hot water
are likely to in the next 2yrs

4% already have a home energy
management system
are likely to in the next 2yrs

Quite a lot of consumers across
the NEM (40%) intend to
acquire one or more of the
technologies asked about in the
next two years. The highest
stated intention was for storage
batteries (21%), and this was up
from 16% in 2016.

3% already have a remote controlled
. appliance app
are likely to in the next 2yrs

2% already have storage batteries
= are likely to in the next 2yrs

1% already have an electric vehicle
are likely to in the next 2yrs

Current and intended adoption rates for new energy technologies were higher
among males, those from a non-English-speaking background, home owners
and those generally more engaged with the market. Older consumers were
more likely to have already installed solar panels, while younger consumers
were more likely to be interested in acquiring most of the other technologies.

Across the NEM, 3% of residential consumers and 4% of small business
consumers said they were within an embedded network. Most of them (80%)
felt it would be very important for them to have a choice

between different energy providers and plans in future.
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The Council of Australian Governments (COAG) established the
Australian Energy Market Commission (AEMC) in 2005. As part of
governance arrangements to oversee the nation’s main energy markets,
the AEMC'’s role is to make rules which govern the electricity and natural
gas markets, including the retail elements of those markets. It also
supports the development of these markets by providing advice to the
Standing Council on Energy and Resources.

As part of the Australian Energy Market Agreement, the AEMC is
responsible for conducting an annual assessment of the state of
competition in electricity and natural gas retail markets across all
jurisdictions within the National Electricity Market (NEM). The NEM
includes Queensland, New South Wales, the Australian Capital Territory,
Victoria, South Australia and Tasmania.

However, for the purposes of this report we refer to the National Energy
Market because results cover both electricity and gas, and all results
relating to “the NEM” exclude Tasmania and the rest of Queensland
outside of South East Queensland, as consumers in these areas have
little if any choice in energy provider or plans and were not included in
the 2014 benchmark wave.

The first NEM-wide review of competition in all markets was completed in
August 2014. The 2017 review is the fourth comparison of retail
competition in the electricity and gas sectors. The AEMC is required to
complete its fourth review by 30 June, 2017 (‘the 2017 review’) and
required independent research with two key market dimensions to inform
its review: residential and small business retail customers in the gas and
electricity sectors.

The AEMC commissioned Newgate Research to conduct this year’s
research with residential and small business electricity and mains
connected natural gas consumers, to inform its 2017 review.
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BACKGROUND AND OBJECTIVES

The key objective of this research was to assist the AEMC to further
understand the experiences of residential and small business consumers
in the competitive energy markets — in terms of both activities and
outcomes — and explore how this has changed over time. More
specifically, the research aimed to measure and understand consumers’
level of:

® Awareness of full retail contestability including opportunities to choose
and/or change their electricity and/or natural gas retailer or plan;

® The extent to which they participate in the market, including the
prevalence of customers switching between retailers or plans;

® The rationale or motivation underlying their decisions to switch, or not
switch, electricity and/or natural gas retailer, plan or deal;

® Their satisfaction levels and preferences;

¢ Information preferences, including the extent to which they are aware
of independent comparator websites, and more generally, whether
they are confident that they can access the right information to choose
an energy deal that suits their needs;

® The current and potential impact of new and emerging technologies on
competition in retail energy markets; and

¢ Awareness and incidence of embedded networks and how these
impact consumer perceptions of the energy market.

The questionnaire was finalised in close consultation with the AEMC. A
copy can be found in Appendix 1.

11
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For the 2017 review, a quantitative survey was conducted with n=2,147 residential consumers and n=550 small business consumers across seven
jurisdictions. The table below shows the 2017 sample sizes and associated maximum margins of error (MoE), at the 95% confidence level, for
residential and small business consumers. Throughout the report results are presented separately for these two cohorts.

TOTAL Residential Small Business
n

Jurisdiction n MOE (+/-) n MOE (+/-)
South East Queensland 499 399 4.9% 100 9.8%
Rest of Queensland 200 150 8.0% 50 13.9%
New South Wales 501 400 4.9% 101 9.8%
Australian Capital Territory 249 200 6.9% 49 14.0%
Victoria 500 400 4.9% 100 9.8%
Tasmania 250 200 6.9% 50 13.9%
South Australia 498 398 4.9% 100 9.8%
TOTAL 2,697 2,147 2.1% 550 4.2%

All participants were aged 18 or over and had to be the person in the household or business who was the main or joint decision maker when it came to
choosing their energy retailer. Small businesses qualified for the survey if their quarterly electricity bill was below a certain amount as outlined in the
questionnaire in Appendix 1. Further, small businesses were only asked the series of questions about gas if their quarterly gas bill was below a certain
amount.

This study was carried out in accordance with ISO 20252:2012, the quality standard for market and social research, to which Newgate is accredited.
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Survey fieldwork was undertaken by TKW Research Group using a mixed-mode approach in order to reach a broad range of consumers across each
jurisdiction. For residential surveying via computer assisted telephone interviewing (CATI), sample was sourced randomly via the White Pages. As was
the case in previous years, participants were given the option of doing the survey online if they preferred. For those who completed the survey online,
sample was sourced from a leading online panel provider, Research Now. The small business interviewing was conducted via CATI using the White
Pages’ small business sample.

A pilot of n=30 CATI interviews and n=64 online survey completions was conducted among residential consumers between 18-30 January 2017 and
fieldwork continued until 23 February 2017. The median CATI interview length was 22 minutes for residential consumers and 19 minutes for small
businesses, and 17.5 minutes for the online survey.

Quotas were set for the methodology for both residential and small business consumers as follows. Further quotas were set to ensure that an
excellent mix of consumers were included in the research. These are outlined in the quantitative survey in Appendix 1.

Methodology quotas (n=) SINEURETTSNESS
384 550 934

CATI
Online 1,766 - 1,766
Total 2,150 550 2,700

The final data were weighted to reflect the actual population by state using a mix of 2011 ABS Census data and the incidence rates of main or joint
decision makers obtained in the online survey. The weighting proportions used are outlined over the page.

A patrticipant profile has been included in Appendix Two to show the mix of consumers included in the sample.
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Results were weighted to representative proportions of the population
in each jurisdiction, using a mix of 2011 ABS Census data and the
incidence rates of main or joint decision makers obtained in the online

survey:

Weighting: Residential & Small Business

South East Queensland Capital 11%
South East Queensland Other 5%
Rest of Queensland 6%
New South Wales Capital 24%
New South Wales Other 12%
Australian Capital Territory 2%
Victoria Capital 21%
Victoria Other 7%
Tasmania Capital 1%
Tasmania Other 2%
South Australia Capital 7%
South Australia Other 2%
TOTAL 100%
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Results for residential consumers were also weighted by age and gender:

Weighting: Age x Gender Males Females
— Residential Only

18-34 years of age 13% 15%
35-54 years of age 14% 19%
55+ years of age 21% 18%
TOTAL 100% 100%

14



* NOTES TO THE
| / READER

This report presents the findings of the fourth wave of quantitative
research measuring consumer attitudes towards energy markets. The
first chapter focuses on the results across the NEM, with comparisons
over time and between jurisdictions where appropriate. Also included
are chapters for each jurisdiction, for readers interested in consumer
opinions in their own state or territory.

-

Unless otherwise stated, results throughout relate to residential
consumers. For key questions we have also shown results for small
business consumers but otherwise only refer to small business results
if the results are quite different to those of residential consumers.

Please note that all references to the “NEM” throughout this report
relate only to markets that offer consumers effective choice of different
energy retailers, offers and options - i.e. South East Queensland, New
South Wales, the Australian Capital Territory, Victoria and South
Australia. Tasmania and the rest of Queensland are therefore
excluded from the NEM results herein to ensure comparability across
time. However, results for these areas are detailed throughout where
relevant. Note also that many of the questions in the survey were not
asked of consumers in Tasmania and the rest of Queensland, as they
related to experiences in the competitive market.

The “base” (i.e. number and type of respondents) and the actual
survey questions are shown in the footers. The results throughout the
report are weighted to reflect population characteristics and enhance
data accuracy; please see the previous page for further information on
the specific weights that were applied to the data.

Any statistically significant differences reported are at the 95%
confidence level and noted using arrows (1]). While some differences
may appear significant, they may not be considered statistically
reliable due to small sample sizes. Differences over time have been
noted year-on-year (i.e. against 2016), and against 2015 and 2014.
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Significant differences are also noted across jurisdictions. However, such
comparisons are only meaningful when considered in the context of the various
stages of deregulation each jurisdiction is respectively in — comparative
interpretations should therefore be made with caution.

Statistically significant differences have also been noted across demographic
and behavioural sub-groups, where meaningful in the context of the question and
relevant to the objectives of the study. Where differences have not been
discussed, it should be assumed that no differences existed or were noteworthy.

In interpreting the findings, please note:

* ‘Prompted’ responses identify that participants were offered a list of choices
to select from and ‘unprompted’ questions allowed for participants to provide
verbatim responses that were subsequently coded into themes.

* Results may not always total 100% due to rounding. For multiple response
guestions, results may add up to more than 100% as respondents may have
given more than one answer.

» To ensure data reliability, results are typically only shown when the sample
sizes are at least n=30.

* Question-specific notes about data comparability and other analysis
considerations are noted in the information beneath each chart / table.

» Throughout the report the term Nett has been used where coded responses
that are similar in nature have been grouped into one overarching theme. e.g.
ratings of a 7 or higher out of ten were nett good to excellent.

» References to residential consumers exhibiting indicators of financial
vulnerability relate to those who have reported at least one of the following
traits: in the last 12 months had unforeseen circumstances that severely
affected their financial situation, a reduction in household income, or had their
energy service disconnected due to late/missed payments, or were currently
experiencing financial difficulty, in receipt of a government rebate or
concession on their energy bills, or a special payment arrangement due to
financial difficulty.

For detailed results, please refer to the additional sub-group tables at NEM
and jurisdictional levels, which are available as an attachment to this report.
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g CONSUMER ACTIVITY (SNAPSHOT)

——N

Top reasons for not investigating or
Investigated switching (%):

,33% offers in the

past 12 months

Awareness of being
able to choose |

v A

Electricity | ooy | @‘? T Too much of a hassle (14%)

é T Happy with current retailer (26%)

! Switched !
Company 940/0T P ener o
2015 D 9y b T Too busy / didn’t have time (12%)

b T company or | |
Do lan in past T e n TR
Plan 869 T T O S T ,
————————————————————————————————————————————— | . | Top reasons for switching (%): !
PTTTTTTTTTTT T e L Switched L !
: L L Was offered a discount I
. Prompted recall of at B energy B s |/ better price (33%) 5
| least one independent b 29%T company or i . _ 5
| government b - plan in past o Wanted a cheaper price :
, comparison website L 12 months b (32%) |

Arrows denote significant differences compared to
previous periods at the 95% confidence level;
unless otherwise specified, differences on this
* NEWGATE RESEARCH snapshot relate to changes between 2016 and 2017 18
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Awareness of ability to choose energy company or plan (% True)

Company Plan (Same Company) Across the NEM, nearly all consumers
_ understood they could choose from
2017 (n=1,796) diff o0
(n=450) ifferent energy companies: 94% of
residential consumers thought this
2016 (N=1,796) was true for electricity companies, and
(n=450) 92% for gas companies.
. 5015 (0=1796)
Electricity (n=450) Most also thought they could change
(n=1,796) plans with the same company. Although
2014 (n=450) awareness of this option remained lower
than the option to switch company, this
——————————————————————————————————————————————————————— has improved significantly over time:
*  From 80% for electricity plans in 2014,
o017 (1=979) to 84% in 2017; and
(n=155) « From 77% for gas plans in 2015, to
n=979 81% in 2017.
2016 §n=155§
B Awareness of the ability to switch was
Gas 2015 E:;%g; very consistent with small business
consumers.
(n=979)
2014 (n=155) = Residential

® Business

Base: NEM electricity participants (n=1,797) or those with mains gas (n=979).

Q13a. True or false: People in your area can choose their electricity company? / Q13b. True or false: People in your area can choose their gas company? / Q13c. True or false: People in your area can choose from a
range of different types of electricity plans, price structures, contract lengths, and terms? / Q13d. True or false: People in your area can choose from a range of different types of gas plans, price structures, contract
lengths, and terms?

20

* NEWGATE RESEARCH NB: Q13c and Q13d results for 2014 are not shown due to change in question structure. Tl Arrows denote significant differences compared

to previous periods at the 95% confidence level
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Consistent with previous years, the longer each jurisdiction has been deregulated, the more consumers in that jurisdiction are aware that
they can choose their energy company or plan.

Awareness of choice was particularly low in Tasmania, the Rest of Queensland and the ACT, where there are fewer options available to consumers.
Small business consumers had similar patterns of awareness across the jurisdictions.

RESIDENTIAL NEM NSW ACT VIC TAS

CONSUMER a ) _ - = _
o o0 (T (n=1,797) (n=400) (n=200) (n=400) (n=398) (GEZ)

Ability to choose their company (% True)
Electricity 94% 92% 94% 66% 97% 97% 45% 7%
Gas 92% 88% 92% 51% 95% 92% I I

Ability to choose from a range of plans (% True)

Electricity 86% 81% 86% 62% . 90% 88% 42% 11%

Gas 81% 62% 84% 46% 85% 78% I I

Base: All residential participants (n=2,147) or those with mains gas (n=999).
Q13a-d. People in your state or territory can choose their electricity / gas company / People in your state or territory can choose from a range of different types of electricity / gas plans, price
structures, contract lengths and terms.

* NEWGATE RESEARCH T Arrows denote significant differences compared to all Il Low base size: results omitted »

other states combined at the 95% confidence level



" [F]  CONTRACTS, DISCOUNTS AND OFFERS

There appeared to be quite a lot of confusion among consumers regarding the
nature of their arrangements with their energy companies — even after the
difference between market and standing retail offers was explained. Indeed, it is
important to note these results are perception-based and not intended to be an accurate
reflection of actual arrangements. These questions were introduced in 2017.

When asked whether they were currently on ‘any kind of contract or plan’ for their

Around two thirds of residential consumers reported receiving rewards or discounts for
paying on time or via direct debit (65% for electricity providers and 63% for gas). The

energy service, nearly half of the residential consumers surveyed believed they were
not on a contract (42% electricity, 44% gas). Given that technically speaking, all !
consumers are on some kind of contract or plan, this suggests that consumers’
colloquial understanding of retail contracts was more akin to the technical definition of a ! 12 10
market retail contract. Results were similar for small business consumers.

EYes mNo Don't know

Currently on a contract —residential consumers (%)

longer each jurisdiction has had deregulated electricity prices, the more likely its -

residential consumers were to report receiving discounts — for example, 72% of those in

70% in SA and 66% in NSW compared to just 35% in the ACT where prices are not

: (]
SN Rl : Iy . ' Currently receiving
Victoria said they were receiving discounts from their electricity service, followed b ! . 0
y g Y y + rewards or discounts 65% 63%

deregulated. Results were very consistent for small business consumers. = TTTTTTo T oT oo T o T oo oo oooooooooooooomoooo-o-

Residential consumers in the online survey were also asked whether they knew if they Type of offer currently on Unprompted

were on a market or standing offer. The majority did not know (65%). Even after being
given a description of the two types of offers, a third still remained unsure (33%).

Slightly fewer than half thought they were on a market offer (44%), however when Standing 14%
compared to the 65% who indicated they were currently receiving discounts (and were

Market 20%

2 0,
thus likely to be on a market offer), this further demonstrates the level of confusion Don't know 65%
about the types of offers consumers are on. Market N/A
The longer each jurisdiction has been deregulated, the more likely its residential Standing N/A
consumers were to report being on a market offer: 51% in Victoria, 44% in SA, 42% in ,
NSW vs 37% in SEQ, 26% in the ACT, 17% in regional Queensland, 14% in Tasmania). Don’t know N/A

Base: NEM electricity participants (n=1,797 residential, n=450 small business) or those with mains gas (n=979 residential, n=155 small business).
Q64/Q73. Are you currently on any kind of contract or plan for your electricity/gas service?. Q70/Q76. Does your electricity/gas provider give you any specific rewards or
discounts if, for example, you pay on time or use direct debit? / Q71/Q72/Q77. Do you know if you are on a market offer or a standing offer for your electricity/gas service?

* NEWGATE RESEARCH For electricity, 1% selected ‘other’
for the type of offer they were on.
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44%
24%
33%
51%
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(' ( \}ACTIVE INVESTIGATION OF OFFERS

Around athird of consumers in the NEM had actively investigated energy offers in the past year (33% residential, 36% small business),
consistent with previous years.

This was largely consistent across jurisdictions, though investigation rates remained relatively lower among ACT consumers, at 20% of residential
consumers, while the same was true of only 8% of small business consumers there. In contrast, nearly half of all small business consumers in South
Australia had investigated their energy options within the past year (47%), significantly above the NEM average of 36% among small businesses.

Residential consumers who had investigated their options were more likely to: exhibit some indication of financial vulnerability (37% vs. 28% of those
without any of the vulnerability indicators assessed); say they were on a current contract* for electricity (41% vs. 28% not on a contract) or gas (39% vs.
30%); and/or be part of an embedded network (52% vs. 32% all other consumers). They were also more likely to have been approached by an energy
company in the past year (44% vs. 27%), to think they were on a market offer for electricity (44% vs. 32% of those on a standing offer) or gas (40% vs.
27%), and they were much more likely to have gone on to switch energy provider or plan in the past year (59% vs. 22% of those who had not switched).

Proportion of residential consumers who actively investigated offers in the last 12 months (%)

1
1
1
1
1
: mYes
1
1
1
: = No
1
1
1
H = Don't know
1
1
1 -

NEM i SEQ NSW ACT viC SA
(n=1,797) : (n=399) (n=400) (n=200) (n=400) (n=398)

1

Base: Residential NEM participants (n=1,797). Not asked in Tasmania or rest of Queensland. * NB: Consumer understanding of what

Q20. In the past 12 months, have you actively investigated different offers or options that you could potentially switch to? constitutes a contract appears to relate to

technical definitions of market retail contracts.

Tl Arrows denote significant differences when

* NEWGATE RESEARCH compared to all other jurisdictions 24
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The majority of residential consumers who had switched energy Those who found it easy to compare tended to be more confident in their ability
company or plan in the last 5 years maintained that it was easy to find the right information (72% of those who rated their confidence at 7-10
to compare energy options (nett 62% easy). One in five (22%) thought it was easy vs. 37% who gave a confidence rating of 4-6, and 14% who
said it was very easy — while consistent with previous years, this rated their confidence below 4), as did younger consumers (e.g. 69% of 18-24-
lagged comparable results in other sectors including banking, year-olds found it easy vs. 57% of those aged 55+). Interestingly, consumers
insurance and telecommunications (ranging from 27% to 36% for who prefer to speak a language other than English at home were also more
very easy). While there was an increase in switchers saying it was likely to find it easy to compare energy options (77% vs. 60% of others).

. . 0 . e
fj|ff|cult to compare energy thlons from 16.%’ nett very /fairly difficult Meanwhile, a similar two-thirds of small business consumers felt it was easy to
in 2016 to 21% this year, this has stayed fairly low and stable over . . . - .

. ) . . ; . . . investigate energy options (nett 67%), remaining higher than the benchmark
time (18% in 2015). This coincides with a decline since 2015 in the result of 57% in 2015. The proortion who said the Drocess was verv eas
proportion who felt it was neither easy nor difficult (from 19% to 14%). y ‘ brop b y easy

returned to 2015 levels (14%), following a spike last year to 25%.

Ratings of ease of switching across industries — residential consumers (%)

m \Very easy
m Fairly easy

Neither easy nor difficult

= Fairly difficult

m Very difficult
!

Energy Banklng Health insurance Home insurance Car insurance Internet Mobile Home phone
(n=916) (n=352) (n=286) (n=467) (n=668) (n=546) (n=578) (n=367)

Base: Residential NEM participants who switched energy company or plan in the past 5 years (n=913) and those who switched in other industries (n=298-634). Don’t know omitted, <56%.

Q51. The last time you switched your energy company, plan or deal, how easy or difficult was it for you to compare the different offers when deciding whether or not to switch? / QD7a. The
last time you changed your [insert from D7] provider, how easy or difficult was it for you to compare the different offers when deciding whether or not to switch?

@ NEWGATE RESEARCH
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General internet searching remained the most common method of
finding information among those who had either switched in the
past five years or at least investigated their options in the past 12
months. At 31% this has been steady over recent years.

There has, however, been an increase in more specific sources cited.
The next most popular sources were price comparison websites (up
from 13% in 2016 to 18% this year) and retailer websites (up from 9% in
2016 to 15%).

Meanwhile, there has been a decrease in the proportion of those who
said they simply looked at the price or saving (from 14% in 2016 to 8%).
Although not charted here due to low levels, visits from door-to-door
salespeople have continued to fall (from 6% in 2015 to 2%).

Information sources used by residential consumers to
investigate or switch —top mentions (%)

Google / general Price comparison  Retailer website
internet search website

Some consumer group differences were evident for some sources. For
example, younger consumers were more likely to have conducted a general
search online (e.g. 34% of <35s vs. 26% of 55+ year olds), while older
consumers were more likely to have phoned a retailer directly (14% of 55+ vs.
6% of <35s). Consumers who prefer to speak a language other than English
were less likely to have used a price comparison website (7% vs. 19%) and
more likely to have said they simply looked at the price (15% vs. 7%);
similarly, Indigenous consumers were also less likely to have used a
comparator site (3% vs. 16% of non-Indigenous consumers).

The top two information sources were consistent with preferences among
small business consumers, with a similar increase since 2015 in the use of
price comparison websites (from 10% to 18%).

Those who had not switched energy company or plan in the past five years
nor investigated their options in the last 12 months were asked what would be
their most preferred source of information if they did want to investigate.
General online searching was the most commonly cited expected method of
research by far at 57%, consistent with previous years. This was followed by
mentions of visits to retailer websites, which has increased from 7% in 2016 to
11% this year.

Phoned retailer ~ Looked at price / A friend or family

best price / saving member

Base: Residential NEM participants who investigated options in the past 12 months or switched in the past 5 years (n=1,078).

Q23. The last time you changed your energy company, plan or deal, which information sources did you use to help with your decision? / You mentioned you previously investigated different offers or options that
you could potentially switch to. / Base: Residential NEM participants who did not investigate options in the past 12 months or switched in the past 5 years (n=719).

Q37. If you wanted to look for information about different energy retailers or plans, what would be your MOST preferred method or source of information?

* NEWGATE RESEARCH T Arrows denote significant differences compared to

previous periods at the 95% confidence level
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'] ' AWARENESS OF COMPARISON WEBSITES

Nearly half of residential NEM consumers (nett 47%) and two-fifths of small business consumers (nett 38%) said they were aware of a
comparison website or service that could help with choosing a good energy deal.

Those in Victoria were more likely to have said they were aware of at least one comparison website or service (nett 55%), with lower levels of
unprompted recall of any such sites in the ACT (nett 27%), regional Queensland (21%) and Tasmania (7%).

iSelect and Compare the Market remained the two most commonly named websites, with unprompted recall of iSelect up from 13% in 2015 to 19% and
Compare the Market up for the third consecutive year (from 2% in 2014 to 13%). There was also some unprompted recall of Choosi, which has
gradually increased since 2014 (from 2% to 4%). Results and trends were similar for small business consumers.

of comparison websites —
residential consumers (%)

iSelect

Compare The Market

Yes aware but not named

Prompted recall of at least one
independent government
comparator website

Choosi

Energy watch
L

Awareness of independent government comparator websites

Unprompted recall of any government comparison website or campaign among
residential consumers remained extremely low at nett 2%, up from 1% in 2014.

When prompted with the names of specific websites or campaigns, recall
jumped to nett 22% of all NEM residential consumers. Note that comparisons
over time for this composite metric should be made with caution, as it includes
the addition of new websites or campaigns at various points in time across
various jurisdictions.

Awareness was higher among males (25%), those in an embedded network
(52%), those who had switched in the last year (29%) or looked into their
options (35%), Indigenous consumers (44%) and those from a non-English
speaking background (33%).

Overall, there was nett 9% awareness of the Australian Energy Regulator’s
energymadeeasy website, which is steady against 2015 but lower than the
2014 benchmark of nett 17%. Recall of this site was higher in NSW and SEQ
(both nett 13%), with similar results for small businesses.

Base: Residential NEM participants (n=1,796). Q38. Are you aware of any comparison websites or services that can help customers choose a good energy deal for their
home? Any others? // Q39 / Q40 / Q63 / Q82. Have you heard of the independent government comparator website called energymadeeasy / Victorian Energy Compare / My
Power Planner / yourenergy.nsw.gov.au / Power in Your Hands / EnergySave?

T Arrows denote significant differences compared to

* NEWGATE RESEARCH previous periods at the 95% confidence level 28



CHING
BEHAVIOUR

NEWGATE

RESEARCH



NEM™) sWITCHING BEHAVIOUR AT A GLANCE

29%

Switched in the past 12 months —residential
consumers (% at least once)

G ouy

q 12%

O 28%

# 12% .
I IEL

o0
C Switched any company or plan RS 28%

v 13%
A 14%

vSWitched electricity company
A Switched gas company

Base: NEM residential participants (n=1,797) or those with mains gas (n=979). Not
asked in Tasmania or rest of Queensland. / Q17. In the past 12 months/ five years,

@» NEWGATE RESEARCH _ :
how many times have you changed the following?

Three in ten residential consumers across the NEM had switched
either their energy company or plan in the past 12 months (29%).

This represents a significant increase over the longer term, up from
24% in 2015 and largely driven by increases in NSW (33%, up from
24% in 2015), South Australia (28%, up from 19% in 2015) and in
South East Queensland (24% this year, up from 18% in 2016).

Consistent with previous years, the level of switching was highest in
jurisdictions that have been deregulated for the longest. Switching
rates for the jurisdictions (including small business consumers) are
further detailed on the following pages and in the jurisdiction chapters.

Importantly, the following consumers were significantly more likely to
have switched company or plan:
+ Those who were aware of any price comparator websites (38%
vs. 26%) of those who were not aware of any); and
+ Those who had been approached by an energy company in the
past 12 months (37% vs. 24% of those who had not).

Switching among small businesses remained in line with 2016 and
below 2015 levels, at 22% this year. Small business consumers aware
of energy comparison websites were also more likely to have
switched, at 35% vs. 18% among those unaware of these sites, as
were those approached directly by an energy company (30% vs 12%
of those not approached).

These results highlight the importance of both price comparison
websites and energy companies approaching consumers in
stimulating market activity.

Arrows denote significant differences compared
to previous periods at the 95% confidence level 30
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Electricity Company 15% 12% 9% 4% 13% . 12%
Electricity Plan 18% 15% 19% 10% 17% 20% T
TOTAL Electricity Company / Plan 27% 23% 31% 12% 24% 27%
TOTAL Electricity or Gas Company / Plan 29% 24% ? 33%? 13% 28% 28% f
Gas Company 14% 15% ? 15% 6% v 14% 13%
Gas Plan 15% 12% 15% 9% 15% 18%
TOTAL Gas Company / Plan 23% 19% 23% 10% 23% 26%
Electricity Company 12% 11% 16% 0% 10% 10%
Electricity Plan 12% 15% 12% 2% 9% 15%
TOTAL Electricity Company / Plan 19% 20% 22% 2% 15% 21%
TOTAL EIectricity or Gas Company / Plan 22% 22% 23% 2% 21% 22%
Gas Company 9% 17% 7% 6%
Gas Plan 13% I 10% I 14% 12%
TOTAL Gas Company / Plan 18% 1 20% 1 17% 16%

Base: NEM participants (residential n=1,797, small business n=450) or those with mains gas (residential n=979, small business n=155). Not asked in Tasmania or rest of
Queensland. / Q17. In the past 12 months, how many times have you changed the following?

I Extremely low base size: results omitted

@P» NEWGATE RESEARCH

T Arrows denote significant differences when
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: . 2015 m®2016 ®=2017
Switched any company or plan in past 12 months (%)

$ . 1 t

RESIDENTIAL
NEM SEQ NSW ACT VvIC SA
2015 (n=1,808) ! 2015 (n=402) 2015 (n=402) 2015 (n=200) 2015 (n=403) 2015 (n=401)
2016 (n=1,983) | 2016 (N=425) 2016 (1=480) 2016 (N=200) 2016 (N=478) 2016 (n=400)
2017 (n=1,797) 1 2017 (n=399) 2017 (n=400) 2017 (n=200) 2017 (N=400) 2017 (n=398)
39
SMALL
BUSINESS

NEM
2015 (n=450)
2016 (n=452)
2017 (n=450)

SEQ NSW ACT vIC SA
2015 (n=100) 2015 (n=100) 2015 (n=50) 2015 (n=100) 2015 (n=100)
2016 (n=100) 2016 (n=100) 2016 (n=50) 2016 (n=101) 2016 (n=101)
2017 (n\=100) 2017 (n=101) 2017 (n=49) 2017 (n=100) 2017 (n=100)

Base: NEM participants (as per chart) or those with mains gas (as per chart). Not asked in Tasmania or rest of Queensland. / Q17. In the past 12 months, how many times
have you changed the following?

T Arrows denote significant differences compared

* NEWGATE RESEARCH to previous periods at the 95% confidence level 32
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‘\\ V /' SWITCHED AT LEAST ONCE IN THE PAST 5 YEARS
Switched any company or plan in past 5 years (%) 2015 =2016 ®=2017

T

NEM
2015 (n=450)
2016 (n=452)
2017 (n=450)

SEQ NSW ACT vIC SA
2015 (n=100) 2015 (n=100) 2015 (n=50) 2015 (n=100) 2015 (n=100)
2016 (n=100) 2016 (n=100) 2016 (n=50) 2016 (n=101) 2016 (n=101)
2017 (n=100) 2017 (n=101) 2017 (n=49) 2017 (n=100) 2017 (n=100)

i
1
1
i
RESIDENTIAL i
i
1
1
NEM i SEQ NSW ACT VIC SA
2015 (n=1,808) | 2015 (n=402) 2015 (n=402) 2015 (n=200) 2015 (n=403) 2015 (n=401)
2016 (n=1,983) | 2016 (n=425) 2016 (n=480) 2016 (n=200) 2016 (n=478) 2016 (n=400)
2017 (n=1,797) | 2017 (n=399) 2017 (n=400) 2017 (n=200) 2017 (n=400) 2017 (n=398)
1
in !
I 62 60 l
57 I
i l' 55
SMALL i
BUSINESS '
i
1
|
1
1
1
1
1
1

Base: NEM participants (as per chart) or those with mains gas (as per chart). Not asked in Tasmania or rest of Queensland.
Q17. In the past 5 years, how many times have you changed the following?

Tl Arrows denote significant differences compared

* NEWGATE RESEARCH to previous periods at the 95% confidence level 33
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Despite consumers rating their ease of switching energy company or plan comparatively lower than other industries, last-5-year rates of
switching electricity company were higher this year (at 39%) than for all other industries asked about. Gas company switching rates
(32%) were similar to internet providers (30%) and mobile phone providers (34%). These results were fairly consistent with the trends
reported in previous years, although in 2016, rates of switching car insurers were slightly higher than electricity (40% vs. 37%).

Proportion (%) of residential consumers who switched company in the last 5 years

m 2016 m 2017
Gas (n=991) Gas (n=979)
All others (n=1,983) All others (n=1,797)

Electricity Gas Car Insurance Mobile Phone Internet Home Banking Home Phone Health
Insurance Insurance

vV O &~ B & & T B @

Base: Residential NEM participants (n=1,797) or those with mains gas (n=979). Not asked in Tasmania or rest of Queensland. / Q17. In the past five years, how many times have you changed
the following? / Base: Residential NEM participants (n=1,762). / QD7. In the last five years, how many times have you changed any of the following providers or companies with which you

have products and services?
T Arrows denote significant differences when
34
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Four in ten residential consumers had been approached by an energy company in the past 12 months (39%). This result has remained
steady for the last three years following an initial decline from 51% in 2014. By comparison, small businesses were far more likely to
have been approached (51%), and this has remained largely stable over time.

Consistent with previous years, consumers in jurisdictions that have been deregulated for longer were more likely to have been approached. For
example, 49% of Victorian residents were approached, followed by 41% in NSW and 34% in South Australia, compared with just 25% in South
East Queensland. Meanwhile, while just 14% in the ACT reported being approached.

For both consumer types, the top approach method mentioned was via telephone or visits to their home / business.

Residents and small businesses approached by an energy company (%)

52% received a call

O 57% received a call

Residential .
Business

37% a home visit

29% a home visit

mYes mNo Cannot recall

Base: NEM participants (residential n=1,797, small business n=450) / Q18. In the past 12 months, have you been approached by an energy company offering to sell you electricity or gas?
Base: NEM participants approached by an energy company (residential n= 621, small business n=211). / Q18b. In what ways were you approached by an energy company? Results shown
are for telephone calls and door to door visits — among those approached.

@P» NEWGATE RESEARCH 35
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The proportion of residential consumers interested in switching to a better deal increased this year: nett 55% were currently looking or
interested vs. 47% in 2016. An even greater change was evident among small businesses, rising from 46% to 59% this year.

Significantly more consumers in capital cities were interested or currently looking than those in regional areas, for both householders (55% vs. 45%
respectively) and small businesses (62% vs. 44%). By jurisdiction, residents in South Australia were significantly less likely to be currently looking or
interested in looking for a better deal (48%), while the same was true of small businesses in the ACT (at just 16%).

Not surprisingly, 82% of householders and 80% of small businesses who were dissatisfied with their energy company were currently looking or interested
in switching compared with 49% and 51% of those who were satisfied. The fact that half of satisfied consumers were interested in switching highlights the
fact that satisfaction is not an indicator of loyalty. Consistent with previous years, those who had switched in the past five years were also more likely to be
currently looking or interested in switching (61% vs. 47% of those who had not switched), providing further evidence that when consumers do switch they
tend to find it worthwhile.

Interest among residential consumers in looking for a better deal (%)

= We are currently looking for a better deal

= We would be interested in switching to a better deal but are not currently looking

®\We are not interested in switching our energy provider or plan

m We recently switched energy provider or plan and so probably wont look for a while
We have no other options available here / only one provider

= Other

= None of the above

2015 2016
(n=1,808) (n=1,983)

2017
(n=1,797)

Base: All residential NEM participants, as specified in the chart above.
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other -

options available here/only one provider.” Results for 2014 are not shown due to change in question structure.
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[ £ 'REASONS FOR SWITCHING (UNPROMPTED)

. u/' SWITCHED AT LEAST ONCE IN THE PAST 5 YEARS

Switching behaviour was largely price driven, with both residential and small business switchers of energy company or plan citing being
“offered a discount or better price” and “wanted a cheaper price” as their top two reasons for switching. Although results are not
comparable with previous years due to a change in the question (including previously being asked separately for electricity and gas), the
response themes follow a similar order of priority this year.

Results were broadly consistent across jurisdictions. Also consistent across residential and small business consumers, dissatisfaction with their

retailer’'s customer service were lower-level reasons for switching. Younger consumers and tenants were most likely to cite moving house as their
reason for switching (25% of those aged 18-34 and 27% of tenants).

Top 5reasons for switching (%)

Residential Business
Was offered a discount or Was offered a discount or
better price better price
Wanted a cheaper price Wanted a cheaper price
Moved house / moved out of Unhappy with customer
home service
Unhappy with customer Dissatisfied with previous
service / company company (general)

Was offered a good

. . 2 Moved house
incentive

Base: NEM participants who have switched energy company, plan or deal in the past 5 years (residential n=913, small business n=191).
Q22. The last time you switched energy company, plan or deal, what actually made you decide to switch? Unprompted, verbatim responses manually coded into themes.
NB: Results are not comparable to previous years due to change in question — previously asked separately for electricity and gas, and focused on main reason.

* NEWGATE RESEARCH 38
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Overall, 37% of residential consumers and 38% of small business
consumers had neither investigated options nor made a switch.

These consumers exhibited common indicators of being less engaged with
the energy market. Among residents, they were more likely to report being:
on a standing retail offer (47% vs. 22% of those on market offers for
electricity, and 43% vs. 25% for gas); less confident in their ability to
find the right energy plan (45% with confidence ratings of less than 7 out
of 10 vs. 32% of those who rated their confidence highly at 7 or more); not
aware of any independent government comparison websites (41% vs.
22% of those aware of such sites); and without any new energy
technologies installed (41% vs. 31% of those who had at least one type).
They were also more likely to exhibit some indication of financial
vulnerability (41% vs. 32% of less vulnerable consumers).

Top 5 reasons for neither switching nor investigating (%)

Residential

Happy with current retailer
No particular reason

Too busy / | don't have time

Too much hassle / couldn't be
bothered / too lazy

They are all the same / it would make
no difference to the price | pay

[ £ }REASONS FOR NOT SWITCHING (UNPROMPTED)

Being happy with their current retailer was the top reason provided by
consumers who had not exercised their choice in the retail market —
i.e. they had neither investigated their energy options in the past 12
months nor switched their energy provider or plan in the past 5 years.

As charted below, this was true for both residential consumers (29%) and
small business consumers (25%), with other key reasons including being:
too busy (15% residential, 22% small business); the process being too
much of a hassle (14% residential, 10% small business); and feeling that it
would make no difference in the end (5% residential, 7% small business).
Due to a change in question structure, these results are not directly
comparable with previous years, though it is worth noting the key reasons
appear to have remained consistent in both nature and relative scale.

Business
Happy with current retailer
Too busy / | don't have time

No particular reason
Too much hassle / couldn't be
bothered / too lazy

They are all the same / it would
make no difference

Base: NEM participants who have neither investigated in the last 12 months nor switched in past 5 years (residential n=719, small business n=191).
Q32. Are there any reasons you haven't investigated different options or changed your energy company or plan in the last 12 months? Any other reasons?
Unprompted, verbatim responses manually coded into themes. // NB: Results are not comparable to previous years due to change in question.

@P» NEWGATE RESEARCH
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Across the NEM, 9% of householders and 14% of small businesses
investigated their energy options in the last year but hadn’t switched
in the last five years — with the proportion of small business
consumers having grown steadily from 8% in 2015.

Finding that their current retailer had a better deal was the key reason
cited by consumers who investigated their options but didn’t go on to
make a switch (17% of residential consumers and 29% of small
business consumers). This has remained consistent over time.

The effort required and confusion were among other key reasons cited by
both residential and small business consumers, with residential consumers
also pointing to instances where their existing retailer matched or provided
a better offer.

Top 5 reasons for investigating but not switching (%)

Residential

My company / plan had a better
discount / cheaper price

Too much hassle / couldn't be
bothered / too lazy

Happy with current retailer

My existing company matched
the offer / gave me a better offer

Too confusing

[ £ }REASONS FOR NOT SWITCHING (UNPROMPTED)

Among residential consumers, there was a sharp fall in the proportion
saying they were ‘just comparing prices’, which was the top reason
provided last year — from 22% to 2%.

Meanwhile, there was an increase in the proportion saying that changing
energy deals was too much of a hassle (from 2% in 2016 to 14%), as well
as the proportion saying they were happy with their current retailer (from
1% in 2015 to 13%).

Over time, there has been an increase in the proportion of small business
consumers who said changing energy company or plan was too confusing,
from 1% in 2015 to 9% this year. By contrast, the proportion of residential
consumers who said it was too confusing returned to 2015 levels, after a
decrease last year (from 9% to 2%, rising to 8% in 2017).

Business

My company / plan had a
better discount / cheaper price

The saving wasnt worth the
effort

Too confusing

No particular reason

Too much hassle / couldn't be
bothered / too lazy

Base: NEM participants who have investigated options in the last 12 months but did not switch in the past 5 years (residential n=165, small business n=68).
Q32. You mentioned investigating different offers and options. What made you decide not to go on and change your energy company or plan in the last 12 months?

Unprompted, verbatim responses manually coded into themes.

@P» NEWGATE RESEARCH
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Reflecting the unprompted results, ‘the discounts Notably, some factors were more important in motivating different groups of consumers to
offered’ has remained the most critical factor that switch. These are detailed in the accompanying sub-group tables — examples follow:
influenced consumers’ decisions to switch, with * Factors that were significantly more important to younger consumers: the brand and

86% of residential and 89% of small business reputation of the company (highly important at nett 7-10 to 72% of 18-34 year olds, vs. 61%
consumers rating this as very important (7-10 out of of those aged 35+), the availability of green / renewable energy plans (57% vs. 35%

10). This was closely followed by the ‘estimated total respectively), the solar feed-in tariff (48% vs. 36%), the ability to purchase or access new
bill amount’ (73% for residential and 84% for small technologies (51% vs. 34%), bonus rewards (51% vs. 23%) and the company having offered
business). an upgraded meter (45% vs. 24%).

+ Intuitively, homeowners were more likely than renters to place high importance on the solar
feed-in tariff on offer (45% vs. 25%), and the ability to purchase or access new energy
technologies (42% vs. 30%).

» For those with vulnerability indicators, the following were more important: the discounts
offered (90% rated this 7+), the customer service on offer (75%) and whether the price could
change during the contract (74%), with certainty especially important to these consumers.

Moativations were broadly consistent across jurisdictions
and over time. However, the importance of ‘whether the
price can change during the contract’ decreased in
importance this year (from 74% nett ratings of 7+ in
2016 to 68% in 2017 among residential consumers).

Top 5 most important factors in decision to switch energy company, plan or deal —
residential consumers (%)

The discounts offered 86 (o 3 2

The estimated total bill amount VA 6 3
The customer service on offer * 68 g 6 3
Whether the price can change during the contract ¢ 68 f 728 6 5
The brand and reputation of the company 64 25 9 2
m Very important (7-10) = Fairly important (4-6)  Not important (0-3) = Don’t know / NA

Base: Residential NEM participants who have switched energy company, plan or deal in the past 5 years (n=913).
Q49. Please rate_how important each of the following factors was in your decision to switch your energy company, plan or deal.

. . Arrows denote significant differences compared
* NEWGATE RESEARCH NB: * New item in 2017 to previous periods at the 95% confidence level a1
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For both residential and small business consumers, meter upgrades (a new measure in 2017) were the least effective incentive for
people to switch their energy company or plan — only 30% and 33% respectively gave this an importance rating of 7 or more out of 10.

Bonus rewards also remained less important for residential consumers (31%), however these were much more appealing to small businesses
that had switched, with 64% considering these to have been very important.

These lower-level motivators were stable in comparison to 2016.

Top 5 least important factors in decision to switch energy company, plan or deal —
residential consumers (%)

The company offered an upgraded meter * 35 12
Bonus rewards such as gym memberships, frequent flyer 40 6
points or shopping vouchers
The ability to purchase or access technologies such as
solar panels, energy storage batteries, live energy 31 10
use data or home energy management systems *
The solar feed-in tariff offerred by the company 30 5 14
Availability of green / renewable energy plans 28 6

m Very important (7-10) = Fairly important (4-6)  Not important (0-3) = Don’t know / NA

Base: Residential NEM participants who have switched energy company, plan or deal in the past 5 years (n=913).
Q49. Please rate_how important each of the following factors was in your decision to switch your energy company, plan or deal.

T Arrows denote significant differences compared

* NEWGATE RESEARCH NB: * New item in 2017 to previous periods at the 95% confidence level 42
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To better understand consumer values, in a The things consumers felt would motivate them to switch in the future were very similar to the
new question for the study, all residential historical factors that were most important to those who had switched in the past. This
only survey participants were asked how suggests that most consumers are assuming the same sorts of pressures and service designs
important the same factors would be if they that are in place today will be present in future.
were to switch to another energy company,
plan or deal in future (not just those who As with factors for those who had switched in the past, there were quite a few significant differences in
had switched in the past), using the scale anticipated factors that would be important to different groups of consumers — for example more
where zero meant not at all and 10 meant females than males rated most of the factors as highly important. These are detailed in the
extremely important. accompanying sub-group tables.
Stronger motivations Nett
Residential consumers Important (7-10)
The discounts offered 86% Availability of green / renewable energy plans
The estimated total bill amount 81% The ability to purchase or access technologies
_ _ such as solar panels, energy storage batteries,
Whether the price can change during the 77% live energy use data or home energy
contract
The solar feed-in tariff offered by the company
The brand and reputation of the company 75%
Bonus rewards such as gym memberships,
The customer service on offer 74% frequent flyer points or shopping vouchers
Whether you are locked into a contract 71% The company offered an upgraded meter

Base: Online NEM residential participants only (n=1,471).
Q79. If you were to switch to another energy company, plan or deal in future, how important would the following be to you? 0 = not at all, 10 = extremely important.

* NEWGATE RESEARCH NB: New question in 2017 43
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Survey participants were asked about their attitudes to switching
using a series of statements in an agree / disagree question. Attitudes
remained largely stable against previous years and were very
consistent between residential and small business consumers, as
well as by jurisdiction. Key observations and a few differences are
noted below and results are tabled over the page for residential
consumers.

Participants were most likely to agree that “I would switch my energy
company if | was not satisfied with my current company” (77% strongly or
somewhat agree among both residential and small business consumers
and ) and “I'm concerned that if | switch energy company or plan there
might be hidden fees and charges” (64% residential, 59% small business).

It appears consumers are finding it somewhat less complicated to compare
energy options over time. Compared to previous years significantly fewer
consumers agreed that “it is too complicated to compare the various
options and offers available”: 54% nett agreement in 2015 down to 48% in
2017 among residential consumers, and from 52% to 46% among small
businesses.

Mistrust also appears to be declining, with significantly lower levels of
agreement that “I generally don’t trust energy companies that promise a
better deal”; from 55% in 2015 to 47% in 2017. However, consumers have
become more neutral rather than trusting: there has been a shift towards
neither agreeing nor disagreeing on this statement (from 27% in 2015 to
35% this year), while disagreement has remained consistent (at 17% this
year). Victorian residents were the least trusting of all jurisdictions, with the
majority (55%) still agreeing with the statement.

Base: Residential NEM participants (n=1,797).
Q59.To what extent do you agree or disagree with the following statements?

@P» NEWGATE RESEARCH

Y ATTITUDES TO SWITCHING

In addition, results were more divided on some statements, where similar
proportions agreed or disagreed. These included “I'm concerned that if |
switch energy company | will lose the concession or special payment
arrangements | currently receive” — a new statement in 2017 (residential:
38% agree, 31% disagree; small business: 32% agree, 31% disagree), “I
don’t have the time or energy to think about switching”, and “The energy
industry is keeping up with the changing needs of consumers” — another
new statement (residential: 30% agree, 33% disagree; small business:
24% agree, 37% disagree).

Of note is that attitudes were different between consumers who were
and who were not aware of any energy offer comparison websites.
Those aware of comparison sites were more likely to disagree with
all of the statements — significantly so for several, as shown in the
table at the bottom of the next page.

In particular, consumers aware of comparison sites were more likely
to disagree that they don’t have time to think about switching, that it
is too complicated to compare offers, that they don’t trust energy
companies offering a better deal, and that they are concerned about
hidden fees and charges. These results highlight some of the
benefits of comparison sites and provide sound evidence to support
efforts to raise awareness of them.

a4
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. . Nett
ATTITUDINAL STATEMENTS - Residential consumers Agree
I would switch my energy company if | was not satisfied with my current company 7%
I'm concerned that if | switch energy company or plan there might be hidden fees and charges 64%
It is too complicated to try and compare the various options and offers available 48%
I generally don't trust energy companies that promise a better deal 47%
I would prefer to try and save energy to reduce my bill than to seek out a better deal 45%
The amount of money | could save is not worth the time and effort involved in switching 39%
I'm concerned that if | switch energy company | will lose the concession or special payment 38
arrangements | currently receive * °
| don’t have the time or energy to think about switching 37%
The energy industry is keeping up with the changing needs of consumers * 30%
Nett DISAGREE BY AWARENESS OF COMPARATOR SITES — Residential Consumers SRS QIF Ao GO R T =2
(Arrows show where there were significant differences between those aware and those not aware of these sites) Yes No
| don’t have the time or energy to think about switching 43% 1 31% |
It is too complicated to try and compare the various options and offers available 33% 1 22% |
| generally don't trust energy companies that promise a better deal 24% 1 15% |
I'm concerned that if | switch energy company or plan there might be hidden fees and charges 20% 1 13% |
Base: Residential NEM participants (n=1,797). * New items in 2017. T Arrows denote significant differences compared
* NEWGATE RESEARCH  (Q59.To what extent do you agree or disagree with the following statements? to previous periods at the 95% confidence level 45
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On average, residential participants said they would need to save
around a quarter of their typical energy bill in order to consider

switching — 23% for electricity consumers and 26% for gas consumers.

On average for the NEM, householders estimated their quarterly electricity
bill to be $367 — highest in Tasmania ($426) and NSW ($401) and lowest in
Victoria ($330) and the ACT ($332). For residential gas hills, the quarterly
NEM average was an estimated $204. These results are not directly
comparable with previous years, as the question structure has been altered
to encourage greater precision in the reporting of bill amounts.

Average quarterly saving needed (%) to consider switching

—residential consumers

m Electricity

m Gas

Average quarterly

HOW MUCH DO CONSUMERS NEED TO SAVE
BEFORE SERIOUSLY CONSIDERING SWITCHING?

The quarterly savings required by residential consumers to seriously
consider switching averaged $91 for electricity and $66 for gas. As a
proportion of the average bill in each jurisdiction, electricity consumers in
Tasmania tended to require a lesser proportional saving (19% vs. 23%
NEM). Gas consumers in NSW tended to require a greater saving (28% vs.
26% NEM), while those in Victoria tended to require a lesser saving (24%).

Results were largely consistent across demographic and behavioural sub-
groups, with those requiring a higher saving on their electricity bill more
likely to be women (25% saving required vs. 21% for men) or with relatively
small bills (26% saving required among those with bills of less than $300 on
a quarterly basis vs. 21% of those with bills of $300 or more).

savingindollarterms 97 $66  $87 $68  $97 $69  $82 $74  $84 $65  $97 $65 ! $91 U $81 !l
1

Electricity:  NEM SEQ NSW ACT VIC SA 1 ROQ TAS

Gas: (n=1,275) (n=283) (n=305) (n=140) (n=274) (n=273) 1 (n=113) (n=162)

(n=662) (n=52) (n=141) (n=90) (n=205) (n=174) ' (n=41) (n=91)

Base: Residential electricity consumers (n=1,550) or those with mains gas (n=675). // D3a/D4a. How often do you receive your electricity/gas bill? // D3/D4. How much was your most recent
electricity/gas bill? // Q60/Q61. Relative to that last electricity/gas bill, how much money would you need to save in order to seriously consider changing your company or plan? // NB: When
discussing average dollar values, outliers have been identified via statistical analysis and omitted.

Arrows denote significant differences when

Il Extremely low base
compared to all other jurisdictions 46

* NEWGATE RESEARCH size: results omitted
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Results were similar at the NEM level for small business consumers, with In dollar terms, the quarterly savings required for NEM small
participants saying they would need to save 23% off their typical electricity business consumers to seriously consider switching averaged $133
bill and 30% off their typical gas bill in order to consider switching. for electricity and $84 for gas.
On average for the NEM, small business consumers reported a quarterly As a proportion of the average bill in each jurisdiction, electricity
electricity bill of $549. For small business gas bills, the quarterly NEM average consumers in NSW and the ACT tended to require a lower saving —
was $283. As before, these results are not directly comparable with previous at 20% and 12% respectively vs. 23% across the NEM.

years due to question changes designed to encourage greater precision in the
reporting of bill amounts.

Average guarterly saving needed (%) to consider switching

]
]
]
]
]
]
]
]
]
]
]
m Electricity H
i
i
mGas !
i
]
A terl I

oo et $133 $84  $156 ! $199 $68!  $80 ! $138 $102 $149 $73 | $140 M  $125
]

NEM SEQ NSW ACT VIC SA : ROQ TAS
Electricity: (n=430) (n=95) (n=96) (n=49) (n=94) (n=96) H (n=50) (n=50)
Gas: (n=146) (n=121) (n=26!) (n=1211) (n=53) (n=43) : (n=31) (n=91)

Base: Small business electricity consumers (n=483) or those with mains gas (n=138). D3a/D4a. How often do you receive your electricity/gas bill? // D3/D4. How much was your most recent
electricity/gas bill? // Q60/Q61. Relative to that last electricity/gas bill, how much money would you need to save in order to seriously consider changing your company or plan? // NB: When
discussing average dollar values, outliers have been identified via statistical analysis and omitted.

| Caution low base size: results indicative only. Arrows denote significant differences when

* NEWGATE RESEARCH Il Extremely low base size: results omitted. compared to all other jurisdictions
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Adoption of new energy technologies:

('/' \ 25% already have a smart meter
are likely to in the next 2yrs
1
20% already have solar panels
are likely to in the next 2yrs

Satisfied with energy 0
é company (% very / somewhat) 4 A)T

2015

1,

4
T

11% already have solar hot water
are likely to in the next 2yrs

0C0 Customer service 0
{9 71%1

(% rating 7-10 out of 10) 2015

Value for money received 610/0T
(% rating 7-10 out of 10) 2015

are likely to in the next 2yrs

3% already have a remote controlled

@ appliance app
- are likely to in the next 2yrs

Satisfied with level
of choice in their
state or territory
(% very / somewhat)

& 2% already have storage batteries
i confident in finding = are likely to in the next 2yrs
' the right information
' to choose an energy

i plan (% 7+ out of 10)

shocked or surprised
by a higher than
usual energy bill in

1% already have an electric vehicle
| the last few years iﬁ.\

are likely to in the next 2yrs

/\ 4% already have a home energy
ﬁ management system

Quite or very ' | Reported being

Arrows denote significant differences compared to
previous periods at the 95% confidence level; unless
otherwise specified, differences on this snapshot
* NEWGATE RESEARCH relate to changes between 2016 and 2017 49
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Around two in five consumers said they had received an energy bill
in the last few years that had surprised or shocked them, with
virtually all cases relating to a higher than expected bill (not a
lower one): 37% of residential consumers and 39% of small
business consumers. Results for this new question were
consistent across states and territories.

Among residential consumers, the average higher-than-expected bill
amount was $268 more than the usual bill per quarter, while for small
business consumers, this was slightly higher at $319 more per quarter.
Results for those who said they had received a lower than expected bill
are not shown here due to extremely low samples.

. {~/ | SURPRISE ENERGY BILLS AND ‘BILL SHOCK’

'Bill shock' was most likely to have been experienced by some of the most
vulnerable consumers, including those who identified as being Indigenous
(73% vs. 39% of other consumers), exhibiting some indication of financial
stress (47% vs. 30% of other consumers) or renting their home (47% vs.
36% of homeowners). This was also true of those with children under 18
years of age at home (44% vs. 37% of those without children) and those in
larger households (43% of those with three or more people vs. 35% of
those in smaller households).

Key indicators of engagement with the energy market over the past 12
months were associated with experiences of 'bill shock', suggesting this
may have driven some to investigate their options (47% who had
investigated their options in the last year reported bill shock vs. 36% of
those who had not) or to indeed make a switch in energy provider or plan
(44% vs. 37% of those who had not made a switch).

37% of residential consumers had
received a higher than expected bill,

Cannot recall

mYes No

L 4

averaging an extra $268
on a quarterly basis

2% received a lower
than expected bill

Base: Residential NEM participants (n=1,797). / Q80. Have you had any energy bills in the last few years where the amount really surprised or shocked you?
Base: Residential NEM participants who experienced bill shock (n=287). / Q81. The last time this happened, how different was it from your normal bills, in dollar terms?

@P» NEWGATE RESEARCH

NB: New questions in 2017 51
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In a new question for 2017, consumers who reported being on a current
contract or plan were asked whether they had actively chosen to be on it or
whether their energy company put them on it.

The results were consistent among residential and small business
consumers for both their electricity and gas contracts/plans. Four in
five said they had actively chosen their plan. Among householders:
80% for their electricity company, 81% gas company, and among small
businesses: 79% for their electricity company, 78% gas company.

Meanwhile around one in six believed they were simply put onto the plan by
their retailer (14-17%).

Whether actively chose current energy contract or plan —
residential consumers (%)

%

Residential consumers in the NEM were more likely to have actively
chosen their electricity plan (rather than being placed on it) if they
were more engaged with the energy market in general - e.g. aware of
a government comparison website, had actively investigated options
in the past year, or switched energy provider or plan in the past year.

In contrast, consumers exhibiting indicators of financial vulnerability
were more likely to say they had been put onto their current electricity
contract (20% vs. 13% without any of the indicators of vulnerability
examined in this study).

mYes, | chose it

No, | was just put on it

m Something else

Don’t know

Base: Residential NEM participants on a contract or plan for their electricity (n=793) or mains gas (n=424).
Q66 / Q75. Did you actively choose to be on this particular contract or plan or did your electricity/gas company put you on it?

* NEWGATE RESEARCH NB: New question in 2017
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Satisfaction with the level of choice available when it comes to Those satisfied with their level of choice were most likely to be aged 18-34 years
energy companies and plans was highly variable by jurisdiction, of age (67% vs. 59% aged 35+), and to report being on a contract for electricity
with both Tasmania and regional Queensland having far lower (65% vs. 59% not on a contract) or gas (69% vs. 60%).

satisfaction ratings than those in the active NEM jurisdictions. ) ) o )
Furthermore, the following consumers were more likely to be satisfied with the

At the National Energy Market level, nett satisfaction is stable at 61% level of choice available to them:
after experiencing a rise in 2016 (64%), which remains significantly » Those who were confident in being able to find the right information about their
higher than the 2014 benchmark of 51%. Across jurisdictions, energy options (70% vs. 34% who were not confident);
satisfaction was far lower in those regions known for their limited » Aware of government comparator websites (71% vs. 58% who were unaware);
energy options, with Tasmania at 18%, regional Queensland at 19% » Living in homes with 3+ occupants (66% vs. 57% with 1-2 occupants); and
and the ACT at 40% (vs. the NEM average of 59%). * Perhaps counter-intuitively, despite their own lack of choice, being in an
) . . . i embedded network was particularly strong in this regard, with 93% satisfied
Satisfaction with the level of choice available — with the choices in their state, vs. 60% of all other consumers.
residential consumers (%)
: 3 m Very satisfied
! 17 19
: ®m Somewhat satisfied
H 31
1
H 43 36 24 28 Neither satisfied nor
H dissatisfied
1
i 28 = Somewhat dissatisfied
1
1
1
27 = Very dissatisfied
23 1 23
i 20 18 39
s H ¢ Dort kow
B | —— ; “
) : 5 T T T T T 6 T — 1
NEM i SEQ NSW ACT VIC SA ROQ TAS
(n=1,797) 1 (n=399) (n=400) (n=200) (n=400) (n=398) (n=150) (n=200)

Base: All residential participants (n=2,147).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state or territory?

* NEWGATE RESEARCH Tl Arrows denote significant differences when compared to all other jurisdictions combined 58]
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Unsurprisingly, national perceptions around the level of choice in who were not confident). In comparison, those who felt there was too
energy companies and plans were highly related to consumer much choice were more likely to be female (25% vs 19% of males),
satisfaction with the level of choice in their jurisdiction. those who exhibiting indicators of financial vulnerability (25% vs. 19% of less
felt there was not enough choice were residents of Tasmania (86%), vulnerable consumers), approached by an energy company in the last 12
regional Queensland (67%) and the ACT (54%), compared to the months (27% vs. 20% not approached), and to have switched energy
NEM average of 21%. company or plan in the last year (28% vs. 20%).
Those who were more likely to think they had enough choice were 18-34 NSW and Victorian consumers were the most satisfied with their choice
years of age (50% vs. 42% of those aged 55+) and confident at being options, with 49% and 48% feeling there was just the right amount,
able to find the right information about their energy options (53% vs. 17% respectively.

Perceptions of choice in their state or territory —residential consumers (%)

30

= Not enough

16
® Too much

m Just the right amount

42
Don’t know
11 11 9 11 16T
NEM SEQ NSW ACT VIC SA ROQ TAS
(n=1,797) (n=399) (n=400) (n=200) (n=400) (n=398) (n=150) (n=200)
Base: All residential participants (n=2,147). NEM result here excludes Rest of Queensland and Tasmania.
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?
Tl Arrows denote significant differences when
* NEWGATE RESEARCH compared to all other jurisdictions combined 54
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Residential consumers continue to gain confidence in their ability to find the right information to choose an energy plan. This has been
trending upwards significantly since 2015, from 54% rating their confidence highly at 7 or more out of 10, to 68% in 2017. In comparison, small
business consumer confidence has stabilised since rising sharply in 2016 — at 68% in both 2016 and 2017, compared with 46% in 2015.

Residential consumers most likely to be highly

confident (giving a 7+ rating):

» Aware of any comparator sites (80% vs. 64% not
aware of any);

* Had investigated their options in the past 12
months (77% vs. 63% who had not);

* Had switched company or plan in the past five
years (73% vs. 62% who had not);

+ Satisfied with their energy company or plan (76%
vs. 50% of those dissatisfied).

Confidence in finding the right information —
residential consumers (%)

m Quite or very confident
(7-10)

m Fairly confident (4-6)
These findings were similar for small businesses.

Results here provide sound evidence that
consumer confidence in finding the information
they need is indeed an outcome of energy market
engagement.

= Not confident (0-3)

22 ;
Residents in the ACT were the least likely of all Don’t know
jurisdictions to be highly confident, with just 42%
giving a rating of 7+. Note that those in the ACT were
also among the least likely to be aware of government
comparison websites, to have investigated their

options, or to be satisfied with their level of choice.

8

2015 2016 2017
(n=1,808) (n=1,983) (n=1,797)

Base: All Residential NEM participants, as specified in the chart above.
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.

T Arrows denote significant differences compared NB: Results for 2014 are not shown

* NEWGATE RESEARCH to previous periods at the 95% confidence level due to change in question structure. 55
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Satisfaction with energy retailers —residential consumers (%)

v 6

Electricity Gas

32 32 m Very satisfied

B Somewhat satisfied

Neither satisfied nor
dissatisfied

41T

® Somewhat
dissatisfied

m Very dissatisfied

Don't know

16 16
& 1]

A note on satisfaction, customer service and value ratings: Survey participants
were asked about their level of satisfaction with their ‘energy company’ if they had the
same company for both electricity and gas, or their ‘electricity company’ if they didn’t

have gas or if it was with a different company. These results are shown in the first
column in the chart above. If participants had gas and it was with a different retailer
they were asked a separate question asking about their satisfaction with their gas

company. These results were combined with the ‘energy company’ results to create a
total ‘gas’ measure that was comparable with historical data. The same applies to the

customer service and value for money ratings on the next page.

SATISFACTION WITH ENERGY COMPANIES

The majority of residential NEM consumers were satisfied with their
current electricity company (nett 74%) or gas company (nett 73%),
with nearly a third very satisfied (32% for both electricity and gas).

Small business consumers were less satisfied — nett 67% for electricity
and nett 68% for gas, with only 26% saying they were very satisfied with
their electricity company and 28% with their gas company.

Indeed, satisfaction among residential electricity consumers
increased for the second consecutive year, up from nett 66% in 2014
to nett 74% this year. However, there has been no material change over
the long run in satisfaction among residential gas consumers and small
business consumers (for either electricity or gas for the latter consumer
segment).

The following types of residential consumers were significantly more likely
to indicate they were satisfied with their energy company: those who
prefer to speak a language other than English at home (82% vs. 73% of
others), those aware of at least one government comparator website (80%
vs. 72%) and those in an embedded network (90% vs. 73%).

Meanwhile, dissatisfaction was higher among residential consumers who
had actively investigated their energy options in the past 12 months
(electricity: 14% vs. 7% of those who hadn’t investigated, and for gas:
16% vs. 6%). The same was true of small business electricity consumers,
with 16% of those who had investigated saying they were dissatisfied vs.
only 6% of those who hadn’t done so. This is in keeping with some of the
top reasons for investigating, as outlined earlier in this report.

Of note is that the satisfaction results were very consistent by retailer.

Base: Residential NEM participants (n=1,797). / Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?
Base: Residential NEM gas participants (n=979). / Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? /

Q7. How satisfied are you with your current gas company?

@P» NEWGATE RESEARCH
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2014 2015 2016 2017 2014 2015 2016 2017
(n=1,833) (n=1,808) (n=1,983) (n=1,797) (n=380) (n=450) (n=452) (n=450)
Gas retailers — residential consumers (%) Gas retailers — small business consumers (%)

m Very satisfied
28 33 35 32 32 30 30 28
® Somewhat satisfied
A a4 20 Neither satisfied nor
43 40 37 dissatisfied
40 37 42 m Somewhat dissatisfied
20 20

= Very dissatisfied

20 20 18 16 26 24
%!!!% g D mgass o | Domtknow
r J_ T
2014 2015 2016 2017 2014 2015 2016 2017
(n=816) (n=889) (n=991) (n=979) (n=129) (n=124) (n=106) (n=166)

Base: Residential NEM participants (n=1,797). / Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?
Base: Residential NEM gas participants (n=979). / Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? /
Q7. How satisfied are you with your current gas company?

Tl Arrows denote significant differences compared 58
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Customer service ratings for energy companies Value for money continued to be rated comparatively lower than customer service,
remained high: 71% of residential consumers gavea though the majority gave a high rating of 7 or more out of 10: 61% for electricity
high rating of 7 or more out of 10 to their electricity companies and 60% for gas companies.

company (up significantly from 65% in 2015) and
70% for their gas company (consistent with previous
years). Results were very consistent by jurisdiction.

However, while electricity company ratings have risen significantly over time (from 50% in
2014), gas results have declined significantly (down from 66% in 2016).

Small business results were again lower than for residents. Ratings of 7 or more among
electricity consumers has fluctuated over the past few years, though it is back on par with
benchmark results — from 52% in 2014 to 48% in 2017; 54% of gas consumers provided
similar ratings, consistent with previous years. Of note is that the proportion of poor ratings (0
to 3) has increased significantly since the benchmark year — from 7% in 2014 to 14% in 2017
among electricity consumers, and 3% in 2014 to 12% in 2017 among gas consumers.

While small business consumers rated customer service
slightly lower than residential consumers, the trend over
time was similar — 63% gave a rating of 7 or more for
their electricity retailer (up significantly from 48% in
2015) while 65% gave a rating of 7 or more for their gas
retailer (consistent with previous years).

¢ I ]
Customer service
Residential consumers (%) A 70 2 4 5

Value for money

Residential consumers (%) A 60 30 * 7 3

m Good to excellent (7-10) u Fair (4-6) Poor (0-3) Don’t know

Base: NEM Electricity (n=1,797) / Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? // Has mains gas (n=979) / Q3 & Q8. How would you rate the overall quality of customer service provided by your gas company? // Not comparable to 2014 results due to change in question structure.
Base: NEM Electricity (n=1,797) / Q4. How would you rate the overall value for money of the products and services provided by your [if same retailer for electricity and gas] energy / [if different

retailers for electricity and gas] electricity company? // Has mains gas (n=979)/ Q4 & Q9. How would you rate the overall value for money of the products and services provided by your gas company?

* NEWGATE RESEARCH  Scale: 10 = excellent, 0 = very poor. Tl Arrows denote significant differences compared 59
to previous periods at the 95% confidence level.
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Electricity retailers — residential consumers (%) Electricity retailers — small business consumers (%)
48
v 69 71 71 68 63
39
& 21 20 29 27
. "4 ; 5 . 5 . 5 4
2015 2016 2017 2015 2016 2017
(n=1,808) (n=1,983) (n=1,797) (n=450) (n=452) (n=450)
Gas retailers — residential consumers (%) Gas retailers — small business consumers (%)
m Good to excellent (7-10)
69 68 2 63 65
A = Fair (4-6)
33 Poor (0-3)
o 24 27 26
| 44 | de | | | . 6 | . 9 | p: | Don't know
2015 2016 2017 2015 2016 2017
(n=889) (n=991) (n=979) (n=124) (n=106) (n=166)

Base: NEM electricity consumers (as per charts) / Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers
for electricity and gas] electricity company? // NEM gas consumers (as per charts) / Q3 & Q8. How would you rate the overall quality of customer service provided by your gas company?

Arrows denote significant differences compared
10 = excellent, 0 = very poor. to previous periods at the 95% confidence level

* NEWGATE RESEARCH . . 60
NB: Results for 2014 are not shown due to change in question structure.
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Electricity retailers — residential consumers (%) Electricity retailers (%)
50 48
54 62 52 l
35 36
32 27l 36
15
. 312 . g 1 ey B9 . : 5 —¥3 —2 . 114 .
2014 2015 2016 2017 2014 2015 2016 2017
(n=1,833) (n=1,808) (n=1,983) (n=1,797) (n=380) (n=450) (n=452) (n=450)
Gas retailers — residential consumers (%) Gas retailers (%)
53 61 66 53 =0 54 m Good to excellent (7-10)
A ® Fair (4-6)
Poor (0-3)
34 YAS) 24 a1 38 36 32
10 Don't know
3 38 39 . a 30 32 !
—3 . —3 2 .
2014 2015 2016 2017 2014 2015 2016 2017
(n=816) (n=889) (n=991) (n=979) (n=129) (n=124) (n=106) (n=166)

Base: NEM electricity consumers (as per charts) / Q4. How would you rate the overall value for money of the products and services provided by your [if same retailer for electricity and gas] energy / [if
different retailers for electricity and gas] electricity company? // NEM gas consumers (as per charts) / Q4 & Q9. How would you rate the overall value for money of the products and services provided by
your gas company? o )

10 = excellent, 0 = very poor. T Arrows denote significant differences compared

; ; o ;
* NEWGATE RESEARCH to previous periods at the 95% confidence level o



To gain a deeper understanding of value perceptions, participants were asked what made them rate their company as they did onvalue for
money. Their reasons centred primarily around perceptions of expensive services and receiving good prices, discounts or deals, or good
customer service. Around 1 in 10 residential and small business electricity consumers stated they had ‘never had any issues /were happy’
with their provider, with a slightly higher proportion feeling this way about their gas company.

Top 5 reasons for rating value for money —

Top 5 reasons for rating value for money —
residential electricity consumers (%)

residential gas consumers (%)

Too expensive

Good prices/ competitive/
happy with prices or plans

Discounts / deals offered

Never had any issues /

Happy with them » Residential

Good customer service H Business

@ NB: For small business consumers, ‘prices keep increasing’
was in the top 5 reasons, at 9%, above ‘discounts/deal offered’.

competitive/Happy with..

Never had any issues/

Discounts / deals offered

Too expensive

Good value / rates /
competitive

Good prices /

happy with them

@ For small business consumers, ‘good customer service’
was in the top 5 at 13%, above ‘never had any issues’.

Base: NEM electricity participants (residential n=1,797, small business n=415). / Q4b. To help us understand your expectations of value for money, please tell us about what made you give that rating? / Base:
NEM gas participants (residential n=979, small business n=166). / Q9b. To help us understand your expectations of value for money, please tell us about what made you give that rating? NB: New question in
2017. NB: Participants’ responses were recorded verbatim and these were subsequently coded into key themes to measure the response incidence.

* NEWGATE RESEARCH
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Most residential consumers who had switched energy Satisfaction with switching outcomes was broadly consistent across the
company or plan in the last 5 years remained happy with NEM, with at least 75% of householders in all jurisdictions declaring they
both their decision to switch (82% vs. 80% in 2016) and the were happy with their switching decision and satisfied with the process
process involved (81% vs. 78%). involved.
Results were similar for small business consumers: 74% Those who were happy with their switching decision were more likely to be:
were happy with their decision, ranging from 68% in South « Highly confident in their ability to find the right information for switching
Australia to 100% in the ACT, and 76% were satisfied with options (88% vs. 57% of those who were not confident);
the process. However, small businesses weren’t quite as * Home owners (84% vs. 74% of renters); or
happy as seen in the peak year of 2016, when 50% agreed + Unemployed (92% vs 80% employed).
strongly that they were happy with their decision, compared
with 33% this year, or that they were satisfied with the Those who were more likely to be satisfied with the switching process
process, falling from 48% to 30%. included consumers with five or more people in their household: 91% vs

81% with just one or two occupants.

Satisfaction with switching outcomes —
residential consumers

Nett
Agree
The last time | switched | was happy with the decision 829%
| was satisfied with the process involved in switching 81%

Base: NEM residential participants who have switched energy company or plan in the past 5 years (n=913). Not asked in Tasmania or rest of Queensland.
Q50. And having switched your energy company, plan or deal, to what extent do you agree or disagree with the following?

@P» NEWGATE RESEARCH 63



ENERGY
TECHNOLOGIES

NEWGATE

RESEARCH



mTES

" @) | ADOPTION RATES OF NEW TECHNOLOGIES

p Jrp—

Four in ten residential NEM consumers (41%) had at least one of the new technologies
with uptake being highest for smart meters (25% reported having one) and solar panels
(20%). A similar proportion of consumers intended to acquire at least one of these new
technologies in the next two years (40%) and intention was highest for storage
batteries (21%), lowest for electric vehicles (12%), and at relatively consistent levels for
all of the other technologies asked about (18-19%).

Due to a change to the wording of the question, results are not directly comparable with last
year’s study, though there are indications that willingness to acquire storage batteries in
particular has increased, from 16% nett likely in 2016.

The results are tabled over the next two pages by jurisdiction — for residential and then small
business consumers, with very similar results. Notable findings are that home solar PV
installations are highest in the Rest of Queensland (38%), followed closely by South Australia
(36%), 8% of ACT residents and 6% of Victorians reported having a home energy
management system, while only 58% of Victorians cited having a smart meter (when virtually
all do), vs. 17% and below elsewhere.

Adoption of new energy technologies — residential consumers (%)

Solar hot water
system

Smart meter

Solar panels Remote control

appliance app

Home energy
management
system

* NEWGATE RESEARCH if not, how likely you think it is that you will have them within the next two years.

3 1
19 19
24 23
20 24

Batteries for
storing electricity

Overall, current adoption and stated willingness to adopt
were higher among those more engaged with the market
(e.g. switched provider or plan in the past five years, more
confident in their own ability to find the right information).

Other common indicators of willingness to adopt new
technology included being male, from a non-English-
speaking background and a homeowner. Solar panels were
more likely to have already been installed by those aged 55+
years and those living outside of capital cities (28% vs. 16%
among capital city dwellers), with the same being true for
solar hot water (16% vs. 9% respectively). Meanwhile those
aged under 55 were more likely to adopt most of the other
technologies. Those under 35 years in particular were more
likely to already own an electric vehicle (3% vs. 1% of older
consumers), and capital city dwellers (2% vs. 0% of those
living in regional areas).

m Already have it

mNETT Definitely /
probably will have
in next 2yrs

68 Might have in next

2yrs

ENETT Definitely /
probably won't
have in next 2yrs

An electric vehicle

Base: NEM participants (n=1,797 residential) / QD5e. For each of the following things, please indicate whether your home has them, and
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ST ErEnEETIEN NEM SEQ NSW ACT VIC {e]e] TAS
P g (n=1,797) (n=399) (n=400) (n=200) (n=400) (n= 398) (n=150) (n=200)
Nett HAVE ANY 41% 39% 24% 29% 62% 43% 1 43% 20%
Nett INTEND TO* 40% 35% 44% 34% 39% 36% | 35% 27%
Smart meter !
Already have 25% 12% 8% 7% 58% 17% ; 10% %
|
Nett likely next 2 yrs 19% 17% 26% 18% 14% 13% | 11% 11%
Nett unlikely next 2 yrs 34% 41% 41% 44% 15% 47% I 47% 57%
Solar panels I
Already have 20% 28% 14% 17% 17% 36% 38% 14%
y I
Nett likely next 2 yrs 18% 14% 19% 16% 18% 16% | 16% 14%
Nett unlikely next 2 yrs 44% 40% 48% 47% 46% 34% | 34% 47%
Solar hot water system |
Already have 11% 16% 10% 13% 9% 10% 1 18% 5%
Nett likely next 2 yrs 19% 14% 22% 13% 19% 15% 1 15% 14%
Nett unlikely next 2 yrs 50% 48% 48% 56% 52% 52% ! 50% 53%
Home energy management system :
Already have 4% 3% 4% 8% 6% 3% | 0% 2%
Nett likely next 2 yrs 18% 13% 23% 12% 16% 12% | 11% 9%
Nett unlikely next 2 yrs 54% 60% 49% 57% 54% 62% I 66% 66%
Remote control appliance app I
Already have 3% 2% 3% 1% 3% 3% 1 1% 0%
Nett likely next 2 yrs 18% 13% 22% 12% 18% 13% | 12% 10%
Nett unlikely next 2 yrs 56% 58% 50% 62% 60% 64% | 66% 72%
Batteries for storing electricity 1
Already have 2% 1% 3% 2% 1% 2% 1 2% 0%
Nett likely next 2 yrs 21% 19% 24% 17% 20% 21% ! 17% 16%
Nett unlikely next 2 yrs 53% 54% 53% 55% 53% 52% : 52% 62%
Electric vehicle I
Already have 1% 1% 2% 2% 1% 2% | 0% 0%
Nett likely next 2 yrs 12% 8% 16% 10% 11% 7% l 1% 6%
Nett unlikely next 2 yrs 68% 75% 59% 70% 72% 76% I 87% 78%

Base: NEM residential participants (n=1,797) / QD5e. For each of the following things, please indicate whether your home has them, and
if not, how likely you think it is that you will have them within the next two years.

* NEWGATE RESEARCH «  Nett INTEND TO refers is the total who probably or definitely intend to get these technologies in the next two years. 66
NB: Figures in blue/red denote significantly higher/lower differences when compared to all other jurisdictions combined.
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(n=450) (n=100) (n=101) (n=49) (n=100) (n=100) (n=50) (n=50)

Nett HAVE ANY 44% 33% 28% 8% 73% 41% 1 40% 6%
Nett INTEND TO* 46% 49% 43% 47% 45% 50% 1 44% 35%
Smart meter I
Already have 28% 11% 12% 8% 64% 13% I 12% 6%
Nett likely next 2 yrs 16% 19% 19% 29% 9% 16% : 24% 17%
Nett unlikely next 2 yrs 32% 42% 40% 33% 11% 42% I 48% 44%
Solar panels I
Already have 21% 21% 20% 2% 21% 32% I 30% 4%
Nett likely next 2 yrs 19% 20% 18% 16% 18% 21% 1 24% 13%
Nett unlikely next 2 yrs 39% 37% 46% 31% 37% 26% | 24% 58%
Solar hot water system |
Already have 10% 11% 7% 2% 14% 10% | 28% 0%
Nett likely next 2 yrs 19% 18% 21% 12% 15% 25% 1 12% 10%
Nett unlikely next 2 yrs 50% 52% 53% 35% 49% 43% ! 38% 52%
Home energy management system !
Already have 4% 3% 4% 0% 5% 4% : 8% 0%
Nett likely next 2 yrs 16% 15% 18% 12% 15% 15% | 20% 13%
Nett unlikely next 2 yrs 53% 53% 51% 33% 57% 57% I 50% 61%
Remote control appliance app I
Already have 3% 3% 1% 0% 4% 5% 1 0% 0%
Nett likely next 2 yrs 16% 16% 20% 10% 12% 12% | 22% 13%
Nett unlikely next 2 yrs 58% 53% 57% 37% 63% 58% | 56% 61%
Batteries for storing electricity 1
Already have 1% 1% 1% 0% 2% 2% 1 6% 0%
Nett likely next 2 yrs 24% 22% 22% 16% 27% 29% | 34% 18%
Nett unlikely next 2 yrs 49% 49% 51% 53% 49% 37% I 36% 62%
Electric vehicle :
Already have 1% 1% 2% 2% 1% 1% | 2% 0%
Nett likely next 2 yrs 10% 13% 11% 16% 8% 7% l 10% 10%
Nett unlikely next 2 yrs 67% 64% 64% 73% 71% 74% I 70% 80%

Base: NEM small business participants (n=450) / QD5e. For each of the following things, please indicate whether your business has
them, and if not, how likely you think it is that you will have them within the next two years.

* NEWGATE RESEARCH +  Nett INTEND TO refers is the total who probably or definitely intend to get these technologies in the next two years. 67
NB: Figures in blue/red denote significantly higher/lower differences when compared to all other jurisdictions combined.
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The majority of new energy technologies were owned outright, ranging from 45% for smart meters to 88% for solar hot water.

Notably, there were high levels of uncertainty regarding the ownership of smart meters, with 45% of residential NEM consumers believing they own it

outright while 48% were unsure. This is of particular interest in Victoria, where the electricity network companies own the meters yet 38% of residents
thought they owned them.

Among residential consumers with solar panels, those who owned their solar system outright were more likely to be older (92% of those aged 55 years
or above vs. 85% for all NEM consumers), retired (96%) or own their home outright (93%).

Ownership arrangements for emerging technologies — residential consumers (%)
m Own it outright
45
71 73
85 88 2
8 48
11 4 2z
A T 5 T 9 T A T

m Own it with a loan purchase

Lease it

Something else/don’t know

Solar panels Solar hot water Batteries for ~ An electric vehicle  Smart meter Home energy
(n=419) system storing electricity (n=24") (n=400) management
(n=211) (n=29!) system (n=76)

Base: NEM participants who own each type of technology (n=24! - 419 residential, n=6!! - 104 small business) / D5f. What is your ownership arrangement for your...?
! Caution low base size: results indicative only.
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In 2017, the survey included questions about embedded networks Residential consumers who lived in capital cities were more likely to be
for the first time, which were asked of residential consumers who aware of embedded networks (9% vs. 4% of those living elsewhere).

were not living in a freestanding home and all small business

. . 0 0
consumers (i.e. potentially in an embedded network). Awareness was also higher among those who were renting (12% vs. 8%

across the NEM) and those who displayed signs of greater engagement
Only 8% of residential consumers were familiar with the concept of an with the market — e.g. those who were aware of independent comparator
embedded network, and 3% identified as being in such a network. websites (14%), had investigated their options in the past year (10%), or

, X ) ; 0
Among all small business consumers surveyed, 27% were aware of switched energy provider or plan in the past five years (9%).

embedded networks while 4% said they were in one.

Proportion of residential consumers aware of embedded networks
and proportion of those in an embedded network (%)

m Heard of embedded
networks

® In an embedded
network

NEM SEQ NSW ACT VIC SA
(n=501) (n=88) (n=152) (n=65) (n=107) (n=89)

ROQ TAS
(n=31) (n=23)

NB: Results have been rebased as a proportion of all participants.

Base: Residential participants not in a freestanding house (n=555) or all small business participants (n=550). / Q67. Had you heard about the idea of “embedded networks” before today?
Base: Participants aware of embedded networks (n=125 residential, n=168 small business). / Q68. And based on this information, are you in an embedded network?

NB: Results for embedded networks have been rebased as a total of all NEM participants.

* NEWGATE RESEARCH 70
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Around a third (36%) of residential NEM consumers living within an
embedded network said they received only electricity through this
arrangement, and not other ‘bundled’ services. The majority therefore
had bundled services.

. NEM residential consumers with additional, bundled
' services connected through embedded networks:

* 36% = Electricity only

More than two in five (43%) also had gas connected through their embedded
network, with a similar proportion (38%) accessing water through the same
arrangement. Just over a third (35%) had internet access bundled into their
network, while a quarter (25%) said the same of their telephone connection.

* 38% + Water

* 35% + Internet 67%

* 25% + Telephone

Z
(9]

—
—t

|
|
|
|
|
|
I
|
* 43% + Gas ) |
|
|
|
|
|
|
|
|
|

Importance of choice for those within embedded oo m oo oo o—— o —o——— -
networks — residential consumers (%)

Despite their constraints, four in five residential consumers within
m Very important (7-10) an embedded network felt it would be very important for them to
have a choice between different energy providers and plans (80%
rated the importance of this as 7 or higher). This is clear evidence
= Fairly important (4-6) that there is an appetite for consumers in embedded networks to
see more options for people in their situation.

This was consistent with the nett result for all residential consumers in
Tasmania (79%) and the Rest of Queensland (81%), who were also
asked the question due to the relatively limited levels of competition in
16 Don’t know those jurisdictions.

Not important (0-3)

NEM
(n=46)

Base: Participants in an embedded network (n=46 residential, n=20! small business). / Q69. Do you have any other services connected through this arrangement, like gas or water, or is it just for your electricity?
Base: Residential participants within an embedded network (n=47) or TAS and ROQ (n=349)./ Q34b. And how important would it be for you to have a choice between a number of different electricity companies,
plans and offers?
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There are signs of increased market engagement within South East Queensland,
following deregulation of electricity prices and the launch of the Queensland
Government’s EnergySave consumer awareness campaign in mid-2016.

Awareness of the ability to choose different energy providers or plans remained
slightly lower than the average across the NEM, though awareness of the ability to
choose between different electricity plans increased gradually among residential
consumers (up from 77% in 2015 to 81% this year). Around three in five were
somewhat or very satisfied with the level of choice available in their state (nett
57%, up from 48% in 2015). Only 13% were dissatisfied with the level of choice —
though when probed, 30% of residential consumers said there was not enough
choice in Queensland.

While switching rates had not changed significantly for any individual metric, there
was a nett increase in switching energy provider or plan in the past 12 months
among residential consumers, up from 18% in 2016 to 24%. When asked about
future switching intentions, over half of consumers surveyed said they were
interested in better energy deals (nett 56% residential, 55% small business).

Rates of direct approaches by energy companies remained among the lowest in
the NEM for residential South East Queensland consumers, while levels for small
business consumers were consistent with other jurisdictions. Rates of self-led
investigation, however, increased over the past year among residential consumers,
from 26% to 33% — now more in line with small business consumers (36%).

Confidence in being able to find the right information in choosing a suitable energy
deal continued to trend upwards, with two thirds of residential consumers feeling
highly confident (66% gave a rating of 7 or more out of 10). General internet
searching was the top source of information cited. Meanwhile, awareness of
independent government comparator websites increased sharply, from 9% in 2016
to 25% this year — led in part by 19% recall for the new EnergySave campaign.

Satisfaction with their energy companies, customer service and value-for-money
ratings have remained largely unchanged among South East Queenslanders.
@» NEWGATE RESEARCH

%"/ (SOUTH EAST QUEENSLAND)

...in the past

! . Switched energy :
! / Investigated offers !
' SS%T in past 12 months 24%T company or plan |
| in the past 12 months |

v

é Satisfaction with energy 73%T2015

company (% very / somewhat)

O
(I-oﬂcﬁ Customer service 72%T2015

(% rating 7-10 out of 10)

Value for money received 0 T
g (% rating 7-10 out of 10) 58 Yo'[ 2015

Arrows denote significant differences compared to previous
T periods at the 95% confidence level; unless otherwise specified,
differences here relate to changes between 2016 and 2017
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' NOTES TO THE READER
./ (SOUTH EAST QUEENSLAND)
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In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research project.
Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing the
findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (hnumber and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The results
throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section for further
information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1]). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents may
have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless stated
otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: South East Queensland (n=) 2014 2015 2016 2017

Residential
All participants 702 402 425 399
Mains connected gas participants - 69 79 84

Small Business

All participants 101 100 100 100

Mains connected gas participants - 9 10 13
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Awareness of choice in the South East Queensland energy market remained largely unchanged, though awareness of being able to choose from
different electricity plans with the same retailer increased among residential consumers over the past two years, up from 71% in 2015 to 81%.

Consumers remained less aware of the option to choose different gas plans with three in five residential consumers (62%) believing this to be available.

Awareness of ability to choose energy company or plan (% True)

Company Plan

—

2016

. 2015
Electricity

= Residential

®m Business

Gas

88

Base: SEQ participants (residential n=399, small business n=100) or those with mains gas (residential n=84). Due to low base sizes, gas results for small business consumers are not shown.

Q13a. True or false: People in your area can choose their electricity company? / Q13b. True or false: People in your area can choose their gas company? / Q13c. True or false: People in your area can choose from
a range of different types of electricity plans, price structures, contract lengths, and terms? / Q13d. True or false: People in your area can choose from a range of different types of gas plans, price structures,
contract lengths, and terms? Tl Arrows denote significant differences

NEWGATE RESEARCH NB: Q13c and Q13d results for 2014 are not compared to previous periods at the 95% 77
shown due to change in question structure. confidence level
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Actively investigated offers or options in the past 12 months (% Yes)

2017

There was an increase in the proportion of
residential consumers who had actively
investigated their energy options in the past 12
months (up from 26% in 2016 to 33%) — with levels
at their highest since the survey commenced.

2016 . .
= Residential

m Business
2015 Investigation rates among small business consumers

remained relatively steady over time, at 36% this year.

2014

Base: SEQ participants (residential n=399, small business n=100). *Vulnerable consumers defined as those who have experienced financial hardship or difficulty paying their bills
(indicated from D24 and D27)

Q20. In the past 12 months, have you actively investigated different offers or options that you could potentially switch to? o )
l Arrows denote significant differences
* NEWGATE RESEARCH compared to previous periods at the 95% 78

confidence level
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Switched in the past 12 months (% At least once)

Company Plan (Same Company) While switching rates did not change

significantly for any of the individual
15 switching metrics, the proportion of
15 residential consumers who switched
energy provider or plan in the past 12
months increased from 18% in 2016 to
24% this year.

2017

2016

Meanwhile, switching rates for small
business consumers remained relatively
steady, with 22% having made some kind
of switch in the past year.

Electricity

= Residential

m Business

Switched energy

2016 24%T ;:nomga;n;/s?rlglan

Gas . months

Base: SEQ participants (residential n=399, small business n=100) or those with mains gas (residential n=84). Due to low base sizes, gas results for small business consumers are not shown.
Q17. In the past 12 months, how many times have you changed the following? (not asked in 2014)

Arrows denote significant differences
compared to previous periods at the 95%

" 79
confidence level

* NEWGATE RESEARCH
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General internet searching remained the most commonly cited information source for residential consumers who had switched in the past 5
years or investigated options in the past 12 months at 33%. This was also true for those who had not switched or investigated at 55% however
decreased significantly since 2016 at 66%. Among both groups, retailer websites were twice as likely to be cited as they were last year.

A quarter of residential consumers were aware of any government comparison websites (nett 25%), up sharply from just 9% last year. This follows the
launch of the EnergySave campaign, with awareness at 19%, while awareness of Energymadeeasy remained steady at 13%.

Top 5 information sources used by those who switched Top 5 sources those who had not investigated or switched
or investigated offers (%) would use if they did want information (%)

Google / general internet
search

Google / general internet
search
Price comparison website Retailer website

Word of mouth

Phoned retailer ie. family or friend

Retailer website Phone retailer

| wouldn’t look for
information

Looked at price / best price
/ saving

Prompted + unprompted awareness of independent government comparator websites:

25% T Any independent 13% Energymadeeasy
comparator site 19% EnergySave Campaign

Base: SEQ residential participants who switched energy company or plan in the past 5 years or who had investigated options in the last 12 months (n=240). / Q23. The last time you changed your energy company, plan or deal, which
information sources did you use to help with your decision? / You mentioned you previously investigated different offers or options that you could potentially switch to. What information sources did you use in your last investigation?

Base: SEQ residential participants who had not switched energy company or plan in the past 5 years or investigated options in the last 12 months (n=159). / Q37. If you wanted to look for information about different energy retailers or
plans, what would be your most preferred method or source of information? / Q40. Have you heard of the independent government comparator websites ...?

Arrows denote significant differences
* NEWGATE RESEARCH

compared to previous periods at the 95% 80
confidence level
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The proportion of consumers approached by an energy company in the last 12 months has remained stable over the past three years.
Only a quarter of residential consumers recalled a direct approach this year (25%), following the drop from 2014 levels (42%).

Rates of approach remained higher for small business consumers, at 45%, with these consumers most likely to have been contacted via phone
(52%) or email (33%). Meanwhile, residential consumers were most likely to have been contacted via phone (49%) or a home visit (36%).

Top Methods of

Approached by an energy company in the past 12 months (% Yes) Approach

(2017)
2017

5
2016 @ 49% Res_idential
3 o 52% Business
Residential
2015 ” m Business 36% Residential

18% Business

2014

1 1 1 J
N
N iy

17% Residential
33% Business

Base: SEQ participants (residential n=399, small business n=100). / Q18. In the past 12 months, have you been approached by an energy company offering to sell you electricity or gas? /
Base: Participants who had been approached by an energy company in the past 12 months (residential n=97, small business n=45). / Q18B. In what ways were you approached by an
energy company? Results shown are for telephone calls, door to door visits and emails — among those approached.

* NEWGATE RESEARCH Arrows denote significant differences
compared to previous periods at the 95%
confidence level

81
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Over half of consumers surveyed in South East Queensland were interested in switching to a better deal (nett 56% residential, 55% small
business), including around one in ten who were actively looking when surveyed (11% for both residential and small business consumers).

This year, 5% of residential consumers and 2% of small business consumers said they had no other options available. This is the first year this
response option was included in the question, whereas in previous years the result for “we have no other options” was derived from open-ended
responses — as such, comparisons over time should be made with caution.

Interest in looking for a better deal (%)

mWe are currently looking for a better deal

=We would be interested in switching to a better deal but are not
currently looking

m\We are not interested in switching our energy provider or plan

m\We recently switched energy provider or plan and so probably
won't look for a while
We have no other options available here / only one provider

= Other

= None of the above

2015 2016 i 2017

Base: SEQ residential participants (n=399).
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other -

options available here/only one provider.” Results for 2014 are not shown due to change in question structure.
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Around three in five residential consumers said they were satisfied with the level of choice available in South East Queensland (nett 57%),
up from 48% in 2015 due to an increase in the proportion of those saying they were only somewhat satisfied (from 33% in 2015 to 41%).

Overall, only nett 13% said they were dissatisfied with the level of choice. However, when probed, three in ten residential consumers said there was
not enough choice (30%), while 42% felt it was just right and 16% said there was too much choice.

Satisfaction with the level of choice available (%)

9
15 21
39 33
39

29 31 m Somewhat dissatisfied

m Very satisfied

® Somewhat satisfied

Neither satisfied nor dissatisfied

m Very dissatisfied

= Don't know

Base: SEQ residential participants (n=399).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?

* NEWGATE RESEARCH l Arrows denote significant ‘differences
compared to previous periods at the 95%

confidence level

83
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Confidence in being able to find the right information regarding energy plans and deals continued to trend upwards among South East
Queenslanders. Two thirds (66%) of residential consumers provided a high confidence rating of 7 or more out of 10, significantly above
the level of 50% in 2015.

Conversely, the proportion of those who provided a moderate rating of between 4 and 6 remained lower than in 2015 (down from 34% to 22%),
while around one in ten residential consumers have consistently provided low confidence ratings of between 0 and 3.

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)
m Fairly confident (4-6)
= Not confident (0-3)

Don't know

13 9

2015 2016 2017

Base: SEQ residential participants (n=399).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.

Arrows denote significant differences ) )
compared to previous periods at the 95% NB: Results for 2014 are not shown due to change in question structure. 84
confidence level

@ NEWGATE RESEARCH
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Satisfaction with energy companies in South East Queensland has remained relatively steady over time, with around seven in ten residential
consumers saying they were very or somewhat satisfied with their electricity (nett 73%) or gas company (nett 68%).

Since 2015, there has been an increase in the proportion of residential consumers who were somewhat satisfied with their electricity company (from
35% to 44%), with a corresponding decrease in those who were neither satisfied nor dissatisfied (from 26% in 2015 to 18% this year).

Satisfaction with electricity and gas company (%)

2017
2016

. 2015
Electricity

2014

2017
2016
2015

Gas
2014

mVery satisfied ®Somewhat satisfied Neither satisfied nor dissatisfied = Somewhat dissatisfied = Very dissatisfied = Don't know

Base: SEQ residential participants (n=399) or those with mains gas (n=84).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

Tl Arrows denote significant differences compared to

* NEWGATE RESEARCH previous periods at the 95% confidence level 85
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Satisfaction among small business consumers with their electricity company has remained steady over time, with 70% saying they were
very or somewhat satisfied. There are indications of improved satisfaction ratings since 2015 (nett 56%), though these results are based on
relatively small sample sizes.

Satisfaction with electricity company (%)
2017
2016
2015

Electricity
2014

mVery satisfied ®Somewhat satisfied = Neither satisfied nor dissatisfied ® Somewhat dissatisfied ® Very dissatisfied = Don't know

Base: SEQ small business consumers (n=100). Due to low base sizes, gas results for small business consumers have been omitted.

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

* NEWGATE RESEARCH 86
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Customer service ratings have remained largely unchanged for residential consumers, with around seven in ten providing high ratings of 7

or more out of 10 for their electricity (nett 72%) or gas company (nett 70%). The net 7+ ratings for customer service provided by electricity
companies remained significantly higher than the lowest result of 61% in 2015.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017 4
2016 4
Electricity
2015 3
2017
2016
Gas

2015

m Good to Excellent (7-10) = Fair (4-6) Poor (0-3) Don't know

Base: SEQ residential participants (n=399) or those with mains gas (n=84).

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

T Arrows denote significant differences

compared to previous periods at the 95%
confidence level

@P NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. 87
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Customer service ratings for small business electricity consumers in South East Queensland have remained relatively stable over time,

with the exception of the drop in 2015. In other years, two-thirds have consistently rated their electricity provider’s service highly at 7 or
more out of 10 (nett 67% in 2017).

Rating of overall quality of customer service provided by electricity company (%)

2017 9 2
2016 6 2
Electricity
2015 8

m Good to Excellent (7-10) = Fair (4-6) Poor (0-3) Don't know

Base: SEQ small business consumers (n=100). Due to low base sizes, gas results for small business consumers have been omitted.

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences
* NEWGATE RESEARCH compared to previous periods at the 95% o

confidence level

NB: Results for 2014 are not shown due to change in question structure. T
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Consumer perceptions of value for money for electricity remained consistent year-on-year, with 58% of residential consumers providing
high ratings of 7 or more (up from nett 47% in 2015 and nett 46% in 2014).

Meanwhile, there was a rise in ratings of between 4 and 6 for their gas company, up from 22% in 2016 to 37%, with high ratings of 7+ falling
somewhat to 55%.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 58 29 12 2
2016 56 129 12 3
Electricity 2015 47 36 15 2
2014 46 37 15 2

2017 55 37 8
2016 70 22 4/ 4
Gas 2015 60 32 6 2
2014 55 30 13 2

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: SEQ residential participants (n=399) or those with mains gas (n=84).

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q9. How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.

T Arrows denote significant differences

compared to previous periods at the 95%
confidence level

@P» NEWGATE RESEARCH 89
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Perceptions of value for money among small business consumers echoed their perceptions of customer service, with ratings of 7 or
more out of 10 remaining largely consistent over time, with the exception of 2015 (from nett 33% to nett 51% this year).

Rating of overall value for money provided by electricity company (%)

2017 18 3
2016 18 1

Electricity 2015 121 2
2014 9 6

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: SEQ small business consumers (n=100). Due to low base sizes, gas results for small business consumers have been omitted.

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?
Q9. How would you rate the overall value for money provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences
* NEWGATE RESEARCH T compared to previous periods at the 95%

confidence level

90
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Consumers from regional Queensland (i.e. outside of South East Queensland —
referred to herein as ‘Rest of Queensland’) exhibited many characteristics typical of
those in smaller energy markets with limited choice.

Fewer than half of the consumers surveyed in this jurisdiction thought that people
in their area could choose their energy company or plan, with results broadly stable
against 2016. Indeed, dissatisfaction with the level of choice available remains o X
high, with one in two saying they were very or somewhat dissatisfied (nett 50% for e et e
both residential and small business consumers). When probed further, two-thirds of
residential consumers (67%) and three-quarters of small business consumers
(74%) felt they didn’t have enough choice.

(% very or somewhat)

1994 Satisfied with level of choice

Perceptions of electricity companies also decreased among residential consumers,
with lower ratings for both customer service (nett 56% ratings of 7 or more, down
from 70% in 2016) and value for money (where nett ratings of 7-10 were at 36%,
down from 51%). There are indications that perceptions of energy companies on
other measures have declined among both residential and small business
consumers in the Rest of Queensland, though sample sizes are too small for
robust statistical testing of significance.

Satisfaction with energy 0
company* (% very / somewhat) 47 /0

H *
‘@ Value for money received 36%

(% rating 7-10 our of 10)

Despite these results, confidence increased among small business consumers in

their ability to find the right information in choosing a suitable energy deal (60% 090  customer service*

provided ratings of 7 or more out of 10, up from 18% in 2016). Meanwhile, FQ? (% rating 7-10 our of 10) 56%
confidence among residential consumers was relatively steady, at 62% this year.

S 1
In terms of future switching intentions, around half of the consumers surveyed in * Due to low base sizes, gas results have been omitted.

the Rest of Queensland (53% residential, 46% small businesses) said they had no

options available to_ them anyway, Wlth only a quarter of re3|den_t|al consumers Arrows denote significant differences compared to previous

(nett 24%) and a third of small business consumers (nett 36%) interested in the T periods at the 95% confidence level; unless otherwise

idea of switching or currently looking to do so. specified, differences here relate to changes between 2016
and 2017

@» NEWGATE RESEARCH 92
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] ' NOTES TO THE READER
'/ (REST OF QUEENSLAND)

In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research project.
Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing the
findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (number and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The
results throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section for
further information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1] ). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents may
have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless stated
otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: Rest of Queensland (n=) 2016 2017

Residential
All participants 150 150
Mains connected gas participants 9 6

Small Business

All participants 50 50

Mains connected gas participants 2 4
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Fewer than half of the consumers surveyed in the Rest of Queensland thought that people in their area could choose their energy company
or plan, with results broadly stable against 2016.

Perceived ability to choose electricity company or plan (% True)

Company

Plan

2017

Electricity

2016 u Residential

m Business

Base: ROQ participants (residential n=150, small business n=50). Due to low base sizes, gas results are not shown.
Q13a/c. True or False: People in your area can choose their electricity company/plan? Q13b/d. True or False: People in your area can choose their gas company/plan?

* NEWGATE RESEARCH 94
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When asked about switching intentions, around half of the consumers surveyed in regional Queensland (53% residential, 46% of small
businesses) said they had no other options available anyway. It is worth noting this was the first year this response option was included in the
question, whereas the 2016 result for “we have no other options” was derived from open-ended (‘other — specify’) responses. Consequently, comparisons
over time should be made with caution.

Only one in four residential consumers (nett 24%) and a third of small business consumers (nett 36%) were interested or currently looking into switching.

Interest in looking for a better deal (%)

7

= \We are currently looking for a better deal

= We would be interested in switching to a better deal but are not currently looking

®\We are not interested in switching our energy provider or plan

m We recently switched energy provider or plan and so probably won't look for a while

We have no other options available here / only one provider

Other

None of the above
11

4
2017

2016

Base: ROQ residential participants (n=150).
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other -

options available here/only one provider.”
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SATISFACTION WITH LEVEL OF CHOICE

-

Satisfaction with the level of choice available (%) One in two residential consumers in regional

Queensland were dissatisfied with their level
6 7 of choice in energy options (nett 50%, up
somewhat from 42% in 2016). Notably, 39%
said they were ‘very’ dissatisfied, which is up
m Very satisfied significantly from 25% in 2016.

= Somewhat satisfied S_en_timen_t among small bu_s.iness consumers was
29 similar, with one in two saying they were
dissatisfied (nett 50%). This is somewhat lower
than the 64% level observed in 2016, though this
is not significant, likely due to the small sample of
n=50 businesses.

Neither satisfied nor dissatisfied

= Somewhat dissatisfied

= Very dissatisfied When prompted, two-thirds of residential
consumers (67%) felt that they didn’t have
Don't know enough choice, while just 3% felt they had too

much choice. Among small business consumers,
74% said they didn’t have enough choice, and

T 1 4% felt there was too much choice.
2017

Base: ROQ residential participants (n=150).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?

* NEWGATE RESEARCH Arrows denote significant differences compared to 96
previous period at the 95% confidence level
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Confidence in being able to find the right information about energy plans and deals rose slightly this year, with the majority of residential
consumers rating their confidence highly, at 7 or more out of 10 (at 62%, up from 53% in 2016).

However, confidence among small business consumers surged over the same period, with ratings of 7 or more up from 18% in 2016 to 60%.

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)
u Fairly confident (4-6)
= Not confident (0-3)

Don't know

12

7
2016

Base: ROQ residential participants (n=150).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.

@ NEWGATE RESEARCH 97
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Satisfaction with electricity companies was somewhat lower this year, with 47% of residential consumers saying they were either very or
somewhat satisfied (vs. 57% in 2016). In contrast to most other jurisdictions, satisfaction among small business consumers was slightly
higher than residential consumers, with 58% saying they were very or somewhat satisfied (unchanged from 2016).

Satisfaction with electricity company (%)

2017 31 13 9
RESIDENTIAL
2016

2017
SMALL
BUSINESS

2016

m Very satisfied ®Somewhat satisfied = Neither satisfied nor dissatisfied m Somewhat dissatisfied ® Very dissatisfied = Don't know

Base: ROQ participants (residential: n=150, small business: n=50). Due to low base sizes, residential gas results have been omitted.

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

* NEWGATE RESEARCH 98
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Customer service ratings have declined for electricity companies in the Rest of Queensland, with 56% of residential consumers and 52% of
small business consumers providing high ratings of 7 or more compared with 70% and 68% respectively last year. Further, there was a
significant increase in poor ratings of less than 4 out of 10 among small business consumers this year (12%, up from 0% in 2016).

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017

2016

2017

2016

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: ROQ participants (residential: n=150, small business: n=50). Due to low base sizes, residential gas results have been omitted.

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?
/ Q8. How would you rate the overall quality of customer service provided by your gas company?

* NEWGATE RESEARCH T Arrows denote significant differences compared to

previous period at the 95% confidence level o
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Perceptions of value for money have dropped significantly compared with 2016; only around one in three consumers provided a rating of 7
or more out of 10 on this measure (36% residential, 32% small businesses) —down from 51% and 42% last year.

Rating of overall value for money provided by electricity company (%)

2017 22 2
2016 21 2
2017 22 2
2016 42 44 10 4

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: ROQ participants (residential: n=150, small business: n=50). Due to low base sizes, residential gas results have been omitted.

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?
/Q9. How would you rate the overall value for money provided by your gas company?

* NEWGATE RESEARCH T Arrows denote significant differences compared to

previous period at the 95% confidence level o
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Despite being one of the first jurisdictions to deregulate, and with some of the While general internet searching was the top source of information
highest levels of market engagement among jurisdictions in the NEM, NSW cited, there has been an increase in visits to retailer websites and price
continued to record increases across a number of key metrics. comparison websites. Awareness of independent comparator sites

L ) i ) remained unchanged at 21%.
Awareness of choice in energy providers or plans remained strong, with

increased awareness of the ability to choose different gas plans among NSW consumers’ perceptions of their energy companies remained
residential consumers (from 73% in 2016 to 84% this year), and more largely unchanged year-on-year in terms of satisfaction, service and
gradual increases in awareness of the option to switch electricity companies value for money.

(up from 89% in 2015 to 94%) and plans (from 81% in 2015 to 86%). @ [T TTTTTTTT T TTT T
Satisfaction with the level of choice in the energy market remained stable,
with 60% of residential consumers satisfied. When probed, almost a quarter
said there was too much choice (23%), while 20% disagreed and said there
was not enough.

, - Switched energy i
Investigated offers I

34% in past 12 months SB%T company or plan |
2015 in the past 12 months 1

Overall switching of energy companies or plans in the previous 12 months
continued to trend upwards, rising significantly from 24% in 2015 to 33% this = /-4 T EEEES I
year. This was driven by an increase in residential consumers switching e !
electricity providers over this period (from 14% to 19%). When asked about
future switching intentions, around three in five were interested in or currently
exploring new energy deals (57% residential, 63% small business). Indeed
17% of residential consumers were actively looking at the time of the survey
— the highest of all jurisdictions.

Satisfaction with energy 0
é company (% very / somewhat) 4%

phone calls the most likely method of approach for both residential and small 090
business consumers. Self-led investigation rates also remained stable, with qQ? Customer service 67%
34% of NSW consumers having recently explored energy options. (% rating 7-10 out of 10) 0

Meanwhile, confidence in being able to find the right information improved
year-on-year, up from 62% of residential consumers giving a high confidence
rating of 7 or more out of 10 in 2016, to 72%. The same trend and confidence
levels are evident among small business consumers.

‘@ Value for money
(% rating 7-10 out of 10) 620/0T2014

Rates of direct approaches by energy companies remained stable, with i

T Arrows denote significant differences compared to previous
periods at the 95% confidence level; unless otherwise specified,

* NEWGATE RESEARCH differences here relate to changes between 2016 and 2017
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In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research
project. Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing
the findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (number and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The
results throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section
for further information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1|). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents
may have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless
stated otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: New South Wales (n=) 2014 2015 2016 2017

Residential
All participants 325 402 480 400
Mains connected gas participants 141 163 213 201

Small Business

All participants 76 100 100 101

Mains connected gas participants 21 21 23 29
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Awareness of choice in the energy market remained strong in NSW.

Among residential consumers, awareness of choice in gas plans increased year-on-year from 73% to 84%, accompanied by an increase over the past
two years in awareness of choice in both electricity providers (from 89% in 2015 to 94%) and electricity plans (from 81% in 2015 to 86%).

Among small business consumers, awareness of choice in electricity provider remained higher than in the benchmark year (86% in 2014 vs. 95%).

Awareness of ability to choose energy company or plan (% True)
Company Plan

B —
95 81
82

2017

2016

2015

4 51

Electricity

2014
= Residential

Iy § " Cusiness

Gas

85

Base: NSW participants (residential n=400, small business n=101) or those with mains gas (residential n=201). Due to low base sizes, gas results for small business consumers are not shown.
Q13a. True or false: People in your area can choose their electricity company? / Q13b. True or false: People in your area can choose their gas company? / Q13c. True or false: People in your area can choose
from a range of different types of electricity plans, price structures, contract lengths, and terms? / Q13d. True or false: People in your area can choose from a range of different types of gas plans, price

structures, contract lengths, and terms? o )
T¢ Arrows denote significant differences compared

to previous periods at the 95% confidence level

NB: Q13c and Q13d results for 2014 are not

* NEWGATE RESEARCH shown due to change in question structure. 104
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Actively investigated offers or options in the past 12 months (% Yes)

2017

Investigation rates in NSW have remained
relatively stable over time, with 34% of both
m Residential residential and small business consumers having
actively investigated their energy options in the
past 12 months this wave.

2016

m Business
2015

2014

Base: NSW participants (residential n=400, small business n=101).
Q20. In the past 12 months, have you actively investigated different offers or options that you could potentially switch to?
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Switched in the past 12 months (% At least once)

Electricity

Gas

Company Plan (Same Company)

T

2017

2016

= Residential

mBusiness

2016

2015

RATES OF SWITCHING COMPANY OR PLAN

Switching rates have continued to trend
upwards in NSW. There has been an
increase over the past two years in
residential consumers switching any
energy provider or plan, from 24% in 2015
to 33% this year.

This has been driven by an increase in
switching electricity providers between 2015
and 2017 (from 14% to 19%) — the first
increase in NSW in the history of the study.

Switched energy
company or plan

in the past 12 months
(Residential)

33%t

Base: NSW participants (residential n=400, small business n=101) or those with mains gas (residential n=201, small business n=30).
Q17. In the past 12 months, how many times have you changed the following? (not asked in 2014)

* NEWGATE RESEARCH

Arrows denote significant differences compared
to previous periods at the 95% confidence level
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The use of retailer websites when researching energy options increased among residential consumers who had switched in the last 5 years or
investigated options in the past 12 months (from 9% in 2016 to 17% this year). The most common information source among those who switched
or investigated was again Google / internet searches at 34%, which was also the source that those who did neither thought they would use (55%).

The use of price comparison websites also increased among residential consumers who switched or investigated their options (from 9% in 2016 to 17% this
year). Total awareness of independent comparison websites remained unchanged, at 21% for residential consumers and 19% of small businesses surveyed.

Top 5 information sources used by those who switched Top 5 sources those who had not investigated or switched
or investigated offers (%) would use if they did want information (%)
. A\ Google/ general internet
Google / general internet search www search
Price comparison website T Retailer website
Retailer website T Price comparison website

Phoned retailer | wouldn't look for information

0%o

1

Prompted and unprompted awareness of independent government comparator websites:

A friend or family member Phone retailer

13% Energymadeeasy

0/~ Any independent
21 A) comparator site 11% yourenergy.nsw.gov.au

8% Power in Your Hands

Base: NSW residential participants who switched energy company or plan in the past 5 years or who had investigated options in the last 12 months (n=263). / Q23. The last time you changed your energy company, plan or deal, which
information sources did you use to help with your decision? / You mentioned you previously investigated different offers or options that you could potentially switch to. What information sources did you use in your last investigation?
Base: NSW residential participants who had not switched energy company or plan in the past 5 years or investigated options in the last 12 months (n=137). / Q37. If you wanted to look for information about different energy retailers or
plans, what would be your most preferred method or source of information? / Q40. Have you heard of the independent government comparator websites ...?

* NEWGATE RESEARCH T Arrows denote significant differences compared
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Two in five residential consumers (41%) reported being approached by an energy company in the past 12 months, consistent with
results for the past few years and still lower than the 49% benchmark result in 2014.

Meanwhile, around one in two small business consumers had been approached (53%), consistent with previous years.

Telephone calls and home visits were the most common methods retailers had employed.

Approached by an energy company in the past 12 months (% Yes)

Top Methods of

2017 Approach
(2017)
2016
" Residential O 48% Residential
2015 = Business 52% Business

31% Residential

2014 28% Business

Base: NSW participants (residential n=400, small business n=101). / Q18. In the past 12 months, have you been approached by an energy company offering to sell you electricity or gas?

Base: Participants who had been approached by an energy company in the past 12 months (residential n=163, small business n=54). / Q18B. In what ways were you approached by an
energy company? Results shown are for telephone calls and door to door visits — among those approached.

* NEWGATE RESEARCH T Arrows denote significant differences compared
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Around three in five consumers surveyed were interested in switching to a better deal or currently looking (nett 57% residential, 63% small
business). This included 17% of residential consumers who were actively looking (the highest of all jurisdictions), and 12% of small business consumers
doing likewise.

This year, 3% of residential consumers said they had no other options. It is worth noting this is the first year this response option was included in the
guestion, whereas in previous years the code was derived from open-ended responses; consequently, comparisons over time should be made with caution.

Interest in looking for a better deal (%)

= \We are currently looking for a better deal

= We would be interested in switching to a better deal but are not
currently looking

®\We are not interested in switching our energy provider or plan

® We recently switched energy provider or plan and so probably
won't look for a while

= We have no other options available here / only one provider

= Other

= None of the above

2015 2016 [ 2017

Base: NSW residential participants (n=400).
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other e

options available here/only one provider.” Results for 2014 are not shown due to change in question structure.
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Satisfaction with the level of choice in the NSW energy market has remained steady over the last three years and is still higher than in the
benchmark year. The majority of residential consumers were satisfied, at 60% somewhat / very satisfied, up from 48% in 2014, as were small
businesses, at 67%.

Overall, only 12% of residential consumers and 8% of small businesses surveyed were dissatisfied with the level of choice, which has also remined
steady over the last three years.

When probed, nearly a quarter of residential NSW consumers felt there was too much choice (23%), with 20% saying there was not enough choice and
49% saying the level of choice was just right. Results were very similar among small businesses: 54% said just right, 23% too much and 13% not enough.

Satisfaction with the level of choice available (%)
13 16
m Very satisfied
0 B Somewhat satisfied
44

Neither satisfied nor dissatisfied

= Somewhat dissatisfied

31 u Very dissatisfied
26 ‘ 24 2 Don't know
11
B e e
5 3 4
T 5 T 4 T 4 T 4 1
2014 2015 2016 2017

Base: NSW residential participants (n=400).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?

* NEWGATE RESEARCH l Arroyvs deno_te significant differen_ces compared to 110
previous periods at the 95% confidence level
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Confidence among residential consumers in being able to find the right information regarding energy options increased year-on-year,
from 62% providing ratings of 7 or more out of 10 in 2016 to 72%. This has been accompanied by a corresponding decrease in both mid-range
ratings of 4-6 and low confidence ratings of 0-3 since 2015.

Results and trends were similar for small business consumers, with nett high confidence ratings of 7+ rising from 45% in 2015 to 72% this year.

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)
55 62
e u Fairly confident (4-6)
= Not confident (0-3)
= 26 Don't know
zol
11
9 7 l

2015 2016 2017

Base: NSW residential participants (n=400).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.

Arrows denote significant differences ) )
* NEWGATE RESEARCH compared to previous periods at the 95%  NB: Results for 2014 are not shown due to change in question structure. 111
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Residential consumer satisfaction with both their electricity and gas companies has been stable over time, with 74% of electricity customers
and 76% of gas customers saying they were very or somewhat satisfied with their retailer this year.

Satisfaction with electricity and gas company (%)

Electricity

Gas

SATISFACTION WITH ENERGY COMPANY

RESIDENTIAL CONSUMERS

mVery satisfied ®Somewhat satisfied

15 -

Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: NSW residential participants (n=400) or those with mains gas (n=201).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with

your current gas company?

* NEWGATE RESEARCH
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Similar to residential consumers in NSW, small business customer satisfaction with their electricity and gas companies has remained
relatively stable over the past four years, now at nett 67% for electricity retailers and nett 73% for gas retailers.

Note results for small business gas consumers have not been charted due to low base sizes (i.e. n<30) in earlier years.

Satisfaction with electricity and gas company (%)
2017
2016
2015

Electricity
2014

m Very satisfied ®Somewhat satisfied © Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: NSW small business participants (n=101) or those with mains gas (n=30).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

* NEWGATE RESEARCH 113
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Similar to customer satisfaction, residential customer service ratings have shown strong stability in NSW over the past four years. The
majority rated the customer service they receive highly at 7 or more out of 10, at 67% for electricity companies and 68% for gas companies.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017

2016

Electricity

2017

2016

Gas
2015

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3)

Don't know

Base: NSW residential participants (n=400) or those with mains gas (n=201).

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.
. . Arrows denote significant differences
* NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. T compared to pre\?ious periods at the 95% 114
confidence level
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Ratings of customer service quality among small business consumers in NSW were relatively higher for gas companies than electricity
retailers, with 73% giving a high rating of 7 or more out of 10 to their gas company vs. 61% for their electricity provider.

Results for small business electricity customers remained higher than the drop in 2015, up from nett 45% ratings of 7 or more.

Note that results for small business gas customers are not charted due to low base sizes (i.e. n<30) in earlier years.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017

2016

Electricity
2015

m Good to Excellent (7-10) m Fair (4-6) Poor (0-3) Don't know

Base: NSW small business consumers (n=101) or those with mains gas (n=30).

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences
* NEWGATE RESEARCH T compared to previous periods at the 95%
confidence level
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Perceptions of value for money provided by electricity companies in NSW have remained above the benchmark year, with 62% of residential
consumers rating the value for money they receive highly at 7 or more out of 10 (vs. 50% in 2014).

Among residential gas customers, low value ratings of between 0 and 3 fell to their lowest levels over the four years of the study, to just 4%.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 62 27 8 3
2016 T64 26 7 3
015

Electricity 33 ‘R
2014 36 11 3
2017 63 130 [
2016 66 19 11 4
2015 61 30 6 3

Gas
2014 54 33 11 3
m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: NSW residential participants (n=400) or those with mains gas (n=201).
Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q9. How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.

Arrows denote significant differences
@P NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. compared to previous periods at the 95% e

confidence level
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Among small business electricity customers in NSW, ratings of the value for money they receive have remained higher than 2015 results
when results dipped to just 32% providing high ratings of 7 or more out of 10, compared with 49% this year.

Small businesses were the happiest with the value for money from their gas companies since the survey began, with 67% providing a rating of 7 or
more, compared with the low of 48% in 2016.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 49 38 12 1
2016 59 l 31 91
2015
Electricity l32 o9 108
2014 53 34 7 7
m Good to Excellent (7-10) = Fair (4-6) Poor (0-3) Don't know

Base: NSW small business consumers (n=100) or those with mains gas (n=30).

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q9.
How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.

Arrows denote significant differences
* NEWGATE RESEARCH T compared to previous periods at the 95% ity
confidence level
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Consumers from the Australian Capital Territory (ACT) exhibited many characteristics typical
of those in smaller energy markets with limited choice.

Awareness of choice in energy providers or plans remained low relative to other jurisdictions
— though awareness of choice in different plans with the same electricity retailer increased
among small business consumers (up from 60% to 82%), reaching parity with the NEM
average. Dissatisfaction with the level of choice available remained steady; when probed,
more than half of residential consumers (54%) and two-fifths of small business consumers
(43%) felt they didn’t have enough choice.

Rates of approaches by energy companies decreased sharply over the past year, down from
26% to 14% for residential consumers and from 36% to 6% for small business consumers.
Meanwhile, rates of self-led investigation of energy options and rates of switching energy
provider or plan both remained stable. When asked about future switching intentions, over
half of residential consumers (nett 55%) while just one in six small business consumers in the
ACT (nett 16%) said they were interested in exploring better energy deals.

Consumers’ level of confidence in being able to find the right information in choosing a
suitable energy deal remained unchanged. General internet searching was again the top
source of information used by those who had made a switch or investigated options in the
past 12 months, as well as the preferred information source among those who had not
investigated at all.

Of particular note is the fact that price comparison websites became the second-most used
information source among those who had recently investigated or switched, rising sharply
from 5% to 23% - led in part by a rise in awareness of the independent comparator website
energymadeeasy (with nett prompted and unprompted recall up from 3% to 9%).

Satisfaction ratings remained largely unchanged for energy companies, customer service
and value-for-money, though perceptions of customer service improved among small
business electricity consumers, with ratings of 7 or more out of 10 rising from 64% to 84%.
Further, value for money ratings have also increased among this group over the past four
years with ratings of 7 or more rising from 42% in 2014 to 65% in the latest survey. business
electricity consumers, with ratings of 7 or more out of 10 rising from 64% to 84%.

@» NEWGATE RESEARCH
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Switched energy
company or plan
in the past 12 months

Investigated offers 0
in past 12 months 13 Yo

...in the past

Satisfaction with energy 0
é company (% very / somewhat) 67 4

o
o=0 Customer service
: 68%
(% rating 7-10 out of 10)

Value for money received T
m (% rating 7-10 out of 10) 56%

2015

T Arrows denote significant differences compared to previous
periods at the 95% confidence level; unless otherwise specified,
differences here relate to changes between 2016 and 2017




] ' NOTES TO THE READER
'/ (AUSTRALIAN CAPITAL TERRITORY)

In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research project.
Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing the
findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (number and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The results
throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section for further
information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1|). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents may
have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless stated
otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: ACT (n=) 2014 2015 2016 2017

Residential
All participants 152 200 200 200
Mains connected gas participants - 126 131 137

Small Business

All participants a7 50 50 49

Mains connected gas patrticipants - 11 11 12

@» NEWGATE RESEARCH 120
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S et Awareness of choice in the energy market remained has relatively low among residential consumers in the ACT.

Around two in three residential ACT consumers believe it is possible to choose between different electricity providers (66%) or
plans (62%), while around one in two thought there was choice in gas provider (51%) or plan (46%).

Among small business consumers, awareness of choice in electricity companies remained fairly stable at 78%, though awareness
of choice between electricity plans increased to comparable levels with other jurisdictions (to 82%, up from 60% in 2016).

Awareness of ability to choose energy company or plan (% True)
Company Plan

60
65

2017

2016

Electricity 2015 71

2014

= Residential

m Business

2015

Gas

2014

Base: ACT participants (residential n=200, small business n=49) or those with mains gas (residential n=137). Due to low base sizes, gas results for small business consumers have been omitted.

Q13a. True or false: People in your area can choose their electricity company? / Q13b. True or false: People in your area can choose their gas company? / Q13c. True or false: People in your area can choose
from a range of different types of electricity plans, price structures, contract lengths, and terms? / Q13d. True or false: People in your area can choose from a range of different types of gas plans, price
structures, contract lengths, and terms?

* NEWGATE RESEARCH NB: Q13c and Q13d results for 2014 are not Arrows denote significant differences compared 121
shown due to change in question structure. to previous periods at the 95% confidence level
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The proportion of ACT consumers who have investigated energy options in the past year has remained relatively
stable over the last few years, at 20% of residential consumers and 8% of small business consumers.

Actively investigated offers or options in the past 12 months (% Yes)

2017
u Residential
2016
® Business
2015
2014
Base: ACT participants (residential n=200, small business n=49).
Q20. In the past 12 months, have you actively investigated different offers or options that you could potentially switch to?
Arrows denote significant differences compared to
* NEWGATE RESEARCH previous periods at the 95% confidence level 122



" ' RATES OF SWITCHING COMPANY OR PLAN

See”’ Rates of switching between energy providers and plans remained low in the ACT, relative to other jurisdictions.

While sample sizes are small, there are indications that residential rates of switching between gas plans has increased
steadily, while small business rates of switching between electricity plans has been falling.

Switched in the past 12 months (% At least once)

Company Plan (Same Company)

Switched electricity or

13(y gas company or plan in
0 the past 12 months

T (Residential)
2016 F

2017

Electricity
2015
= Residential
____________________________________________ m Business
o, Y
2016 6]
Gas ]
3
o T [ 2]

Base: ACT participants (residential n=200, small business n=49) or those with mains gas (residential n=137). Due to low base sizes, gas results for small business consumers have been
omitted.

Q17. In the past 12 months, how many times have you changed the following? (not asked in 2014) T l Arrows denote significant differences compared

* NEWGATE RESEARCH to previous periods at the 95% confidence level 1
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INFORMATION SOURCES USED TO SWITCH

Internet searches remained the most common information source among residential consumers who had investigated energy offers in the past
year (45%). Consumers who had not investigated switching also cited this as the main way they would find information if they wanted to (63%).

The use of price comparison websites increased sharply among those who had investigated or made a switch, up from 4% in 2016 to 18% - echoing
increases in NSW and Victoria. This accompanied an increase in awareness of the independent government comparison site Energymadeeasy, both
unprompted (from 0% to 2%) and prompted (from 3% to 9%). Indeed, the ACT was the only jurisdiction to record an increase in awareness of the website.

Top 5information sources used by those who switched or Top 5 sources those who had not investigated or switched
investigated offers (%) would use if they did want information (%)

. Google / general internet A\
Google / general internet search search www

Price comparison website Retailer website

Retailer website Price comparison website

Looked at price / best price /

. | wouldn't look for information T
saving

Phone retailer @

Phone retailer

Prompted + unprompted awareness of independent government comparator website:

9% T Energymadeeasy

Base: ACT residential participants who switched energy company or plan in the past 5 years or who had investigated options in the last 12 months (n=67). / Q23. The last time you changed your energy company, plan or deal, which
information sources did you use to help with your decision? / You mentioned you previously investigated different offers or options that you could potentially switch to. What information sources did you use in your last investigation?

Base: ACT residential participants who had not switched energy company or plan in the past 5 years or investigated options in the last 12 months (n=133). / Q37. If you wanted to look for information about different energy retailers or
plans, what would be your most preferred method or source of information? / Q40. Have you heard of the independent government comparator websites ...?

Arrows denote significant differences compared to
* NEWGATE RESEARCH previous periods at the 95% confidence level 124
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There were significant decreases in the proportion of ACT consumers approached by an energy company in the last 12
months, from 26% to 14% for residential consumers and 36% to 6% for small business consumers.

Approached by an energy company in the past 12 months (% Yes)

Top Methods of
Approach (2017)

2017 Residents who were

approached

@ 52% letters in the maill

35% brochures/flyers
in the mail

" Residential

2016 .
H Business

2015

2014

Base: ACT participants (residential n=200, small business n=49). / Q18. In the past 12 months, have you been approached by an energy company offering to sell you electricity or gas?

Base: Participants who had been approached by an energy company in the past 12 months (residential n=29). / Q18B. In what ways were you approached by an energy company? Due
to low base sizes, gas results for small business consumers have been omitted.

* NEWGATE RESEARCH Arrows_denote _significant difference_s compared 125
to previous periods at the 95% confidence level
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Over half of all residents surveyed were interested in switching to a better deal (nett 55%) — however, only 6% were actively looking at the time.
Meanwhile, only around one in six small business consumers said they were interested in switching (nett 16%), including 2% who were actively looking.

More than one in ten residential consumers (12%) said they had no other options available, while one in five small business consumers (20%) said the
same. It is worth noting this is the first year this response option was included, whereas in previous years the result for “we have no other options” was
derived from open-ended responses — consequently, comparisons over time should be made with caution.

Interest in looking for a better deal (%)

® We are currently looking for a better deal

= We would be interested in switching to a better deal but are not
currently looking

B We are not interested in switching our energy provider or plan

® We recently switched energy provider or plan and so probably

won't look for a while

We have no other options available here / only one provider

= Other

= None of the above
2015 2016 1 2017

Base: ACT participants (residential n=200, small business n=49).
Q34. When it comes to your household’s [business’s] energy company, which one of the following statements is most applicable to your household [business]?

# NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other

options available here/only one provider.” Results for 2014 are not shown due to change in question structure. e
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Satisfaction with the level of choice in the ACT remained relatively stable year-on-year, with a nett 40% of residential consumers saying they
were very or somewhat satisfied (compared to a nett of 47% in 2016).

Meanwhile, one in two small business consumers said they were satisfied with the level of choice (53%), consistent with last year’s result (48%).

When probed, more than half of residential ACT consumers (54%) said they didn’t have enough choice, while 3% felt they had too much choice.
Among small business consumers, 43% said they didn’t have enough choice and no small business participants felt there was too much choice.

Satisfaction with the level of choice available (%)

8 7

m Very satisfied

m Somewhat satisfied

Neither satisfied nor dissatisfied

= Somewhat dissatisfied

m Very dissatisfied

= Don't know

2014 2015 2016 2017

Base: ACT residential participants (n=200).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?

* NEWGATE RESEARCH l Arroyvs deno_te significant differen_ces compared to 127
previous periods at the 95% confidence level
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Confidence in being able to find the right information about energy plans and deals has stabilised since rising sharply in 2016, with 56%
of residential consumers rating their confidence as 7 or more out of 10.

Among small business consumers, 71% felt highly confident in their ability to find the right information, giving a rating of 7 or more out of 10,
compared to 56% in 2016 (though the difference is not statistically significant, likely as a result of relatively small sample sizes.

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)
m Fairly confident (4-6)
= Not confident (0-3)

Don't know

20

r =4 T

2015

Base: ACT residential participants (n=200).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, O = not at all confident.
Arrows denote significant differences

compared to previous periods at the 95% 128
confidence level
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Residential satisfaction with electricity companies has remained relatively consistent despite fluctuation in the proportion of consumers
who were very satisfied —with a nett 67% of consumers being very or somewhat satisfied (compared to 73% in 2016).

Nett satisfaction (very / somewhat satisfied) among residential gas consumers has also remained steady over time.

Satisfaction with electricity and gas company (%)

2017 T 26 L
2015 24 6 3
Electricity -
2017 24 1
Gas

2014

mVery satisfied ®Somewhat satisfied Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: ACT residential participants (n=200) or those with mains gas (n=137).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

Tl Arrows denote significant differences compared to

* NEWGATE RESEARCH previous periods at the 95% confidence level 129
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Similar to residential consumers, nett satisfaction among small business consumers in the ACT has remained relatively stable
over the past four years, at 73% for electricity companies.

Satisfaction with electricity company (%)
2017
2016
2015

Electricity

2014

mVery satisfied ®Somewhat satisfied = Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: ACT small business participants (n=49). Due to low base sizes, gas results for small business consumers have been omitted.
Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?

* NEWGATE RESEARCH 130
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Ratings of customer service have remained stable among residential consumers in the ACT, with 68% providing ratings of 7 or more
out of 10 for both electricity and gas providers this year.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017

2016
Electricity
2015
2017
2016
Gas

2015

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: ACT residential participants (n=200) or those with mains gas (n=137).

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

@P NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. 131
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High customer service ratings of 7 or more increased significantly among small business owners, up from 64% in 2016 to 84% this year.

Rating of overall quality of customer service provided by electricity company (%)

2017

2016
Electricity
2015

mGood to Excellent (7-10) m Fair (4-6) Poor (0-3) Don't know

Base: ACT small business participants (n=49). Due to low base sizes, gas results for small business consumers have been omitted.

Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? 10 = excellent, 0 = very poor.

Arrows denote significant differences
* NEWGATE RESEARCH compared to previous periods at the 95% =2

confidence level

NB: Results for 2014 are not shown due to change in question structure.
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Higher ratings of value for money from electricity companies have remained relatively steady year-on-year, with 56% of residential
electricity consumers and 53% of residential gas consumers providing ratings of 7 or more out of 10in 2017.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 56 35 7 2
2016 59 l29 .6 6
o 2015 39 13 4
Electricity
2014 35 81
2017 38 7 2
2016 43 e 6
2015
Gas 38 13 3
2014 50 40 7 2
m Good to Excellent (7-10) m Fair (4-6) Poor (0-3) Don't know

Base: ACT residential participants (n=200) or those with mains gas (n=137).

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity

company? / Q9. How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.
Arrows denote significant differences
compared to previous periods at the 95%
confidence level
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Ratings of value for money have increased significantly among small business electricity consumers since 2014, with 65% providing ratings of
7 or more out of 10 compared to just 42% in 2014.

Rating of overall value for money provided by electricity company (%)

2017 112

2016 12
Electricity 2015 12 3

2014 11

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: ACT small business participants (n=49). Due to low base sizes, gas results for small business consumers have been omitted.

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company?
10 = excellent, O = very poor.

* NEWGATE RESEARCH Arrows denote significant differences

compared to previous periods at the 95%
confidence level
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Overall, the results among Victorian consumers have remained fairly steady in
2017, with very few significant differences in comparison with 2016 results.

| , . Switched energy |

| Investigated offers |

. . oo .. H o) . |

The most notable difference this year was that the rates of switching electricity | 32%) i past 12 months 28% ) company or plan :

company in the past 12 months have significantly decreased among residential Inthe past 12 months
consumers (from 18% in 2016 to 10% this year).

...in the past
Quality of customer service ratings for electricity companies have been steadily - __________________________________________________________.
increasing over the past four years among residential consumers, rising {777 T T T T T T T m T m T AT T T
significantly from 64% giving a rating of 7 or more in 2014, to 76% in 2017.
Indeed, being happy with their current company is a key reason why
consumers reported not switching or looking into doing so.

Value for money ratings for electricity companies remained steady this year,
however this declined significantly for gas companies (from 66% giving a rating
of 7 or more in 2016 to just 59% this year), possibly reflecting recent gas price
rises.

Satisfaction with energy 0 T
é company (% very / somewhat) 75%T 2015

- . . . Customer service 0 2015
Most Victorian consumers remain aware that they could choose their energy (% rating 7-10 out of 10) 76%
company (97% for electricity companies, 95% for gas) or different energy plans

(90% for electricity plans, 85% for gas plans).

—ﬁo
-0

Approaches from energy companies have remained consistent, with around
half of Victorian consumers surveyed having been approached by an energy
company in the past 12 months (49%). The research shows that proactive
approaches from energy companies has been successful in prompting
consumers to switch, where 38% of those who were approached by an energy Arrows denote significant differences compared to previous

. . s eriods at the 95% confidence level; unless otherwise specified,
company had switched in the past 12 months compared with just 18% of those siff'erences here r;ate t:) Change\é belfween 2016 a'nd 2817' '
who had not been approached.

Value for money received 0 T2014
‘m (% rating 7-10 out of 10) 62 /0

Interest in changing to a better deal remains high for over half of all residential
consumers (53%), however few were currently looking (13%).

@» NEWGATE RESEARCH 136



NOTES TO THE READER (VICTORIA)
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In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research project.
Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing the
findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (number and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The
results throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section for
further information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1] ). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents may
have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless stated
otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: Victoria (n=) 2014 2015 2016 2017

Residential
All participants 327 403 478 400
Mains connected gas participants 266 329 352 309

Small Business

All participants 76 100 101 100

Mains connected gas participants 47 39 34 56

@» NEWGATE RESEARCH
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Nearly all Victorian consumers (97%) understand that they have the ability to choose their energy company, and consistent with previous
years, most also thought consumers could choose their plan (90%). Results were fairly consistent among small business consumers.

Awareness of ability to choose energy company or plan (% True)

Company Plan

2017
2016

Electricity 2015

2014 m Residential

®m Business
2017

2016

2015

Gas
2014

Base: VIC participants (residential n=400, small business n=100) or those with mains gas (residential n=309, small business n=56).

Q13a. True or false: People in your area can choose their electricity company? / Q13b. True or false: People in your area can choose their gas company? / Q13c. True or false: People in your area can choose
from a range of different types of electricity plans, price structures, contract lengths, and terms? / Q13d. True or false: People in your area can choose from a range of different types of gas plans, price
structures, contract lengths, and terms?

NB: O13c¢ and O13d results for 2014 are not Arrows denote significant differences compared
* NEWGATE RESEARCH shoan due to cﬁange in question structure. T¢ to previous periods at the 95% confidence level it
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Actively investigated offers or options in the past 12 months (% Yes) The proportion of Victorian consumers who
investigated energy options or offers in the last
12 months has stabilised this year (32% of
2017 residential consumers), following a declining
(but not statistically significant) trend in the
previous three years.
2016 . ) The main reason participants reported not
* Residential investigating or switching was due to being happy
with their current arrangements or company, or
mBusiness their energy company having a better offer, at 32%
2015 of mentions.
2014

Base: VIC participants (residential n=400, small business n=100) or those with mains gas (residential n=309, small business n=56).

Q20. In the past 12 months, have you actively investigated different offers or options that you could potentially switch to?
Tl Arrows denote significant differences compared to
139
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There has been a significant decline in electricity

Switched in the past 12 months (% At least once) company switching rates among residential consumers
in Victoria, from 21% in 2015 to 13% this year.

Company Plan (Same Company) o , o
Switching rates for gas companies and for electricity and
13 l gas plans have remained fairly consistent over time, as have
2017 nett rates of switching energy company or plan; from 29%
for residential consumers in 2015 to 28% this year. Among
15 businesses, nett switching fell from 39% in 2015 and has
2016 13 remained steady since 2016, at 20% and 21% this year.
Electricit
y 18 Those who were approached by an energy company were
2015 significantly more likely to have switched energy company or
15 plan (38% vs. 18% of those who had not been directly
-------------------------------------- approached), highlighting the success of proactive
15 marketing efforts by energy retailers.
2017
14
2016
Gas Switched electricity or

2015

N 28()/ gas company or plan in
m = Residential O the past 12 months
m Business (Residential)

Base: VIC participants (residential n=400, small business n=100) or those with mains gas (residential n=309, small business n=56).
Q17. In the past 12 months, how many times have you changed the following? (not asked in 2014)

Tl Arrows denote significant differences compared

* NEWGATE RESEARCH to previous periods at the 95% confidence level 140
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Internet searches and price comparison websites remained the two most preferred sources of information for switchers or investigators,
and those who had not engaged with the energy market; having not switched or investigated. Notably, there has been a significant increase in
the use of price comparison websites, with 22% of switchers or investigators citing their use (up from 15% in 2016).

Among Victorian consumers who hadn’t investigated or switched, if they did want to find out about different energy retailers or plans, there has been an
increase in preferences for phoning their retailer, from 4% in 2016 to 10% in 2017.

Top 5 information sources used by those who Top 5 sources those who had not investigated or switched
switched or investigated offers (%) would use if they did want information (%)
: A\ .
Google / general internet search www Google / general internet search
A4
Price comparison website QT Retailer website
Retailer website g Phone retailer
Looked at price / best price / saving 't"} Price comparison website
Phoned retailer @ | wouldn'’t look for information

Prompted and unprompted awareness of independent government comparator websites:

260 Any independent  23% Victorian Energy Compare
0 comparator site 8% My Power Planner

Base: VIC residential participants who switched energy company or plan in the past 5 years or who had investigated options in the last 12 months (n=262). / Q23. The last time you changed your energy company, plan or deal, which
information sources did you use to help with your decision? / You mentioned you previously investigated different offers or options that you could potentially switch to. What information sources did you use in your last investigation?
Base: VIC residential participants who had not switched energy company or plan in the past 5 years or investigated options in the last 12 months (n=138)./ Q37. If you wanted to look for information about different energy retailers or
plans, what would be your most preferred method or source of information? / Q40. Have you heard of the independent government comparator websites ...7, o .

T Arrows denote significant differences compared

* NEWGATE RESEARCH to 2016 at the 95% confidence level 141
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'f @ APPROACHED BY AN ENERGY COMPANY

Half of Victorian residential consumers surveyed reported being approached by an energy company in the last 12 months (49%), with
small business consumers experiencing slightly higher approach rates (55%). Of note is that approaches among small business

consumers have declined significantly since 2015 (55% in 2017 down from 71%).

Approached by an energy company in the past 12 months (% Yes)

2017

m Residential

2016 B Business

2015

2014

Top Methods of

Approach
(2017)

@ 56% Residential

60% Business

449 Residential
35% Business

Base: VIC participants (residential n=400, small business n=100) or those with mains gas (residential n=309, small business n=56). / Q18. In the past 12 months, have you been
approached by an energy company offering to sell you electricity or gas? / Base: Participants who had been approached by an energy company in the past 12 months (residential n=197,
small business n=55). / Q18B. In what ways were you approached by an energy company? Results shown are for telephone calls and door to door visits — among those approached.

* NEWGATE RESEARCH

Arrows denote significant differences compared
to previous periods at the 95% confidence level
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Over half of all residential consumers were interested in switching to a better deal (53%), with 13% currently looking.
Residential consumers who were dissatisfied with their energy company were much more likely to be currently looking for a better deal (42% of electricity

and 35% of gas consumers vs. 8% and 9% of satisfied consumers respectively). This pattern was particularly prominent among small business consumers,
with 89% of those dissatisfied with their electricity company showing an interest in switching compared with 51% of those who were satisfied.

Interest in looking for a better deal (%)

= We are currently looking for a better deal

=We would be interested in switching to a better deal but are
not currently looking

®We are not interested in switching our energy provider or plan

m \We recently switched energy provider or plan and so probably

won't look for a while

=We have no other options available here / only one provider

= Other

= None of the above

2015 2016 ! 2017

Base: VIC residential participants (n=400).
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other

options available here/only one provider.” Results for 2014 are not shown due to change in question structure. e
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In Victoria, satisfaction with the level of choice across both energy companies and plans remained high, with only 11% expressing
dissatisfaction with the level of choice available to them. Further, satisfaction ratings have increased significantly over time (from 57% in 2014
to 68% in 2017).

Almost half of residential consumers said the level of choice was just right (48%), with 28% saying there was too much, and 13% saying too little. Results
were very similar among small business consumers; 40% felt it was just the right amount, 29% said ‘too much’ and 18% felt there was not enough.

Satisfaction with the level of choice available (%)

20 22
37
41

27
7

18
A
s 4. .5 Don't know

2014 2015 2016 2017

m Very satisfied

® Somewhat satisfied

Neither satisfied nor dissatisfied

m Somewhat dissatisfied

m Very dissatisfied

Base: VIC residential participants (n=400).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?

* NEWGATE RESEARCH l Arroyvs deno_te significant differen_ces compared to Ao
previous periods at the 95% confidence level
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Similar to previous years, the majority of residential consumers were highly confident in their ability to find the right information to

choose a suitable energy plan or deal (66% rated their confidence at 7 or more out of 10).

Small business consumers were slightly less confident in finding the right information (62% rated their confidence as 7 or more).

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)
® Fairly confident (4-6)
= Not confident (0-3)

Don't know

2015 2016

Base: VIC residential participants (n=400).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.
T Arrows denote significant differences

compared to previous periods at the 95% 145
confidence level

* NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure.
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Satisfaction with both electricity and gas companies has steadily increased among residential consumers over the past four years:
75% and 73% were somewhat or very satisfied respectively vs. 63% and 67% in 2014.

Satisfaction with electricity and gas company (%)

2016 18 5 2 il
22 )2
Electricity
L
2015 22 PUNEE1
Gas

2014

m Very satisfied ®Somewhat satisfied Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: VIC residential participants (n=400) or those with mains gas (n=309).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

l Arrows denote significant differences compared to
* NEWGATE RESEARCH previous periods at the 95% confidence level 146
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SMALL BUSINESS CONSUMERS

Small business consumers’ satisfaction with their electricity and gas companies was typically lower than for residential consumers: 67%
and 65% were somewhat or very satisfied in 2017 respectively. Furthermore, these results fell back to pre-2016 levels in 2017.

Satisfaction with electricity and gas company (%)

Electricity

Gas

2017

2016

2015

2014

2017

2016

2015

2014

m Very satisfied ® Somewhat satisfied Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: VIC small business consumers (n=100) or those with mains gas (n=59).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

* NEWGATE RESEARCH

Arrows denote significant differences compared to
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Customer service ratings have shown a significant increase from 2014, with 76% of electricity and 73% of gas consumers rating it as good
to excellent (7 or more out of 10) compared to just 64% and 62% in 2014 respectively.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017 5
2016 5
Electricity
2015 4
2017
2016
Gas

2015

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: VIC residential participants (n=400) or those with mains gas (n=309).
Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences

compared to previous periods at the 95%

confidence level

@P NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. 148
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Customer service ratings for small business consumers were lower than for residential consumers, with 63% of electricity and 58% of gas
consumers rating it as good to excellent (compared to 76% and 73% for residential consumers). Further, higher ratings of electricity
company customer service have declined this year, from 71% giving a 7 or more out of 10 in 2016 to 63% this year.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017 5 5
2016 9
Electricity
2015 6 5
2017 7
2016 3
Gas
2015 8

m Good to Excellent (7-10) m Fair (4-6) Poor (0-3) Don't know

Base: VIC small business consumers (n=100) or those with mains gas (n=59).
Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences

compared to previous periods at the 95%

confidence level

@P NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. 149
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Residential consumer perceptions of value for money were stable for both electricity and gas. In 2017, 62% of electricity customers and 59% of
gas customers rated their value for money as good to excellent (7 or more out of 10) compared with 2016 results of 64% and 66% respectively.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 62 d27 9 3
2016 64 27 ARV
Electricity 201° S7 29 10 3
2014 52 34 11 4
2017 l59 30 9 2
2016 66 24 7 2
2015 61 27 9 3
Gas
2014 53 34 10 3
m Good to Excellent (7-10) m Fair (4-6) Poor (0-3) Don't know

Base: VIC residential participants (n=400) or those with mains gas (n=309).
Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q9.

How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.
Arrows denote significant differences
compared to previous periods at the 95% 150

confidence level
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Small business consumer perceptions of value for money have shown decreases since last year. In 2017, 44% of both electricity and gas
consumers rated their value for money as good to excellent (7 or more out of 10) compared with 2016 results of 62% and 49% respectively.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 Laa 41 14 1
2016 62 24 11 3
Electricity 2015 42 36 18 3
2014 52 38 91
2017 44 46 8 2
2016 49 39 8 3
Gas 2015 55 37 6 3
2014 49 46 B
m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: VIC small business consumers (n=100) or those with mains gas (n=59).
Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q9.
How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.

T Arrows denote significant differences -

compared to previous periods at the 95%
confidence level
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Similar to regional Queensland, the limited options available in the Tasmanian i i
energy market resulted in markedly different results compared with the rest of | Y = |
the National Electricity Market (NEM). i 18% Are satisfied with the level of choice i

! (% very or somewhat) !
Consumer dissatisfaction with the level of choice in energy providers | |
remained high (52% were dissatisfied), and the lack of options meantthat - - - - - TT T IIITT T TIITTTT
hardly any consumers (2%) were currently looking for a better deal.

Interestingly though, consumer confidence in being able to find the right
information to choose a suitable energy plan or deal has steadily increased
over the past few years (in 2017 58% of residential consumers gave a rating
of 7 or more out of 10 vs. 39% in 2015).

Satisfaction with energy 0
company* (% very / somewhat) 56 /0

service and value for money remained fairly consistent this year. However Customer service* 65%
among small business consumers ratings all improved significantly this year. q ? (% rating 7-10 out of 10)
Value for money received* 0,
.g (% rating 7-10 out of 10) 42 /0

* Due to low base sizes, gas results are not shown.

Among residential consumers, satisfaction levels and ratings of customer o%o

T Arrows denote significant differences compared to previous
periods at the 95% confidence level; unless otherwise specified,
differences here relate to changes between 2016 and 2017
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In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research project.
Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing the
findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (number and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The results
throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section for further
information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1|). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents may
have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless stated
otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: Tasmania (n=) 2015 2016 2017

Residential
All participants 200 200 200
Mains connected gas participants 19 24 14

Small Business

All participants 50 51 50

Mains connected gas participants 1 2 0
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Cf ' PERCEIVED ABILITY TO CHOOSE

Given the limited options available in Tasmania, very few consumers thought they were able to choose between different electricity
companies or plans — at 7% of residential consumers in 2017. Small business consumers were significantly less likely to say they were able
to choose their electricity company (5%) compared to last year (24% in 2016). Of note is that there were significant decreases in the
proportion of residential and business consumers who thought they could choose their electricity company in 2017.

Perceived ability to choose electricity company or plan (% True)

Company Plan

L
-

2017
» Residential

2016

Electricity m Business

2015

Base: TAS participants (residential n=200, small business n=50). Due to low base sizes, small business gas results have been omitted.
Q13a. True or false: People in your area can choose their electricity company? / Q13c. True or false: People in your area can choose from a range of different types of electricity
plans, price structures, contract lengths, and terms?

NB: Q13c and Q13d results for 2014 are not Arrows denote significant differences compared to
* NEWGATE RESEARCH shown due to change in question structure. Tl previous periods at the 95% confidence level o
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The vast majority of Tasmanian survey participants were not intending to switch because there were no other options available to them (73%)
—noting that the change in the trend reflects a change in the response options in 2017.

Interest in looking for a better deal (%)

= We are currently looking for a better deal

= We would be interested in switching to a better deal but are not
currently looking

®\We are not interested in switching our energy provider or plan

m\We recently switched energy provider or plan and so probably won't
look for a while

®m\We have no other options available here / only one provider

= Other

= None of the above

2015 2016 I 2017

Base: TAS residential participants (n=200).
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other -

options available here/only one provider.” Results for 2014 are not shown due to change in question structure.
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Dissatisfaction with the level of choice remained quite high, with over half of Tasmanian residential consumers unhappy with the level of
choice available to them (52%). A similar proportion of business consumers were also dissatisfied (45%).

The majority of residential consumers said there was not enough choice (86%), with 1% saying there was too much, and 9% saying there was just the
right amount. Results were very similar among small business consumers (90% not enough, 9% just the right amount, 90% too much).

Satisfaction with the level of choice available (%)

m Very satisfied

B Somewhat satisfied

20 23 28

Neither satisfied nor dissatisfied

= Somewhat dissatisfied

m Very dissatisfied

= Don't know

2015 2016 2017

Base: TAS residential participants (n=200).
Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?
Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?

# NEWGATE RESEARCH Arr0\_Ns deno_te significant differen_ces compared to 157
previous periods at the 95% confidence level
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{ @)  CONFIDENCE IN FINDING INFORMATION

Interestingly, despite the lack of choice, there has been a significant increase in Tasmanian residential consumer confidence in their

ability to find the right information to choose a suitable energy plan or deal (58% gave a rating of 7 or more in 2017 compared to just 39%

in 2015).

Vulnerable consumers* were significantly less confident in their ability to find the right information (49% gave a rating of 7 or more vs. 67% of non-

vulnerable consumers).

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)

® Fairly confident (4-6)

= Not confident (0-3)

Don't know
23
8 8
2015 2016 2017

Base TAS residential participants (n=200).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.
*Vulnerable consumers defined as those who have experienced financial hardship or difficulty paying their energy bills (indicated from D24 and D27).

* NEWGATE RESEARCH NB: Results for 2014 are not shown due to change in question structure. T Arrows denote significant differences compared to
previous periods at the 95% confidence level
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&\ ! SATISFACTION WITH ENERGY COMPANIES

Overall satisfaction with electricity companies remained fairly consistent among residential consumers, however the proportion who were
very satisfied returned to 2015 levels this year (to 22% down from 32% in 2016). Further, the proportion who were somewhat dissatisfied
rose to the highest levels for the survey (to 32% up significantly from 23% in 2016). Satisfaction among small business consumers was far
higher this year, where 70% were very or somewhat satisfied vs. 48% in 2016 and 40% in 2015.

Satisfaction with electricity company (%)

2017 f32 9 31

RESIDENTIAL 2016

2017

SMALL 2016
BUSINESS

2015

mVery satisfied ® Somewhat satisfied Neither satisfied nor dissatisfied = Somewhat dissatisfied = Very dissatisfied

Base: TAS participants (residential: n=200, small business: n=50). Due to low base sizes, gas results have been omitted.

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

l Arrows denote significant differences compared to
* NEWGATE RESEARCH previous periods at the 95% confidence level 159
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Customer service ratings among residential consumers in Tasmania have remained relatively stable since 2015, with 65% giving their
electricity company a rating of 7 or more out of 10 in 2017. By contrast and similar to satisfaction results, ratings among small business
consumers significantly increased in 2017: 87% gave a rating of 7 or more vs. just 45% in 2015.

Rating of overall quality of customer service provided by electricity company (%)

2017
2016

2015

2017
2016

2015

m Good to Excellent (7-10) = Fair (4-6) Poor (0-3) Don't know

Base: TAS participants (residential: n=200, small business: n=50). Due to low base sizes, residential gas results have been omitted.
Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

* NEWGATE RESEARCH T Arrows denote significant differences compared to 160
previous periods at the 95% confidence level
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Residential consumer perceptions of value for money were particularly low in Tasmania, with just 42% giving a rating of 7 or more in 2017
compared with 61% in the NEM. However, among small business consumers, value for money ratings have been steadily increasing over the
past few years, from 38% in 2015 to 56% this year (though this is not statistically significant due to the small sample size).

Rating of overall value for money provided by electricity company (%)

2017 12 2
2016 11 3
2015 16 3
2017 9
2016 23 4
2015 13

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: TAS participants (residential: n=200, small business: n=50). Due to low base sizes, residential gas results have been omitted.

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q9. How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.

* NEWGATE RESEARCH T Arrows denote significant differences compared to 161
previous periods at the 95% confidence level
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Overall, the results among South Australian consumers have remained fairly steady in

2017, with few significant differences in comparison with 2016 results. However,

consumers have become more engaged in the energy market over the longer-term. In 1w = 777 =7 "= "= == -= - m oo mm oo oo '
doing so, more consumers became dissatisfied with the choices available to them, with

results pointing to a desire for more innovation and value.

: , : Switched energy :

i Investigated offers !

: 30% ) . 28% I company or plan !

. . N . . . . ! in past 12 months 0 ) !

A key difference this year was a significant rise in the proportion of residential ! P 2015 in the past 12 months |

consumers who switched their electricity plan in the past 12 months (from 13% in 2016
to 20%). This contributed to the overall switching rates in South Australia rising
significantly over the past two years: 28% had switched either their electricity or gas
company or plan in the past 12 months compared to just 19% in 2015. The proportion of
consumers interested in looking into a better deal also continues to rise.

in the past

There was a notable decrease in satisfaction with the level of choice in energy options in

South Australia. More than half (55%) were very or somewhat satisfied compared to

65% in 2016. It is interesting that this perceived lack of choice does not appear to have

contributed to inertia, given that switching has been on the rise. é Satisfaction with energy 70%
company (% very / somewhat)

Awareness of choice among residential consumers in South Australian hit an all-time

high, with 97% aware they could choose their electricity company and 88% aware they

could choose between different electricity plans — both higher than in benchmark years. ooo )

.. . . Customer service 0
A similar proportion of gas consumers were aware they could choose their gas company ql l? (% rating 7-10 out of 10) 71%
(92%) or plan (78%) and these rates were consistent with previous years.

The proportion of South Australian residents approached by an energy company in the
previous 12 months continued to decline (at 34% for 2017 vs. 58% in 2014). The

. . . .. Value for money received
methods have remained consistent with calls and door-to-door visits most common. ‘t} (% rating 7-10 oZt of 10) 59%T2014 T
Perceptions of energy companies have remained fairly stable in South Australia in terms

of satisfaction levels and ratings of customer service and value for money. However, of =~ === -===--===---=---=--------ooomoommoommooomoommo oo oo
concern is that there was a significant increase in the proportion of small business T Arrows denote significant differences compared to previous
consumers who gave a poor value for money rating of their electricity company this year periods at the 95% confidence level; unless otherwise specified,

(19% gave a rating less than 4 out of 10 vs. 6% in 2016). differences here relate to changes between 2016 and 2017

@» NEWGATE RESEARCH 163



NOTES TO THE READER (SOUTH AUSTRALIA)

/

In preparing this report we have presented and interpreted information that we believe to be relevant to achieve the objectives of this research project.
Where assumptions are made as part of interpreting the results or where our professional opinion is expressed rather than merely describing the
findings, this is noted. Please ensure that you take these assumptions into account when using this report as the basis for any decision-making.

The base (number and type of respondents) and the actual survey questions are shown in the page footer underneath the charts and tables. The results
throughout the report are weighted to reflect population characteristics and enhance the data accuracy; please see the methodology section for further
information on the specific weights that have been applied to the data.

Any statistically significant differences reported are at the 95% confidence level and noted using arrows (1] ). While some differences may appear
significant, they may not be considered statistically reliable due to small sample sizes.

Results may not always total 100% due to rounding. For multiple response questions, the results may add up to more than 100% as respondents may
have given more than one answer.

Where the report references yearly breakdowns across residential and small business consumers, all base sizes follow the table below, unless stated
otherwise. To ensure data reliability, results are typically only shown when the sample sizes are at least n=30.

Sample sizes: South Australia (n=) 2014 2015 2016 2017

Residential
All participants 327 401 400 398
Mains connected gas participants 179 202 216 248

Small Business

All participants 80 100 101 100

Mains connected gas participants 19! 23! 20! 45

@» NEWGATE RESEARCH 164
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Awareness of being able to choose their electricity company or plan remained very high among residents in South Australia (97% for
electricity companies, 88% for plans) — both of which have increased since the benchmark years. Unlike some other jurisdictions with less
reliance on gas, awareness of being able to choose their gas company or plan has also remained very strong and fairly consistent over time.

Awareness of ability to choose energy company or plan (% True)
Company Plan
2017

2016

Electricity 2015

2014

» Residential

®m Business
2017!

2016!

2015!

Gas
2014

! Caution: small sample sizes for small business consumers
[2014 n=28, 2015 n=28, 2016 n=23, 2014 n=19.]

Base: SA participants (residential n=398, small business n=100) or those with mains gas (residential n=248, small business n=45).

Q13a. True or false: People in your area can choose their electricity company? / Q13b. True or false: People in your area can choose their gas company? / Q13c. True or false: People in your area can
choose from a range of different types of electricity plans, price structures, contract lengths, and terms? / Q13d. True or false: People in your area can choose from a range of different types of gas plans,
price structures, contract lengths, and terms?

* NEWGATE RESEARCH NB: Q13c and Q13d results for 2014 are not Tl Arrows denote significant differences compared

shown due to change in question structure. to previous periods at the 95% confidence level Lc=



(@) ' INVESTIGATING OFFERS

Actively investigated offers or options in the past 12 months (% Yes)

2017

2016

" Residential

2015 m Business

2014

The proportion of South Australian
residents who actively investigated energy
options or offers remained stable at 30% in
2017 (compared to 26% in 2016).

There appeared to be a slight increase for small
business consumers, however due to a smaller
sample size, it was not statistically significant
(47% vs. 36% in 2016).

Base: SA participants (residential n=398, small business n=100).
Q20. In the past 12 months, have you actively investigated different offers or options that you could potentially switch to?

* NEWGATE RESEARCH
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More residential consumers in South Australia switched their electricity plan in 2017 than in previous years (20% vs. 13% in 2016). Although
not statistically significant, rates of switching gas plans have also trended up over time (18% in 2017 vs. 12% in 2015). This has contributed to
a significant rise in nett switching of energy company or plan in South Australia, from 19% in 2015 to 28% this year.

Switched in the past 12 months (% At least once)

Company Plan (Same Company)

1t 28%1

2017

2016
Switched energy

company or plan
in the past 12 months
(Residential)

Electricity
2015

® Residential
m Business

20151

! Caution: small sample sizes for small business consumers
[2014 n=28, 2015 n=28, 2016 n=23]

Base: SA participants (residential n=398, small business n=100) or those with mains gas (residential n=248, small business n=49).
Q17. In the past 12 months, how many times have you changed the following? (not asked in 2014)

T$ Arrows denote significant differences compared

! Caution: small sample sizes for small business consumers to previous periods at the 95% confidence level

[2014 n=28, 2015 n=28, 2016 n=23]
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Internet searches (30%) and price comparison websites (14%) were the two most common sources of information for South Australian
householders who had switched in the past 5 years or investigated offers in the past 12 months.

Those who had not engaged with the energy market were also likely to implement an internet search if they did want to look into their options (56%).

However they were much less likely to expect they would use price comparison sites (highlighting a lack of awareness of them). Compared to previous
years, there was an increased likelihood to use retailer websites (13% vs 6% in 2015) or brochures / pamphlets (5% compared to just 1% in 2015).

Top 5 information sources used by those who switched Top 5 sources those who had not investigated or switched

or investigated offers (%) would use if they did want information (%)
Google / general internet ’ﬁ‘ Google / general internet
search search

Price comparison website Retailer website

Retailer website Phone retailer

Phoned retailer Brochures or pamphlets

Word of mouth
ie. family or friend

Looked at price / best price
/ saving

Prompted + unprompted awareness of independent government comparator website:

1 1 % Energymadeeasy

Base: SA residential participants who switched energy company or plan in the past 5 years or who had investigated options in the last 12 months (n=246). / Q23. The last time you changed your energy company, plan or deal, which
information sources did you use to help with your decision? / You mentioned you previously investigated different offers or options that you could potentially switch to. What information sources did you use in your last investigation?
Base: SA residential participants who had not switched energy company or plan in the past 5 years or investigated options in the last 12 months (n=152). / Q37. If you wanted to look for information about different energy retailers or
plans, what would be your most preferred method or source of information? / Q40. Have you heard of the independent government comparator websites ...?

Arrows denote significant differences compared
* NEWGATE RESEARCH T to previous periods at the 95% confidence level gz
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The proportion of South Australian residential consumers approached by an energy in the last 12 months has continued to decline in 2017,
with just 34% of participants saying they were approached compared to 58% in 2014. A similar downward trend was evident among small
business consumers (54% in 2017 compared to 66% in 2014). It is worth noting that despite this trend, switching rates have been rising.

Among those who had been approached, telephone calls and door to door visits were the most common methods used by the retailers.

Approached by an energy company in the past 12 months (% Yes)

Top Methods of
2017

Approach
u Residential (2017)

2016 ®m Business

2015

@ 59% Residential

74% Business

42% Residential
33% Business

2014

Base: SA participants (residential n=398, small business n=100). / Q18. In the past 12 months, have you been approached by an energy company offering to sell you electricity or gas?

Base: Participants who had been approached by an energy company in the past 12 months (residential n=135, small business n=54). / Q18B. In what ways were you approached by an
energy company? Results shown are for telephone calls and door to door visits — among those approached.

* NEWGATE RESEARCH T Arrows denote significant differences compared 169

to previous periods at the 95% confidence level
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The proportion of South Australian consumers looking for a better deal has trended up slightly over time, with almost half of 2017 residential
consumers surveyed interested in switching to a better deal (48%, including 10% who were currently looking).
Dissatisfaction with energy companies was correlated with interest in switching: 83% of dissatisfied residential electricity consumers were interested in

switching to a better deal vs. 40% of satisfied consumers, similarly for gas: 74% vs 38%). This pattern was also seen among small business electricity
consumers (77% vs 39%), but not for gas.

Interest in looking for a better deal (%)

m\We are currently looking for a better deal

= We would be interested in switching to a better deal but are not
currently looking

®\We are not interested in switching our energy provider or plan

m \We recently switched energy provider or plan and so probably
won't look for a while
We have no other options available here / only one provider

= Other

= None of the above

2015 2016 ' 2017

Base: SA residential participants (n=398).
Q34. When it comes to your household’s energy company, which one of the following statements is most applicable to your household?

* NEWGATE RESEARCH NB: Historical results are not directly comparable due to the addition of a new code in 2017, “We have no other 7

options available here/only one provider.” Results for 2014 are not shown due to change in question structure.
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Satisfaction with the level of choice in South Australia has decreased significantly in 2017, with 55% of residential consumers saying they
were very or somewhat satisfied compared with 65% in 2016.

Looking further into consumer perceptions of choice, around four in ten thought the level of choice available in South Australia was just right (42%),
one in five thought there was too much (19%) and around a quarter thought the level of choice was too little (23%). Results were very similar among

small business consumers.
19
m Very satisfied
m Somewhat satisfied
36
Neither satisfied nor dissatisfied
= Somewhat dissatisfied

u Very dissatisfied

Satisfaction with the level of choice available (%)

27 27
25 Don't know
8
3 _é;_
5 4
2014 2015 2016 2017

Base: SA residential participants (n=398).

Q16. When it comes to energy companies and plans, how satisfied are you with the level of choice available to consumers in your state [if ACT] or territory?

Q78. And when it comes to the choices available to consumers in your state [if ACT] or territory in terms of energy companies and plans, would you say there is... ?
* NEWGATE RESEARCH T

Arrows denote significant differences compared to 171
previous periods at the 95% confidence level
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Residential consumers’ confidence in their ability to find the right information to choose a suitable energy plan or deal has continued to

improve this year, following a significant rise in 2016. Two thirds were highly confident they could find the information they needed (65%
rated their confidence at 7 or more out of 10)\, up from 54% in 2015.

Small business consumer confidence has also significantly increased over time; high levels of confidence are observed in 2017 (70% vs 44% in 2014).

Level of confidence in finding the right information to help choose a suitable energy plan or deal (%)

m Quite or very confident (7-10)
m Fairly confident (4-6)
= Not confident (0-3)

Don't know

2015 2016 2017

Base: SA residential participants (n=398).
Q36. How confident are you that you could find the right information to help you choose an energy plan that suits your needs? 10 = extremely confident, 0 = not at all confident.

Arrows denote significant differences
* NEWGATE RESEARCH

compared to previous periods at the 95% 172
confidence level

NB: Results for 2014 are not shown due to change in question structure.
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Satisfaction with both electricity and gas companies has remained fairly stable, with no significant differences in 2017: the majority of
electricity and gas consumers (both 70%) were somewhat or very satisfied.

Satisfaction with electricity and gas company (%)

2016 ¢17 4 3 i
2015 23 5 1%

Electricity
2014

2015 21 5 4 p

mVery satisfied ®Somewhat satisfied Neither satisfied nor dissatisfied = Somewhat dissatisfied ®Very dissatisfied = Don't know

Base: SA residential participants (n=398) or those with mains gas (n=248).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?
Arrows denote significant differences compared to
* NEWGATE RESEARCH

previous periods at the 95% confidence level 173
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Small business consumer satisfaction with electricity companies has also remained relatively stable over the past 4 years. Although only
indicative due to small sample sizes, fewer gas consumers were satisfied with their provider in 2017: 71% were somewhat or very satisfied
vs. 87% in 2016.

Satisfaction with electricity and gas company (%)

2016 19 1
Electricity
2014 21 4
2017 22
2016'! 13
2015 ! 17 5 10
Gas
2014 ! 29 | & i

mVery satisfied ®Somewhat satisfied = Neither satisfied nor dissatisfied = Somewhat dissatisfied = Very dissatisfied = Don't know

Base: SA small business participants (n=100) or those with mains gas (n=49).

Q2. How satisfied are you with your current [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q7. How satisfied are you with
your current gas company?

Arrows denote significant differences compared to ! Caution: small sample sizes
* NEWGATE RESEARCH

previous periods at the 95% confidence level [2014 n=28, 2015 n=28, 2016 n=23] 174
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Residential customer service ratings of South Australian electricity providers stabilised in 2017 after exhibiting a significant improvement
last wave. The majority rated their electricity company’s customer service highly, with 71% giving a 7 or more out of 10 vs. 73% in 2016.
Similar stability was seen for gas consumers (69% vs. 73% in 2016).

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017 4
2016 4

Electricity
5

2015

2016 73 19 5 4
Gas
2015 69 22 W 5
m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: SA residential participants (n=398) or those with mains gas (n=248).
Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences

compared to previous periods at the 95%

confidence level
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Compared to residential consumers, customer service ratings for small business consumers were slightly lower for electricity (60% vs 71% of
residential) but very similar for gas (69% for both). Electricity ratings remained fairly stable in 2017 after exhibiting a strong rise in 2016 (66%
in 2016 vs 47% in 2015). Although only indicative due to smaller sample sizes, a similar pattern was evident for gas.

Rating of overall quality of customer service provided by electricity and / or gas company (%)

2017

2016

Electricity
2015

2017

2016'!

Gas
2015'!

m Good to Excellent (7-10) m Fair (4-6) Poor (0-3) Don't know

Base: SA small business participants (n=100) or those with mains gas (n=49).
Q3. How would you rate the overall quality of customer service provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity
company? / Q8. How would you rate the overall quality of customer service provided by your gas company? 10 = excellent, 0 = very poor.

Arrows denote significant differences
compared to previous periods at the 95%
confidence level

* NEWGATE RESEARCH ! Caution: small sample sizes T 176
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Residential consumer perceptions around value for money in electricity provision have remained stable in 2017, with the majority (59%)
giving a high rating of 7 or more out of 10. Gas value for money ratings were quite similar, at 57% among residential consumers in 2017.

Rating of overall value for money provided by electricity and / or gas company (%)

2017 59 l 26 12 3

2016 61 25 10 3

o 2015 58 29 11 2

Electricity

2014 49 34 14 3

2017 l57 26 12 5

2016 (15) 22 11 2
Gas 2015 64 126 91
2014 47 38 12 4

m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: SA residential participants (n=398) or those with mains gas (n=248).

Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity

company? / Q9. How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.
Arrows denote significant differences
compared to previous periods at the 95%
confidence level

* NEWGATE RESEARCH 177



mTES

% } VALUE FOR MONEY PERCEPTIONS

p Jrp—

Small business consumer perceptions of value for money tended to be slightly lower than for residential consumers. In 2017, 50% of electricity
and 61% of gas consumers rated value for money as good to excellent (7 or more out of 10) compared with 59% and 57% of residential
consumers respectively. Further, there was a significant increase in poor ratings of value for money for electricity this year (19% gave a rating of
less than 4 vs. 6% in 2016).

Rating of overall value for money provided by electricity and / or gas company (%)

2017 50 29 T19 2
2016 39 BES
o 2015 42 15 3
Electricity
2014 36 6 4
2017 61 22 14 2
2016'! 65 35
Gas 2015! 34 54 12
2014 ! 58 35 7
m Good to Excellent (7-10) u Fair (4-6) Poor (0-3) Don't know

Base: SA small business participants (n=100) or those with mains gas (n=49).
Q4. How would you rate the overall value for money provided by your [if same retailer for electricity and gas] energy / [if different retailers for electricity and gas] electricity company? / Q9.
How would you rate the overall value for money provided by your gas company? 10 = excellent, O = very poor.

* NEWGATE RESEARCH ! Caution: small sample sizes
[2014 n=28, 2015 n=28, 2016 n=23]

T Arrows denote significant differences o

compared to previous periods at the 95%
confidence level
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(Double-click to open)
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NEWGATE

2017 AEMC Retail Competition Review
Questionnaire — ONLINE Version (Residential Survey)
Friday 27 January 2017
NGR 1611004

Quotas (Residential and Business shown here - Business Questionnaire is separate)

All participants to be the main or joint decision maker in their household / business when it
comes to choosing their energy retailer.

Methodology Quotas (n=) Residential Business

CATI 384 550 934
Online 1,766 - 1,766
Total 2,150 550 2,700

NB: Please also aim for the quota distributions below within each type of method e.g. 72%
of online participants to be capital city, 28% regional etc. Location, gender / age quotas
based on 2011 ABS Census data.

Location, Gender, Age Quotas (Based on 2011 ABS Census data)

S/E Restof TAS
Res/bus VIC NSW ACT SA Total

QLD QLb

Residential 400 400 200 400 400 150 200 2150

Small Business 100 100 50 100 100 50 50 550
Total 500 500 250 500 500 200 250 2,700
S/E Restof TAS

Location \Y/[@ NSW ACT SA Total
QLD QLD

Capital city 375 318 385 333 = 107 1518

250
Rest of region 125 182 115 167 200 143 1,182

Total 500 500 250 500 500 200 250 2,700

S/E Restof TAS

Min. Targets VIC NSW

QLb QLb

Has mains gas 280 148 132 192 52 0 0 804





Age / Gender

(Res only) Females Total
y
18-34 320 640
400 785
385 725

1,105 2,150






Introduction
EMAIL INTRODUCTION TOPIC: HAVE YOUR SAY ON IMPORTANT ENERGY MATTERS

Thank you for your interest in this survey, which is seeking the views of energy consumers.
It may be helpful to have your most recent energy bills handy, but this is not essential.
Please be assured that your open and honest feedback will be treated confidentially.

This survey is being conducted on behalf of the Australian Energy Market Commission
(AEMC), which advises governments on energy matters that can affect consumers. It
should take you about 15-20 minutes to complete, depending on your responses.

Use your mouse to 'click' the relevant circles or boxes and mark your selections. Some
guestions require you to type your answers in the space provided.

Please remember:

e When you have completed all questions on the screen, click the “>>’ button to
proceed to the next page.

o None of the responses you give will be directly linked to you as an individual. They
are used for statistical purposes only.

e To see the privacy statement, click the link at the bottom of the screen.

e To begin the survey, click on the >>’ button below.

e |f you need to return to the survey later, click the >>’ button and close the
webpage. The next time you click on the invite link, it will automatically take you
back to the question you were up to.





Screening / qualifier questions

Firstly, a few questions to check if you qualify for this survey...

S1xx. Who in your household is mainly 1. Iam the main decision maker
responsible for choosing the electricity or 2. Ishare the responsibility with

ith?
gas company you are with? someone else
3. Someone else makes the

decision CLOSE

PLEASE TAKE NOTE OF INCIDENCE RATES
FOR WEIGHTING PURPOSES — RECORD AGE

AND GENDER FROM PANEL DATA 1. Don’tknow CLOSE

S1. Do you or does anyone in your 1. Market or social research CLOSE
immediate family work in any of the 2. Advertising or the media CLOSE
following? 3. The energy sector (electricity or gas)

CLOSE
4. None of these

S2. What is your postcode at home? 1. _ ___ ENTERPOSTCODE

CHECK QUOTAS AUTOCODE LOCATION

1. Male

S3. What is your gender?
Female

N

Under 18 CLOSE
18to 24
251029

30to 34
35t039

40to 44

45 to 49

50to 54

55t0 59

60 to 64

. 65t074

75 or over
Prefer not to say CLOSE

S4. Which of the following age groups are
you in?

CHECK QUOTAS

L 0o Nk WDN R

[ N
w N = o

CLOSING SPIEL: Thank you for your time today. We have already surveyed enough people
with your characteristics, so that is all of our questions. We hope you can participate in
another survey in future. If you wish to contact us for any reason, please call (03) 8789
4444,





Main Survey — About the home

Now for the main questions. We’ll start with some questions about your energy company.

Q1. Whatisthe name of the company 33. 1**Energy
that you receive a bill from for your 1. ActewAGL

electricity use? 2. AGLEnergy
. AlintaE
SINGLE RESPONSE 3. Alinta Energy
4. REMOVED
DP PLEASE SHOW LIST IN 24. Aurora Energy
ALPHABETICAL ORDER BUT KEEP 5. BlueNRG
ORIGINAL CODES 6. Click Energy
25. Commander Power and Gas
28. CovaU

7. Diamond Energy

8. Dodo Power and Gas
33. ElectrAG

9. EnergyAustralia

34. Energy Locals

35. Enova Energy

10. Ergon Energy

26. ERM Power

29. GloBird Energy

27. REMOVED IN 2017
11. Lumo Energy

12. Momentum Energy
36. Mojo Power

13. Neighbourhood Energy
14. Origin Energy

30. Pacific Hydro Retail
15. People Energy

31. Pooled Energy

16. Powerdirect

17. Powershop Australia
18. QEnergy

19. Red Energy

20. Sanctuary Energy
37. Savant Energy Power Networks
21. Simply Energy

38. SparQ

32. Sumo Power

22. Other (specify)

23. Don’t know






MOVED Q5 AND Q6 EARLIER

Q5.

Does your home currently have
piped natural gas and by that | mean
mains connected gas, not bottled
gas? SINGLE RESPONSE

1. Yes
No
3. Don’t know

IF HAS GAS CONNECTED (Q5=1)

Qs.

What is the name of the company that
you receive a bill from for your mains
connected gas use? SINGLE
RESPONSE

DP PLEASE SHOW LIST IN
ALPHABETICAL ORDER BUT KEEP
ORIGINAL CODES

1. ActewAGL Retail

2. AGL Energy

3. Alinta Energy

14. Aurora Energy

4. REMOVED

15. Click Energy

16. CovaU

5. Dodo Power and Gas
6. Energy Australia

7. Lumo Energy

17. Momentum Energy
8. Origin Energy

9. Red Energy

10. Simply Energy

13. Tas Gas Retail

18. Weston Energy

19. WINconnect
11. Other (specify)

12. Don’t know

Q2.

IF Q5=2 OR 3 OR COMPANY
SELECTED AT Q1#COMPANY AT Q6
How satisfied are you with your
current electricity company?

IF COMPANY SELECTED AT
Q1=COMPANY AT Q6

How satisfied are you with your
current energy company?

SINGLE RESPONSE

IF NECESSARY: [INSERT FROM Q1]

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

o vk wWwN R

: Don’t know






Q3.

IF Q5=2 OR 3 OR COMPANY SELECTED AT Q1#COMPANY AT Q6 How would you
rate the overall quality of customer service provided by your electricity company?

IF COMPANY SELECTED AT Q1=COMPANY AT Q6
How would you rate the overall quality of customer service provided by your
energy company?

SINGLE RESPONSE

Very poor Excellent | Don’t
Know
D 0 D 1 D 2 D 3 D 4 D 5 E] 6 D 7 D 8 D 9 D 10 D 11

Q4.

IF Q5=2 OR 3 OR COMPANY SELECTED AT Q1#COMPANY AT Q6 And how would
you rate the overall value for money of the products and services provided by
your electricity company?

IF COMPANY SELECTED AT Q1=COMPANY AT Q6
And how would you rate the overall value for money of the products and services
provided by your energy company?

SINGLE RESPONSE

Very poor Excellent | Don’t
Know
DO Dl DZ D3 D4 DS D6 D7 D8 Dg DlO Dll
ASK IF Q4=0-10
Q4b. To help us understand your OPEN ENDED RESPONSE

expectations of value for money, please tell
us about what made you give that rating.
[INSERT FROM Q4]

IF Q5=1 AND COMPANY SELECTED AT Q12COMPANY AT Q6 ASK Q7-Q9b

Q7.

How satisfied are you with your
current gas company? SINGLE
RESPONSE

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

o vk wnNE

: Don’t know






Q8. How would you rate the overall quality of customer service provided by your gas
company? SINGLE RESPONSE

Very poor Excellent | Don’t
Know

DO Dl DZ DS D4 DS DG D7 DS DQ DlO Dll

Q9. And how would you rate the overall value for money of the products and
services provided by your gas company?

Very poor Excellent | Don’t
Know

DO Dl DZ D3 D4 DS D6 D7 D8 Dg DlO Dll

ASK IF Q9=0-10

Q9b. To help us understand your OPEN ENDED RESPONSE
expectations of value for money, please tell
us about what made you give that rating.
[INSERT FROM Q9]






Interest and Knowledge

ASK ALL

Q10. QUESTION REMOVED IN 2015

Q11. QUESTION REMOVED IN 2015

Q12. QUESTION REMOVED IN 2015

Q13. Please indicate whether you think the following statements are True or False.

RANDOMISE ITEMS. SINGLE RESPONSE PER ITEM

True

False

Don’t know

a.

People in your state [if ACT] or territory can
choose their electricity company

. IF HAS GAS (Q5=1) People in your state [if ACT]

or territory can choose their gas company

People in your state [if ACT] or territory can
choose from a range of different types of
electricity plans, price structures, contract
lengths and terms

IF HAS GAS (Q5=1) People in your state [if ACT]
or territory can choose from a range of
different types of gas plans, price structures,
contract lengths and terms

Ql4. QUESTION REMOVED

Q15. QUESTION REMOVED

Q46. QUESTION REMOVED IN 2017

Q64. Are you currently on any kind of 1.

contract or plan for your electricity .
service? SINGLE RESPONSE 3.

Yes
No
Don’t know






IF Q64=1 ASK NEXT Q

Q65. Do you know if or when that contract | 1. It has already expired
or plan expires? 2. It doesn’t have an expiry date
SINGLE RESPONSE 3. Inthe next 6 months
4. Inthe next 12 months
5. Inthe next 2 years
6. It runsfor more than 2 years
7. Don’t know
IF Q64=1 ASK NEXT Q
Q66. Did you actively choose to be on this 1. Yes,|Ichoseit
particular contract or plan or did your | 2. No, | was just put on it
electricity company put you on it? 3. Something else (specify)
SINGLE RESPONSE 4. Don’t know
D1a. Which one of these best describes 1. Freestanding house
your home? SINGLE RESPONSE 2.  Semi-detached house
3. Townhouse
4. Apartment
5. Caravan park
6. Retirement village
7. Other (please specify)
ASKNEXTQIFDlaz1
Q67. A couple of questions about “embedded 1. Yes
networks” now... 2. No

charges.

networks” before today?

necessarily the terminology “embedded

networks”, that would count as a yes.

SINGLE RESPONSE

These are private electricity networks that are
found in some apartment blocks, retirement
villages and caravan parks. In these networks, the
property owner typically chooses the electricity
provider rather than the occupants and bills are
sometimes also bundled with gas or water

Had you heard about the idea of “embedded

NOTE: If you’'ve heard of the concept but not

3. Don’t know

10





ASK IF Q67=1

Q68. And based on this information, are you in an 1. Yes
embedded network? 2. No
3. Don't know
NOTE: These are private electricity networks that
are found in some apartment blocks, retirement
villages and caravan parks. In these networks, the
property owner typically chooses the electricity
provider rather than the occupants and bills are
sometimes also bundled with gas or water
charges.
SINGLE RESPONSE
ASK IF Q68=1
Q69. Do you have any other services connected through | 1. Electricity only
this arrangement, like gas or water, orisit justfor | 2. Gas
your electricity? 3. Water
4. Internet
MULTIPLE RESPONSE OK FOR CODES 2-6.
5. Telephone
6. Other (specify)
ASK IF D1A=1 OR Q67=2/3 OR Q68=2/3
Q70. Does your electricity provider give you 1. Yes
any specific rewards or discounts if, for . No
example, you pay on time or use direct 3. Don't know
debit?
SINGLE RESPONSE
ASK IF D1A=1 OR Q67=2/3 OR Q68=2/3
Q71. ONLINE ONLY Do you know if you areon | 1. Market retail offer
a market retail offer or a standing retail 2. Standing retail offer
offer for your electricity service? SINGLE 3. Something else (specify)
RESPONSE 4. Don’t know
ASK IF D1A=1 OR Q67=2/3 OR Q68 =2/3
Q72. ONLINE ONLY: This is the difference between the 1. Standing offer
two... Market offer
Something else
(specify)
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Prices under market offers are set by retailers and
can change at any time — but because the prices are
set by the retailer, you can sometimes get discounts.
Retailers will usually offer a fixed-price contract for a
set period of time.

On a standing or standard offer, the price is often set
by the government and is generally higher than for
market offers. You may be on a standard offer if you
have been in the same location for several years or
you have never taken up a market offer.

Considering this information, do you know if you are
on a standing offer or a market offer for your
electricity service?

SINGLE RESPONSE

4.

Don’t know

ASK IF HAVE MAINS GAS (Q5=1)

Q73.

Are you currently on a contract or 1. Yes
plan for your gas service? 2. No
SINGLE RESPONSE 3. Don’t know

IF Q73=1 ASK NEXT Q

Q74. Do you know if or when that 1. It has already expired
contract or plan expires? 2. It doesn’t have an expiry date
SINGLE RESPONSE 3. Inthe next 6 months

4. Inthe next 12 months
5. Inthe next 2 years
6. Inmore than 2 years
7. Don't know

IF Q73=1 ASK NEXT Q

Q75. Didyou actively choose to be onthis | 1. Yes, | chose it
particular contract or plan or did 2. No, | was just put on it
your gas company put you on it? 3. Something else (specify)
SINGLE RESPONSE 4. Don't know

12





ASK IF HAS MAINS GAS (Q5=1) AND IF NOT IN AN EMBEDDED NETWORK (D1A=1 OR

Q67=2/3 OR Q68=2/3)

Q76. Does your gas provider give you any
specific rewards or discounts if, for
example, you pay on time or use direct
debit?

SINGLE RESPONSE

1. Yes
2. No
3. Don’t know

ASK IF HAS MAINS GAS (Q5=1) AND IF NOT IN AN EMBEDDED NETWORK (D1A=1 OR

Q67=2/3 OR Q68=2/3)

Q77. ONLINE ONLY Do you know if you 1. Market offer
are on a market offer or a standing 2. Standing offer
offer for your gas service? 3. Something else (specify)
4. Don't know
SINGLE RESPONSE
ASK ALL
Ql16. When it comes to energy companies | 1. Very satisfied
and plans, how satisfied are you 2. Somewhat satisfied
with the Iev.el of choice aYaiIabIe 0 | 3. Neither satisfied nor dissatisfied
con§umers in your state [if ACT] or 4 Somewhat dissatisfied
territory? <satisfied
SINGLE RESPONSE 5. Very dissatisfie
6. Don't know
Q78.And when it comes to the choices 1. Not enough choice
available to consumers in your state | 2.  Too much choice
[if ACT] or territory in terms of 3. Just the right amount of choice
energy companies and plans, would 4 Don't know

you say thereis... ?

SINGLE RESPONSE

13





Switching Behaviours

ASK ALL IN S/E QLD, VIC, NSW, SA, ACT, BUT NOT TAS OR REST OF QLD (GO TO Q34)

you could potentially switch to?

Q17.A) In the past 5 years, how many times have | 1. Your electricity company _ _
you changed the following? 2. From one electricity plan or
deal to another offered by
ASK Q17B IMMEDIATELY AFTER EACH CODE the same electricity compan
IF Q17A NOT ZERO AT EACH Y Y
B) IF Q17A=1: And was that in the last 12 3. IFHAS GAS (Q5=1) Your gas
months? company _ _
4. IF HAS GAS (Q5=1) From one
IFQ17A>1 gas plan or deal to another
And of those [INSERT from Q17A] times how offered by the same gas
many were in the past 12 months?
company _ _
FOR EACH ITEM, ALLOW NUMERIC
RESPONSE BETWEEN 0 AND 99, INCLUDE
N/A and D/K
DO NOT RANDOMISE 1-4
Q18. Inthe past 12 months, have you been 1. Yes
approached by an energy company offering 2. No
to sell you electricity or gas? 3. Cannot recall
ASK IF Q18=1
Q18B In what ways were you approached 1. Someone came to my home
by an energy company? 2. Received a call
3. Letter in the mail
MULTIPLE RESPONSE OK 4. Brochures / flyers in the mail
5. Emalil
16. Some other way (specify)
17. Don’t know
Q19. QUESTION REMOVED IN 2017
ASK ALL
Q20. Inthe past 12 months, have you actively 1. Yes
investigated different offers or options that 2. No

3. Don’t know

Q20b QUESTION REMOVED IN 2017.

Q21.

QUESTION REMOVED IN 2015
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Switching Electricity / Energy

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 >0 or Q17A CODE 3 > 0 or Q17A CODE 4 > 0). IF NOT SWITCHED,
SKIP to Q27

Q22.

The last time you switched energy company, | OPEN ENDED, RESPONSES TO BE

plan or deal, what actually made you decide | cODED USING CATI CODE-FRAME
to switch?

Please list as many reasons as you can
think of

Q47. QUESTION REMOVED IN 2017

Q48. QUESTION REMOVED

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 > 0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

Q49.P
switch

a)
b)
c)
d)
e)
f)
g)
h)
i)
)
k)
)
m)
n)
o)

p)
a)
r)

lease rate_how important each of the following factors was in your decision to
your energy company, plan or deal. RANDOMISE, ADD CODE 12=Not Applicable

REMOVED IN 2017

The estimated total bill amount

REMOVED IN 2017

Whether you are locked into a contract

The discounts offered

REMOVED ITEM

Availability of green / renewable energy plans

The solar feed-in tariff offered by the company

Whether the price can change during the contract

ITEM REMOVED IN 2017

ITEM REMOVED IN 2017

ITEM REMOVED IN 2017

REMOVED IN 2017

The brand and reputation of the company

The ability to purchase or access technologies such as solar panels, energy
storage batteries, live energy use data or home energy management systems
The company offered an upgraded meter

The customer service on offer

Bonus rewards such as gym memberships, frequent flyer points or shopping
vouchers

Not at

important important

all Extremely | Don’t
Know

DO

Dl DZ D3 D4 DS DG D7 DS DS DlO Dll
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Q24. QUESTION REMOVED IN 2015

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 > 0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

Q50. And having switched your energy company, plan or deal, to what extent do
you agree or disagree with the following?
Please just think about the last time you switched.
Agree Agree Neither | Disagree | Disagree | Don't
strongly | somewhat | agree/ | somewhat | strongly | know
disagree
a. Thelast time |
SWItChec! | was 1 ) 3 4 5 6
happy with the
decision
b. ITEM REMOVED 1 2 3 4 5 6
c. ITEM REMOVED 1 2 3 4 5 6
d. | was satisfied
leth the process 1 ) 3 4 5 6
involved in
switching

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

Q51. The last time you switched your
energy company, plan or deal, how easy or
difficult was it for you to compare the
different offers when deciding whether or
not to switch? SINGLE RESPONSE

N o vk wnNpeE

Very easy
Fairly easy

Cannot recall

Neither easy nor difficult
Fairly difficult
Very difficult
Don’t know
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SECTION DELETED IN 2017 (MERGED WITH ELECTRICITY)

Q25. QUESTION REMOVED IN 2017

Q26.

QUESTION REMOVED IN 2017

Q27.

QUESTION REMOVED IN 2017

Q52. QUESTION REMOVED IN 2017

Q53. QUESTION REMOVED IN 2017

Q54. QUESTION REMOVED IN 2017

Q28.

QUESTION REMOVED IN 2015

Q55. QUESTION REMOVED IN 2017

Q30a. QUESTION REMOVED IN 2017

Q30B. QUESTION REMOVED IN 2017

Q56. QUESTION REMOVED IN 2017

M

OVED HERE FROM EARLIER IN THE SURVEY AND COMBINED WITH Q31

Q23.

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY
OR PLAN IN LAST 5 YEARS (Q17A CODE 1 >00r Q17A
CODE 2>0o0r Q17A CODE 3 >0o0r Q17A CODE 4 > 0)
The last time you changed your energy company, plan
or deal, which information sources did you use to
help with your decision?

ASK IF NOT SWITCHED ELECTRICITY OR GAS
COMPANY OR PLAN IN LAST 5 YEARS BUT
INVESTIGATED OPTIONS IN THE LAST 12 MONTHS
(Q17A ALL CODES 1-4=0 AND Q20 =1)

You mentioned you previously investigated different
offers or options that you could potentially switch to.

What information sources did you use in your last
investigation?

SHOW FOR ALL: Please list as many reasons you can
think of

OPEN ENDED,
RESPONSES TO BE
CODED USING CATI
CODE-FRAME
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Did not switch

ASK IF NOT SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A
ALL CODES 1-4=0).

Q57. QUESTION REMOVED IN 2017

Q58. QUESTION REMOVED

Q32.

ASK IF NOT SWITCHED ELECTRICITY
OR GAS COMPANY OR PLAN IN
LAST 5 YEARS BUT INVESTIGATED
OPTIONS IN THE LAST 12 MONTHS
(Q17A ALL CODES 1-4=0 AND Q20
:1)

You mentioned investigating
different offers and options. What
made you decide not to go on and
change your energy company or
plan in the last 12 months?

ASK IF NOT SWITCHED ELECTRICITY
OR GAS COMPANY OR PLAN IN
LAST 5 YEARS OR INVESTIGATED
OPTIONS IN THE LAST 12 MONTHS
(Q17A ALL CODES 1-4=0 AND
Q20=2 OR 3)

Are there any reasons you haven’t
investigated different options or
changed your energy company or
plan in the last 12 months? Any
other reasons?

SHOW FOR ALL: Please list as many
reasons you can think of

OPEN ENDED, REPONSES TO BE
CODED USING CATI CODE-FRAME

Q33. MERGED WITH Q32

Future Intentions

ASK ALL

Q34.When it comes to your household’s

energy company, which one of the
following statements is most
applicable to your household?

SINGLE RESPONSE

1. We are currently looking for a
better deal

2.  We would be interested in switching
to a better deal but are not
currently looking

6. We recently switched energy provider
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or plan and so probably won’t look
for a better deal for a while

3. We are not interested in switching
our energy provider or plan

7. We have no other options available
here / only one provider

4. Other (specify)

5.  None of the above

ASK ALL

a)
b)
c)
d)
e)
f)
g)
h)
i)
)
k)
1)
m)
n)
o)

p)
q)
r)

Q79. ONLINE ONLY If you were to switch to another energy company, plan or deal in
future, how important would the following be to you? RANDOMISE, ADD CODE
12=Not Applicable; ITEMS LETTERED AS PER Q49

REMOVED IN 2017

The estimated total bill amount

REMOVED IN 2017

Whether you are locked into a contract

The discounts offered

REMOVED IN 2017

Availability of green / renewable energy plans

The solar feed-in tariff offered by the company

Whether the price can change during the contract

REMOVED IN 2017

REMOVED IN 2017

REMOVED IN 2017

REMOVED IN 2017

The brand and reputation of the company

The ability to purchase or access technologies such as solar panels, energy
storage batteries, live energy use data or home energy management
systems

The company offered an upgraded meter

The customer service on offer

Bonus rewards such as gym memberships, frequent flyer points or shopping
vouchers

Not at all
important

Extremely | Don’t
important | Know

DO Dl DZ D3 D4 DS DG D7 DS D9 DlO Dll

ASK ALL TAS AND REST OF QLD, AS WELL AS THOSE IN AN EMBEDDED NETWORK (Q68=1)

Q34b. And how important would it be for you to have a choice between a number of
different electricity companies, plans and offers? SINGLE RESPONSE

Not at all
important

Extremely | Don’t
important | Know

DO Dl DZ D3 D4 DS DG D7 D8 D9 DlO Dll
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Q34c. QUESTION COMBINED WITH Q34B IN 2017

Q35. QUESTION REMOVED IN 2015

ASK ALL

Q36. How confident are you that you could find the right information to help you
choose an energy plan that suits your needs? SINGLE RESPONSE

Not at all Extremely | Don’t
confident confident | Know

DO Dl DZ D3 D4 DS DG D7 DS Dg DlO Dll

ASK IF NOT SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS OR

INVESTIGATED OPTIONS IN THE LAST 12 MONTHS (Q17A ALL CODES 1-4=0 AND Q20=2 OR

3)
Q37. If you wanted to look for information about OPEN ENDED,
different energy retailers or plans, what would REPONSES TO BE CODED
be your MOST preferred method or source of USING CATI CODE-
information? FRAME
ASK ALL

Q59. To what extent do you agree or disagree with the following statements?

RANDOMISE ITEMS. SINGLE RESPONSE PER ITEM

Agree Agree Neither Disagree Disagree | Don’t
strongly | somewhat | agree/ | somewhat | strongly | know
disagree
a. lgenerally don’t

trust energy

companies that 1 2 3 4 5 6

promise a better

deal

b. I'm concerned that
if | switch energy
company or plan 1 ) 3 4 5 6
there might be
hidden fees and
charges

c. lwould switch my
energy company if 1 2 3 4 5 6
| was not satisfied
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with my current
company

d. Iwould prefer to
try and save
energy to reduce 1 2
my bill than to seek
out a better deal

e. The amount of
money | could save
is not worth the
time and effort
involved in
switching

f. Itistoo
complicated to try
and compare the
various options
and offers
available

g. ITEM REMOVED 1 2

h. Idon’t have the
time or energy to
think about
switching

i. I'm concerned that
if | switch energy
company | will lose
the concession or 1 2
special payment
arrangements |
currently receive

j. The energy
industry is keeping
up with the 1 2
changing needs of
consumers

D3a. How often do you receive your electricity bill?

IF YOU HAVE A PAYMENT ARRANGMENT:
How often does your main bill arrive from the
electricity company?

SINGLE RESPONSE

LA e

Monthly

Bi-monthly / every 2 months
Quarterly / every 3 months
Other (specify)

Don’t know

21






D3. How much was your most recent electricity
bill?

Your best estimate is fine.

SINGLE RESPONSE

11. Don’t know
12. Refused

Q60. Relative to that last electricity bill, how much
money would you need to save in order to seriously
consider changing your company or plan?

1. REPLACED IN 2017
2.5__

IF HAS GAS (Q5=1)

D4a. How often do you receive your gas bill? 1. Monthly
2. Bi-monthly / every 2 months
IF YOU HAVE A PAYMENT ARRANGMENT: 3. Quarterly / every 3 months
How often does your main bill arrive from the 4. Other (specify)
gas company?
5. Don’t know
SINGLE RESPONSE
IF HAS GAS CONNECTED (Q5=1)
D4. How much was your most recent gas bill? 13._
11. Don't know
Your best estimate is fine. 12. Refused

SINGLE RESPONSE

Q61. Relative to that last gas bill, how much money
your company or plan?

Your best estimate is fine.

1. REPLACED IN 2017

would you need to save to seriously consider changing 2.$

ASK ALL

Q80. Have you had any energy bills in the last few
years where the amount really surprised or
shocked you? SINGLE RESPONSE

1. Yes
2. No
3. Can’trecall

ASK IF Q80=1
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Q81. The last time this happened, how different was it 1. Higher
from your normal bills, in dollar terms? SINGLE 2. Lower
RESPONSE Don’t know
ASKIF Q81=1 OR 2
Q81a. How much lower was it from your normal bills, in S__
dollar terms? NUMERICAL, ALLOW 1-999,999
Comparison Websites
ASK ALL
Q38.Are you aware of any comparison OPEN ENDED, REPONSES TO BE
websites or services that can help CODED USING CATI CODE-FRAME

customers choose a good energy
deal for their home? List as many
websites as you can think of

IFNSW / QLD / ACT / SA / TAS: ASK IF NOT MENTIONED “energymadeeasy” (Q38 # 6)

Q39.Have you heard of the independent government
comparator website called

IF NSW / QLD / ACT / SA/ TAS: energymadeeasy?

SINGLE RESPONSE

2.
3.

Yes
No
Don’t know

IF VIC:

SKIP TO D1 IF MENTIONED “My Power Planner” AND “Victorian Energy Compare”

(Q38=11 and 27)

Q40.Have you heard of the independent government
comparator

[IF Q38#110r 27] websites Victorian Energy Compare

or My Power Planner...? /

[IFQ38=11] website Victorian Energy Compare...? /

[IFQ38=27] website My Power Planner]...?

ALLOW MULTIPLE RESPONSE FOR CODES 1 AND 2

ONLY

Victorian Energy
Compare

My Power Planner
No, | haven’t heard of
either

Don’t know

Q62. QUESTION REMOVED

IF NSW: ASK IF NOT MENTIONED “yourenergy.nsw.gov.au” or “Power in Your Hands”

(Q38 # 24 or 26)






SKIP TO D1 IF MENTIONED “yourenergy.nsw.gov.au” AND “Power in Your Hands” ”
(Q38=24 and 26)

Q63. Have you heard of the ... 1. Yes, Power in your
[IF Q38%#24 or 26] websites yourenergy.nsw.gov.au or hands campaign
the campaign Power in Your Hands ...? / 2. Yes

[IFQ38=24] website yourenergy.nsw.gov.au ...? /
[IFQ38=26] campaign Power in Your Hands...?

ALLOW MULTIPLE RESPONSE FOR CODES 1 AND 2 3. No, neither if these
ONLY 4. Don’t know

yourenergy.nsw.gov.au

IF QLD ASK IF NOT MENTIONED “EnergySave” (Q38 # 28)

Q82. Have you heard of the 1. Yes
Queensland Government 2. No
campaign called

3. Don'’t know
EnergySave?

Demographics

Just some final questions about you and your household. These are for analysis purposes
only.

D1. Which of the following applies to the 1. Own the home outright
home where you live? SINGLE 2. Have been paying a mortgage for
RESPONSE more than 12 months
3. Started paying a mortgage in the
last 12 months
Renting
5. Other (please specify)

D2. A) Including you, how many people live in a) __are aged 18+ years
your household who are aged 18 years or
over?

B) And how many people aged under 18 years
live in your household? ALLOW TWO DIGIT
RESPONSE. DO NOT ALLOW 0 FOR TOTAL
NUMBER OF PEOPLE IN HOUSEHOLD

b) are aged under 18 years

D13. QUESTION REMOVED

D14. QUESTION REMOVED






D15. QUESTION REMOVED

D13-D18 INCORPORATED INTO D27
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D16. QUESTION REMOVED

D17. QUESTION REMOVED

D18. QUESTION REMOVED

D5. REMOVED IN 2017 — MERGED WITH DSE

D5a. QUESTION REMOVED

D5b. QUESTION REMOVED

D5c. REMOVED IN 2017 — MERGED WITH D5E

D5d. REMOVED IN 2017 — MERGED WITH D5E

ASK ALL

D5e. For each of the following things, please indicate whether
your home has them, and if not, how likely you think it is that
you will have them within the next two years.

a) Solar panels

b) Solar hot water system

c) A battery system for storing electricity

d) An electric vehicle

e) Adigital interval meter, also known as a ‘smart meter’

f) A home energy management system which
automatically controls your heating or cooling
thermostat and appliances according to your settings

g) An app that allows you to remotely control / adjust your
appliances via your mobile phone

SINGLE RESPONSE FOR EACH

O U A wWwN R

Already have
Definitely will
Probably will
Might

Probably won’t
Definitely won’t
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D5E

a) Solar panels
b) Solar hot water system

d) Electric vehicle

meter’
f) Home energy management system

SINGLE RESPONSE FOR EACH

c) Battery system for storing electricity

ASK FOR ANY ITEM WHERE CODE 1 WERE SELECTED AT

e) Digital interval meter, also known as a ‘smart

D5f. What is your ownership arrangement for your ...? 1. Own it outright

Own it with a loan
purchase

3. Leaseit
Or something else
(specify) _____

5. Don’t know

D6. QUESTION REMOVED

D6a. QUESTION REMOVED

ASK ALL
D7. Inthe last five years, how many times | 1. Home phone
have you changed any of the following | 2. Mobile phone
providers or companies with which 3. Internet
you have products and services? 4. Carinsurance
RANDOMISE 1-7 5. Home insurance
6. Health insurance
FOR EACH ITEM, ALLOW NUMERIC 7. Banking
RESPONSE BETWEEN 0 AND 99, 8. Other (specify)
INCLUDE N/A and D/K 9. None of the above
ASK FOR EACH OF CODES 1-7 SELECTED AT D7
D7A. The last time you changed your 1. Very easy
[INSERT FROM D7] provider, how 2. Fairly easy
easy or difficult was it for you to 3. Neither easy nor difficult
compare the different offers when . -
o . 4. Fairly difficult
deciding whether or not to switch? difficul
SINGLE RESPONSE PER ITEM > Very difficult
6. Don’t know
7. Cannot recall

D8. QUESTION REMOVED IN 2015

D9. QUESTION REMOVED IN 2017
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D10.What is your current employment
status?

MULTIPLE RESPONSE OK

Working full time

Working part time

Working casually
Self-employed

Unemployed

Retired

Student (check if also working)
Home duties

W O NoUhEWN R

Other (specify)

D20. REMOVED IN 2017

D11. REMOVED IN 2017

D23. REMOVED IN 2017 (ONLINE)

D28. REMOVED IN 2017

The following questions are designed to help us better understand the values and
experiences of different types of consumers, to help make a better energy market for all
consumers. Some of them are quite personal and sensitive in nature. Please try your best to

answer them as accurately as possible.

In the past 12 months have you...
a) SUGGEST REMOVING
b) REMOVED IN 2017 (ONLINE)

retirement, had a baby)
e) REMOVED IN 2017 (ONLINE)
f) REMOVED IN 2017

your financial situation

D24.Which of the following applies to you or your household? 1.Yes

c) Missed or been late paying energy bills
d) Had a reduction in household income (e.g. job loss,

g) Had unforeseen circumstances that severely affected

2. No
3.Don’t know
4. Prefer not to say

‘ D25. QUESTION REMOVED IN 2017

IF D24c=1

D26. In the last 12 months, approximately
how many energy bills have you paid late
or missed paying?

ALLOW TWO DIGITS, NOT INCLUDING ZERO
— LOGIC CHECK AGAINST D24c.
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a)
b)
c)
d)

e)
f)
g)

h)

D27. Which of the following applies to you or your
household? RANDOMISE.

SUGGEST REMOVING

SUGGEST REMOVING

You identify as Aboriginal or Torres Strait Islander
You prefer to speak a language other than English at
home

REMOVED IN 2017

You are currently experiencing financial difficulty
You receive a government rebate or concession on
your energy bills

You have a special payment arrangement with your
gas and/or electricity provider due to financial
difficulty (e.g. weekly, fortnightly or monthly
instalments)

REMOVED IN 2017

REMOVED IN 2017 (ONLINE)

REMOVED IN 2017

ITEM REMOVED

Had the electricity or gas service disconnected due to
late or missed payments

pwnN e

Yes

No

Don’t know
Prefer not to say

D29. ONLINE ONLY And if your
household’s income stopped
unexpectedly, for how long do you
think your savings would be able to
cover your essential expenses
without financial support or
assistance, would it be...? SINGLE
RESPONSE

o U A wWwN e

Prefer not to say

Less than 3 months

Between 3 and 6 months
Between 7 and 12 months
More than 12 months
Really don’t know

D19. QUESTION REMOVED IN 2017

Closing

Thank you, the survey is now completed. As mentioned, this study has been conducted on

behalf of the Australian Energy Market Commission and the results will be used to help it to

better understand energy market experiences of consumers around Australia.

Your responses in this survey will be kept completely confidential and will be used only for
market research purposes. As a market research company, we comply with the

requirements of the Privacy Act. Should you need to contact us please call (03) 8789 4444,

Press Submit below to complete the survey.
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2017 AEMC Retail Competition Review
Questionnaire — CATI Version (Residential Survey)
Friday 27 January 2017
NGR 1611004

Quotas (Residential and Business shown here - Business Questionnaire is separate)

All participants to be the main or joint decision maker in their household / business when it
comes to choosing their energy retailer.

Methodology Quotas (n=) Residential Business

CATI 384 550 934
Online 1,766 - 1,766
Total 2,150 550 2,700

NB: Please also aim for the quota distributions below within each type of method e.g. 72%
of online participants to be capital city, 28% regional etc. Location, gender / age quotas
based on 2011 ABS Census data.

Location, Gender, Age Quotas (Based on 2011 ABS Census data)

S/E Restof TAS
Res/bus VIC NSW ACT SA Total

QLD QLb

Residential 400 400 200 400 400 150 200 2150

Small Business 100 100 50 100 100 50 50 550
Total 500 500 250 500 500 200 250 2,700
S/E Restof TAS

Location \Y/[@ NSW ACT SA Total
QLD QLD

Capital city 375 318 385 333 = 107 1518

250
Rest of region 125 182 115 167 200 143 1,182

Total 500 500 250 500 500 200 250 2,700

S/E Restof TAS

Min. Targets VIC NSW

QLb QLb

Has mains gas 280 148 132 192 52 0 0 804





Age / Gender (Res only) Males Females Total

18-34 320 320 640
385 400 785
340 385 725

1,045 1,105 2,150





Introduction

Good morning / afternoon / evening, my name is [SAY NAME] and I’'m calling on behalf of
The Knowledge Warehouse and Newgate Research, which are market and social research
companies.

We're conducting an important survey on behalf of the Australian Energy Market
Commission which advises governments on energy matters that can affect consumers.

May | please speak with the person in the household who is 18 or over and who is mainly or
jointly responsible for managing the household’s bills and energy use?

REINTRODUCE IF NECESSARY

This survey is for research purposes only; we are not selling anything and it should only take
about 15-20 minutes depending on your responses. Are you happy to go ahead? IF YES,
PROCEED. IF NO, SEEK AN APPOINTMENT TIME TO CALL BACK.

SAY ONLY IF NECESSARY: Your responses will be treated in complete confidence. This is a
confidential survey and none of your responses will be linked to you in any way. We are
conducting the survey with a random sample of people across Australia, in accordance with
the Privacy Act, which means your responses must be kept strictly confidential. IF
NECESSARY: Read out the Privacy Act [TKW TO INSERT]

[IF NECESSARY: If you would like to check the bona fides of our research company and
ensure we are not selling anything, you can call Surveyline on 1300 364 830. Surveyline is a
national phone line that allows members of the public to check the bona fides of research
companies.]

[IF NECESSARY: If you would like to call the Australian Energy Market Commission to verify
this research you can call (02) 8296 7800 and ask for Thomas Lozanov.]

NEW SCREEN - SAY TO ALL: During the course of this interview, my supervisor may listen in
to check the quality of my work. It may be helpful to have your most recent energy bills
handy, but this is not essential.





Screening / qualifier questions

| just have a few questions about you to make sure we are speaking with a good mix of
people.

S1. Firstly, do you or does anyone in your 1. Market or social research CLOSE
immediate family work in any of the 2. Advertising or the media CLOSE
following? 3. The energy sector (electricity or gas)

CLOSE
4. DNRO: None of these

S2. What is your postcode at home? 1. ____ ENTERPOSTCODE
CHECK QUOTAS AUTOCODE LOCATION
53. RECORD GENDER, CHECK QUOTAS 1. Male
2. Female
S4. Are you aged under or over 40 years? 1. Under 18 CLOSE
And would that be...? ASK RELEVANT 2. 18to?24
RANGES 3. 25t029
CHECK QUOTAS 4. 30to34
5. 35to39
6. 40to44
7. 45to49
8. 50to54
9. 55to59
10. 60to 64
11. 65to74
12. 75 orover
13. DNRO: REFUSED CLOSE

CLOSING SPIEL: Thank you for your time today. We have already surveyed enough people
with your characteristics, so that is all of my questions. | hope you can participate in another
survey in future. If you wish to contact us for any reason, please call (03) 8789 4444,





Main Survey — About the home

Now for the main questions. We’ll start with some questions about your energy company.

Q1. Whatisthe name of the company 33. 1**Energy
that you receive a bill from for your 1. ActewAGL

electricity use? 2. AGL Energy
3. Alinta Energy
SINGLE RESPONSE, DO NOT READ
4. REMOVED
ouT
24, Aurora Energy
DP PLEASE SHOW LIST IN 5. BlueNRG
ALPHABETICAL ORDER BUT KEEP 6. Click Energy
ORIGINAL CODES 25. Commander Power and Gas
28. Coval

7. Diamond Energy

8. Dodo Power and Gas
33. ElectrAG

9. EnergyAustralia

34. Energy Locals

35. Enova Energy

10. Ergon Energy

26. ERM Power

29. GloBird Energy

27. REMOVED IN 2017
11. Lumo Energy

12. Momentum Energy
36. Mojo Power

13. Neighbourhood Energy
14. Origin Energy

30. Pacific Hydro Retail
15. People Energy

31. Pooled Energy

16. Powerdirect

17. Powershop Australia
18. QEnergy

19. Red Energy

20. Sanctuary Energy
37. Savant Energy Power Networks
21. Simply Energy

38. SparQ

32. Sumo Power

22. Other (specify)

23. Don’t know






MOVED Q5 AND Q6 EARLIER

Q5.

Does your home currently have
piped natural gas and by that | mean
mains connected gas, not bottled
gas? SINGLE RESPONSE

1. Yes
No
3. Don’t know

IF HAS GAS CONNECTED (Q5=1)

Qs.

What is the name of the company that
you receive a bill from for your mains
connected gas use? SINGLE
RESPONSE

DP PLEASE SHOW LIST IN
ALPHABETICAL ORDER BUT KEEP
ORIGINAL CODES

1. ActewAGL Retail

2. AGL Energy

3. Alinta Energy

14. Aurora Energy

4. REMOVED

15. Click Energy

16. CovaU

5. Dodo Power and Gas
6. Energy Australia

7. Lumo Energy

17. Momentum Energy
8. Origin Energy

9. Red Energy

10. Simply Energy

13. Tas Gas Retail

18. Weston Energy

19. WINconnect
11. Other (specify)

12. Don’t know

Q2.

IF Q5=2 OR 3 OR COMPANY
SELECTED AT Q1#COMPANY AT Q6
How satisfied are you with your
current electricity company?

IF COMPANY SELECTED AT
Q1=COMPANY AT Q6

How satisfied are you with your
current energy company?

SINGLE RESPONSE, READ OUT

IF NECESSARY: [INSERT FROM Q1]

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

DNRO: Don’t know

o vk wWwN R






Q3.

IF Q5=2 OR 3 OR COMPANY SELECTED AT Q1#COMPANY AT Q6 How would you
rate the overall quality of customer service provided by your electricity company?
Please use a scale where 0 means very poor and 10 is excellent.

IF COMPANY SELECTED AT Q1=COMPANY AT Q6
How would you rate the overall quality of customer service provided by your
energy company? Please use a scale where 0 means very poor and 10 is excellent.

SINGLE RESPONSE

Very poor Excellent | Don’t
Know
D 0 D 1 D 2 D 3 D 4 D 5 E] 6 D 7 D 8 D 9 D 10 D 11

Q4.

IF Q5=2 OR 3 OR COMPANY SELECTED AT Q1COMPANY AT Q6 And using that
same scale again, how would you rate the overall value for money of the products
and services provided by your electricity company?

IF COMPANY SELECTED AT Q1=COMPANY AT Q6
And using that same scale again, how would you rate the overall value for money
of the products and services provided by your energy company?

REPEAT SCALE IF NECESSARY, SINGLE RESPONSE

Very poor Excellent | Don’t
Know
DO Dl DZ D3 D4 DS DG D7 DS DQ DlO Dll
ASK IF Q4=0-10
Q4b. To help us understand your OPEN ENDED RESPONSE

expectations of value for money, please tell
me about what made you give that rating.
[INSERT FROM Q4]

RECORD VERBATIM, PROMPT What
else made you rate your company’s
value for money that way?

IF Q5=1 AND COMPANY SELECTED AT Q12COMPANY AT Q6 ASK Q7-Q9b

Q7.

How satisfied are you with your
current gas company? SINGLE
RESPONSE, READ OUT

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
S hat dissatisfied

IF NECESSARY: [INSERT FROM Q6] omewnat dissatistie
Very dissatisfied

DNRO: Don’t know

o vk wnNE






SINGLE RESPONSE

Q8. How would you rate the overall quality of customer service provided by your gas
company? Please use a scale where 0 means very poor and 10 is excellent.

Very poor Excellent | Don’t
Know
D 0 D 1 D 2 D 3 D 4 D 5 D 6 D 7 D 8 D 9 D 10 D 11

Q9. Usingthe same scale, how would you rate the overall value for money of the
products and services provided by your gas company? REPEAT IF NECESSARY

Very poor Excellent | Don’t
Know
I:I 0 D 1 D 2 D 3 D 4 D 5 E] 6 E] 7 E] 8 D 9 D 10 D 11

ASK IF Q9=0-10

Q9b. To help us understand your
expectations of value for money, please tell
me about what made you give that rating.
[INSERT FROM Q9] RECORD VERBATIM

OPEN ENDED RESPONSE






Interest and Knowledge

ASK ALL

Q10. QUESTION REMOVED IN 2015

Q11. QUESTION REMOVED IN 2015

Q12. QUESTION REMOVED IN 2015

Q13. Please tell me whether you think the following statements are True or False.
Firstly, ... READ NEXT ITEM

RANDOMISE ITEMS. SINGLE RESPONSE PER ITEM True False Don’t know

a. Peoplein your state [if ACT] or territory can
choose their electricity company

b. IF HAS GAS (Q5=1) People in your state [if ACT]
or territory can choose their gas company

c. Peoplein your state [if ACT] or territory can
choose from a range of different types of
electricity plans, price structures, contract
lengths and terms

d. IF HAS GAS (Q5=1) People in your state [if ACT]
or territory can choose from a range of
different types of gas plans, price structures,
contract lengths and terms

Q7. QUESTION REMOVED

Q8. QUESTION REMOVED

Q46. QUESTION REMOVED IN 2017

Q64. Are you currently on any kind of 1. Yes
contract or plan for your electricity 2. No
service? SINGLE RESPONSE 3. DNRO: Don’t know






IF Q64=1 ASK NEXT Q

Q65.

Do you know if or when that contract
or plan expires?
SINGLE RESPONSE

No v s wWwDN e

It has already expired

It doesn’t have an expiry date
In the next 6 months

In the next 12 months

In the next 2 years

It runs for more than 2 years
Don’t know

IF Q64=1 ASK NEXT Q

Q66.

Did you actively choose to be on this 1. VYes,Ichoseit
particular contract or plan or did your | 2. No, | was just put on it
electricity company put you on it? 3. DNRO: Something else

SINGLE RESPONSE

(specify)
4. DNRO: Don’t know

These are private electricity networks that are
found in some apartment blocks, [RESIDENTIAL
ONLY:] retirement villages and caravan parks. /
[BUSINESS ONLY:] shopping centres and office
buildings. In these networks, the property owner
typically chooses the electricity provider rather
than the occupants and bills are sometimes also
bundled with gas or water charges.

Had you heard about the idea of “embedded
networks” before today?

INTERVIEWER NOTE: If they’ve heard of the
concept but not necessarily the terminology

“embedded networks”, that would count as a yes.

SINGLE RESPONSE

D1a. Which one of these best describes 1. Freestanding house
your home? SINGLE RESPONSE 2.  Semi-detached house
3. Townhouse
4. Apartment
5. Caravan park
6. Retirement village
7. Other (please specify)
ASKNEXTQIFDlaz1
Q67. A couple of questions about “embedded 1. Yes
networks” now... 2. No

3. Don’t know
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ASK IF Q67=1

Q68. And based on this information, are you in an 1. Yes
embedded network? REPEAT DESCRIPTION IF 2. No
NECESSARY 3. Don’t know

SINGLE RESPONSE

ASK IF Q68=1
Q69. Do you have any other services connected through | 1. Electricity only
this arrangement, like gas or water, orisitjustfor | 2. Gas
your electricity? 3. Water
4. Internet
MULTIPLE RESPONSE OK FOR CODES 2-6.
5. Telephone
6. Other (specify)
ASK IF D1A=1 OR Q67=2/3 OR Q68=2/3
Q70. Does your electricity provider give you 1. Yes
any specific rewards or discounts if, for 2. No
example, you pay on time or use direct 3. Don’t know
debit?
SINGLE RESPONSE
Q71. ONLINE ONLY
Q72. ONLINE ONLY
ASK IF HAVE MAINS GAS (Q5=1)
Q73. Are you currently on a contract or 1. Yes
plan for your gas service? 2. No
SINGLE RESPONSE 3. DNRO: Don’t know

IF Q73=1 ASK NEXT Q

Q74. Do you know if or when that It has already expired
contract or plan expires?

SINGLE RESPONSE

It doesn’t have an expiry date
In the next 6 months

In the next 12 months

In the next 2 years

In more than 2 years

N o vk wnNeE

Don’t know






IF Q73=1 ASK NEXT Q

Q75.

Did you actively choose to be on this
particular contract or plan or did
your gas company put you on it?
SINGLE RESPONSE

Yes, | chose it

No, | was just put on it
DNRO: Something else
(specify)
DNRO: Don’t know

ASK IF HAS MAINS GAS (Q5=1) AND IF NOT IN AN EMBEDDED NETWORK (D1A=1 OR
Q67=2/3 OR Q68=2/3)

Q76. Does your gas provider give you any 1. Yes
specific rewards or discounts if, for 2. No
example, you pay on time or use direct 3. Don’t know
debit?
SINGLE RESPONSE

Q77. ONLINE ONLY

ASK ALL

Q9. When it comes to energy companies | 1. Very satisfied
and plans, how satisfied are you 2.  Somewhat satisfied
with the Ie\{el of choice a\{ailable t0 | 3. Neither satisfied nor dissatisfied
consumers in your state [if ACT] or 4 Somewhat dissatisfied
territory? issatisfi
SINGLE RESPONSE, READ OUT 5. Very dissatisfied

6. DNR: Don’t know

Q78. And when it comes to the choices 1. Not enough choice
available to consumers in your state | 2.  Too much choice
[if ACT] or territory in terms of 3. Just the right amount of choice
energy companies and plans, would 4 DNRO: Dor’t know

you say thereis... ?

SINGLE RESPONSE, READ OUT
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Switching Behaviours

ASK ALL IN S/E QLD, VIC, NSW, SA, ACT, BUT NOT TAS OR REST OF QLD (GO TO Q34)

you changed the following?

IF Q17A NOT ZERO AT EACH

months?
IFQ17A>1
many were in the past 12 months?

READ OUT
FOR EACH ITEM, ALLOW NUMERIC

N/A and D/K

DO NOT RANDOMISE 1-4

Q17.A) In the past 5 years, how many times have

ASK Q17B IMMEDIATELY AFTER EACH CODE

B) IF Q17A=1: And was that in the last 12

And of those [INSERT from Q17A] times how

RESPONSE BETWEEN 0 AND 99, INCLUDE

1. Your electricity company _ _

2. From one electricity plan or
deal to another offered by
the same electricity company

3. IF HAS GAS (Q5=1) Your gas
company _ _

4. IF HAS GAS (Q5=1) From one
gas plan or deal to another
offered by the same gas
company _ _

Q18. Inthe past 12 months, have you been approachedbyan | 1. Yes
energy company offering to sell you electricity or gas? 2. No
DO NOT READ OUT 3. Cannot recall
ASK IF Q18=1

you could potentially switch to?

Q18B In what ways were you approached 1. Someone come to my home
by an energy company? 2. Received a call
3. Letter in the mail
DO NOT READ OUT, RECORD BEST . .
4. Brochures / flyers in the mail
FIT, MULTIPLE RESPONSE OK .
5. Email
16. Some other way (specify)
17. Don’t know
Q19. QUESTION REMOVED IN 2017
ASK ALL
Q20. Inthe past 12 months, have you actively 1. Yes
investigated different offers or options that 2. No

3. Don’t know

Q20b QUESTION REMOVED IN 2017.

Q21. QUESTION REMOVED IN 2015
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Switching Electricity / Energy

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 >0 or Q17A CODE 3 > 0 or Q17A CODE 4 > 0). IF NOT SWITCHED,

SKIP to Q27

Q22. The last time you
switched energy
company, plan or
deal, what actually
made you decide to
switch?

Any other reasons?

DO NOT READ OUT,
RECORD BEST FIT

MULTIPLE RESPONSE
OK

©® N oA wWwN R

9.

10.
11.
12.
13.
14.

15.
16.
17.
26.
18.
19.
20.
21.
22.
25. Wanted / was offered a good solar rebate

27. Preferred billing arrangements

28. My previous company decreased the solar feed-in
tariff

29. Wanted to go on a payment plan / was offered a
special payment arrangement

23. Other (specify)

24,

Wanted a cheaper price

Was offered a discount or better price
REMOVED IN 2017

Was approached by a door-to-door sales person
REMOVED IN 2017

Got a high bill and wanted to change
REMOVED IN 2017

Came to the end of my existing contract and
wanted to change

Moved house / moved out of home
REMOVED IN 2017

Unhappy with customer service / company
REMOVED IN 2017

REMOVED IN 2017

Wanted to have gas and electricity with the same
company

REMOVED IN 2017

REMOVED IN 2017

Got solar panels (Solar PV)

REMOVED IN 2017

REMOVED IN 2017

Wanted Green Power

REMOVED IN 2017

REMOVED IN 2017

REMOVED IN 2017

Don’t know

Q47. QUESTION REMOVED IN 2017

Q48. QUESTION REMOVED
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ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

Q49. | am going to read out a range of factors. For each one please rate_ how important
it was in your decision to switch your energy company, plan or deal where 0 means not
at all and 10 means extremely important? RANDOMISE, REPEAT IF NECESSARY, ADD
CODE 12=Not Applicable

a) REMOVED IN 2017

b) The estimated total bill amount

c) REMOVED IN 2017

d) Whether you are locked into a contract

e) The discounts offered

f) REMOVED ITEM

g) Availability of green / renewable energy plans

h) The solar feed-in tariff offered by the company

i)  Whether the price can change during the contract

j)  ITEM REMOVED IN 2017

k) ITEM REMOVED IN 2017

) ITEM REMOVED IN 2017

m) REMOVED IN 2017

n) The brand and reputation of the company

o) The ability to purchase or access technologies such as solar panels, energy

storage batteries, live energy use data or home energy management systems

p) The company offered an upgraded meter

g) The customer service on offer

r) Bonus rewards such as gym memberships, frequent flyer points or shopping

vouchers

Not at all Extremely | Don’t
. . Know
important important
DO Dl DZ D3 D4 DS DG D7 DS DQ DlO Dll
Q24. QUESTION REMOVED IN 2015

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl7A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

Q50.

And having switched your energy company, plan or deal, to what extent do
you agree or disagree with the following? For each one, tell me if you agree or
disagree strongly or just somewhat.

IF NECESSARY: Please just think about the last time you switched RANDOMISE
ITEMS. SINGLE RESPONSE PER ITEM

Agree Agree Neither | Disagree | Disagree | Don't
strongly | somewhat | agree/ | somewhat | strongly | know
disagree
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a. The last time |
switched | was
happy with the
decision

b. ITEM REMOVED 1 2

c. ITEM REMOVED 1 2

d. | was satisfied
with the process
involved in
switching

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A CODE
1>00rQl17A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

Q51. The last time you switched your
energy company, plan or deal, how easy or
difficult was it for you to compare the
different offers when deciding whether or
not to switch? SINGLE RESPONSE, READ
ouT

Noukwne

Very easy

Fairly easy

Neither easy nor difficult
Fairly difficult

Very difficult

DNRO: Don’t know
DNRO: Cannot recall
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SECTION DELETED IN 2017 (MERGED WITH ELECTRICITY)

Q25. QUESTION REMOVED IN 2017

Q26. QUESTION REMOVED IN 2017

Q27. QUESTION REMOVED IN 2017

Q52. QUESTION REMOVED IN 2017

Q53. QUESTION REMOVED IN 2017

Q54. QUESTION REMOVED IN 2017

Q28. QUESTION REMOVED IN 2015

Q55. QUESTION REMOVED IN 2017

Q30a. QUESTION REMOVED IN 2017

Q30B. QUESTION REMOVED IN 2017

Q56. QUESTION REMOVED IN 2017

MOVED HERE FROM EARLIER IN THE SURVEY AND COMBINED WITH Q31

Q23.

ASK IF SWITCHED ELECTRICITY OR
GAS COMPANY OR PLAN IN LAST 5
YEARS (Q17A CODE1>00r Ql17A
CODE2>00r Q17A CODE3 >0or
Q17A CODE 4 >0)

The last time you changed your
energy company, plan or deal,
which information sources did you
use to help with your decision? Any
others?

ASK IF NOT SWITCHED ELECTRICITY
OR GAS COMPANY OR PLAN IN
LAST 5 YEARS BUT INVESTIGATED
OPTIONS IN THE LAST 12 MONTHS
(Q17A ALL CODES 1-4=0 AND Q20
=1)

You mentioned you previously
investigated different offers or

1. Did not use any information sources

2. Door-to-door sales person visiting
the home

3. Received a call from a sales person
Phoned retailer

5. Brochures / flyers and other direct
mail

6. Google / general internet search

7. Retailer website

8. Price comparison website
(specify)

9. Afriend or family member

10. REMOVED IN 2017

11. General advertising e.g. TV, Radio,
Newspaper advertisement

12. REMOVED IN 2017

13. REMOVED IN 2017
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switch to.

What information sources did you
use in your last investigation?

options that you could potentially 14. REMOVED IN 2017

15. Looked at price / best price / saving
18. REMOVED IN 2017

19. REMOVED IN 2017

18. Other (specify)

DO NOT READ OUT, RECORD BEST 19. Don’t know
FIT, MULTIPLE RESPONSE OK

Did not switch

ASK IF NOT SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A

ALL CODES 1-4=0).

Q57. QUESTION REMOVED IN 2017

Q58. QUESTION REMOVED

Q32. ASKIFNOT
SWITCHED ELECTRICITY
OR GAS COMPANY OR
PLAN IN LAST 5 YEARS
BUT INVESTIGATED
OPTIONS IN THE LAST 12
MONTHS (Q17A ALL
CODES 1-4=0 AND Q20
=1)

You mentioned
investigating different
offers and options. What
made you decide not to
go on and change your
energy company or plan
in the last 12 months?
Any other reasons?

ASK IF NOT SWITCHED
ELECTRICITY OR GAS
COMPANY OR PLAN IN
LAST 5 YEARS OR
INVESTIGATED OPTIONS
IN THE LAST 12 MONTHS
(Q17A ALL CODES 1-4=0
AND Q20=2 OR 3)

Are there any reasons
you haven’t investigated
different options or
changed your energy

o vk wN R

N

10.

11.
12.
13.
14.

15.
16.
17.
18.
19.
20.
24.
25.

No particular reason

Too busy / | don’t have time

Too much hassle / couldn’t be bothered / too lazy
Too confusing

Lack of information on best deals available

They are all the same / it would make no difference to
the price | pay

CODE REMOVED IN 2017

CODE REMOVED IN 2017

No other options / alternatives available / didn’t know
you could change company or plan

| am on a contract / didn’t want to pay penalty or exit
fees

CODE REMOVED IN 2017

CODE REMOVED IN 2017

The saving wasn’t worth the effort

My existing company matched the offer / gave me a
better offer so | stayed with them

Happy with current retailer / arrangement / plan
CODE REMOVED

CODE REMOVEDCODE REMOVED IN 2017

| don’t trust what the energy companies say

CODE REMOVED IN 2017

CODE REMOVED

Did not want to lose my solar bonus / feed-in tariff
CODE REMOVED IN 2017

18





DO NOT READ OUT,
RECORD BEST FIT,

23. Don’t know

company or plan in the 26. CODE REMOVED IN 2017
last 12 months? Any 27. My company/plan had a better discount/cheaper price
other reasons? 21. CODE REMOVED IN 2017

28. 1 was worried I'd lose the concession / payment
MULTIPLE RESPONSE OK | @rrangement I’'m currently getting

29. Did not want to pay reconnection fees

22. Other (specify)

Q33. MERGED WITH Q32

Future Intentions

ASK ALL

Q34.When it comes to your household’s
energy company, which one of the
following statements is most
applicable to your household?

SINGLE RESPONSE, READ OUT

We are currently looking for a
better deal

We would be interested in switching

to a better deal but are not
currently looking

6. We recently switched energy provider

or plan and so probably won't look

for a better deal for a while

We are not interested in switching

our energy provider or plan

7. We have no other options available

4.
5.

here / only one provider
DNRO: Other (specify)
DNRO: None of the above

Q79. ONLINE ONLY

ASK ALL TAS AND REST OF QLD, AS WELL AS THOSE IN AN EMBEDDED NETWORK (Q68=1)

Q34b. And how important would it be for you to have a choice between a number of
different electricity companies, plans and offers, where 0 means not at all important
and 10 means extremely important? SINGLE RESPONSE

Not at all Extremely | Don’t
important important | Know
D 0 D 1 D 2 D 3 D 4 D 5 D 6 D 7 D 8 D 9 D 10 D 11

Q34c. QUESTION COMBINED WITH Q34B IN 2017

Q35. QUESTION REMOVED IN 2015
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ASK ALL

Q36. How confident are you that you could find the right information to help you
choose an energy plan that suits your needs? Please use a scale where zero
means not at all and 10 is extremely confident REPEAT SCALE IF NECESSARY,
SINGLE RESPONSE

Not at all Extremely | Don’t

confident confident | Know

DO Dl DZ DS D4 DS DG D7 DS DQ DlO Dll

ASK IF NOT SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS OR
INVESTIGATED OPTIONS IN THE LAST 12 MONTHS (Q17A ALL CODES 1-4=0 AND Q20=2 OR

3)
Q37. If you wanted to look for 1. lwouldn’t look for information

information about different 2. Brochures, pamphlets

energy retailers or plans, 3. Google

what would be your MOST 4. Energy retailer — phone call

preferred method or source 5. Energy retailer — website

of information? 6. Energy retailer — door-to-door salesperson
7. Comparison website

DO NOT READ OUT, RECORD 8. Media

BEST FIT, MULTIPLE 9. Word of mouth e.g. friend, family

RESPONSE OK, RECORD FIRST | 10. Financial counsellor

MENTION 11. Community support organisation
12. General advertising e.g. TV, Radio,

Newspaper advertisement
13. Outdoor advertising e.g. billboards, buses
16. A broker
14. Other (specify)
15. Don’t know
ASK ALL
Q59. Do you agree or disagree with the following statements? For each one, tell me

RANDOMISE ITEMS. SINGLE RESPONSE PER ITEM

if you agree or disagree strongly or just somewhat. Firstly...

Agree Agree Neither Disagree Disagree | Don’t
strongly | somewhat | agree/ | somewhat | strongly | know
disagree
a. lgenerally don’t

trust energy

companies that 1 2 3 4 5 6

promise a better

deal
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. I'm concerned that
if | switch energy
company or plan
there might be
hidden fees and
charges

. I'would switch my
energy company if
| was not satisfied
with my current
company

. lwould prefer to
try and save
energy to reduce
my bill than to seek
out a better deal

. The amount of
money | could save
is not worth the
time and effort
involved in
switching

Itis too
complicated to try
and compare the
various options
and offers
available

ITEM REMOVED

. I don’t have the
time or energy to
think about
switching

I’'m concerned that
if | switch energy
company | will lose
the concession or
special payment
arrangements |
currently receive

The energy
industry is keeping
up with the
changing needs of
consumers
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Monthly
Bi-monthly / every 2 months

D3a. How often do you receive your electricity bill?

IF THEY SAY THEY HAVE A PAYMENT
ARRANGMENT: How often does your main bill
arrive from the electricity company?

Quarterly / every 3 months
Other (specify)
Don’t know

A W

SINGLE RESPONSE, DO NOT READ OUT

D3. How much was your most recent electricity bill? | 13.$
11. Don’t know
IF NECESSARY: Your best estimate is fine. 12. Refused

SINGLE RESPONSE, DO NOT READ OUT

Q60. Relative to that last electricity bill, how much 1. REPLACED IN 2017
money would you need to save in order to seriously 2.$
consider changing your company or plan?

IF NECESSARY: Your best estimate is fine.

Interviewer note: if says ‘any saving would be good’ (or
similar) PROMPT: so would a $1 saving be enough or are
you thinking a higher amount to seriously consider
changing?

IF HAS GAS (Q5=1)

Monthly

Bi-monthly / every 2 months
Quarterly / every 3 months
Other (specify)

Don’t know

D4a. How often do you receive your gas bill?

IF THEY SAY THEY HAVE A PAYMENT
ARRANGMENT: How often does your main bill
arrive from the gas company?

AT o

SINGLE RESPONSE, DO NOT READ OUT

IF HAS GAS CONNECTED (Q5=1)

D4. How much was your most recent gas bill? | 13.8_

11. Don’t know
IF NECESSARY: Your best estimate is fine. 12. Refused

SINGLE RESPONSE, DO NOT READ OUT

Q61. Relative to that last gas bill, how much money 1. REPLACED IN 2017
would you need to save to seriously consider changing 2.5
your company or plan?

IF NECESSARY: Your best estimate is fine.

Interviewer note: if says ‘any saving would be good’ (or
similar) PROMPT: so would a $1 saving be enough or are
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you thinking a higher amount to seriously consider
changing?
ASK ALL
Q80. Have you had any energy bills in the last few 1. Yes
years where the amount really surprised or 2. No

shocked you? SINGLE RESPONSE

3. Can’trecall
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ASK IF Q80=1

Q81. The last time this happened, how different was it Higher
from your normal bills, in dollar terms? SINGLE Lower
RESPONSE Don’t know

ASKIF Q81=1 OR 2
Q81a. How much lower was it from your normal bills, in S

dollar terms? NUMERICAL, ALLOW 1-999,999
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Comparison Websites

ASK ALL

Q38. Are you aware of any comparison
websites or services that can help
customers choose a good energy
deal for their home? Any others?

DO NOT READ OUT, RECORD BEST
FIT, MULTIPLE RESPONSE OK

oukwnNpRE

28.

7.
8.
9.

10.
11.
12.
24.
13.
14.
15.
16.
25.
17.
18.
19.

Choice

Choosi

Compare The Market
Electricity Wizard
Energy watch
Energymadeeasy

EnergySave
goswitch

iSelect

Make it Cheaper
Myenergyoffers

My Power Planner
One Big Switch
Power in your hands
QCA Price Comparator
ITEM REMOVED
Switch On
Switchwise
Take charge

U Choose
youcompare

Your Choice

26. yourenergy.nsw.gov.au
27. Victorian Energy Compare

20.
21.
22.
23.

Yahoo Energy Comparison
None of the above

Other (specify)

Don’t know

IFNSW / QLD / ACT / SA / TAS: ASK IF NOT MENTIONED “energymadeeasy” (Q38 # 6)

comparator website called

SINGLE RESPONSE

IF NSW / QLD / ACT / SA/ TAS: energymadeeasy?

Q39.Have you heard of the independent government 1. Yes

. No
3. Don’t know
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IF VIC:

SKIP TO D1 IF MENTIONED “My Power Planner” AND “Victorian Energy Compare”
(Q38=11 and 27)

Q40.Have you heard of the independent government 1. Victorian Energy
comparator Compare

[IF Q38+#110r 27] websites Victorian Energy Compare 2.

or My Power Planner...? /

[IFQ38=11] website Victorian Energy Compare...? /

[IFQ38=27] website My Power Planner]...?

ALLOW MULTIPLE RESPONSE FOR CODES 1 AND 2 4. Don’t know

ONLY

READ OUT CODES 1 AND 2

My Power Planner
3. No, | haven’t heard of
either

Q62. QUESTION REMOVED

IF NSW: ASK IF NOT MENTIONED “yourenergy.nsw.gov.au” or “Power in Your Hands”
(Q38 = 24 or 26)

SKIP TO D1 IF MENTIONED “yourenergy.nsw.gov.au” AND “Power in Your Hands” ”
(Q38=24 and 26)

Q63. Have you heard of the ... 1. Yes, Power in your
[IF Q38%#24 or 26] websites yourenergy.nsw.gov.au or hands campaign
the campaign Power in Your Hands ...? 2. Yes

[IFQ38=24] website yourenergy.nsw.gov.au ...? yourenergy.nsw.gov.au
[IFQ38=26] campaign Power in Your Hands...? e

ALLOW MULTIPLE RESPONSE FOR CODES 1 AND 2 3. No, neither if these
ONLY 4. Don’t know

IF QLD ASK IF NOT MENTIONED “EnergySave” (Q38 # 28)

Q82. Have you heard of the 1. Yes
Queensland Government 2. No
campaign called 3. Don’t know

EnergySave?
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Demographics

| just have some questions about you and your household, which are for analysis purposes

only.

D1. Which of the following applies to the home
where you live? SINGLE RESPONSE

1. Own the home outright
2.

Have been paying a
mortgage for more than 12
months

Started paying a mortgage in
the last 12 months

Renting

Other (please

specify)

D2. A) Including you, how many people live in
your household who are aged 18 years or
over?

B) And how many people aged under 18 years
live in your household? ALLOW TWO DIGIT
RESPONSE. DO NOT ALLOW 0 FOR TOTAL
NUMBER OF PEOPLE IN HOUSEHOLD

a) __ are aged 18+ years

b) are aged under 18 years

D13-D18 INCORPORATED INTO D27

D13. QUESTION REMOVED

D14. QUESTION REMOVED

D15. QUESTION REMOVED

D16. QUESTION REMOVED

D17. QUESTION REMOVED

D18. QUESTION REMOVED

D5. REMOVED IN 2017 — MERGED WITH D5E

D5a. QUESTION REMOVED

D5b. QUESTION REMOVED
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D5c. REMOVED IN 2017 - MERGED WITH D5E

D5d. REMOVED IN 2017 — MERGED WITH D5E

ASK ALL
D5e. For each of the following things, please tell me whether 1. Already have
your home has them, and if not, how likely you think it is that 2. Definitely will
you will have them within the next two years. The options are: 3. Probably will
you already have this, or in the next two years you definitely 4. Might
will, probably will, might, probably won’t or definitely won’t.
Firstly ... 5. Probably won’t
6. Definitely won’t
a) Solar panels
b) Solar hot water system
c) Batteries for storing electricity
d) An electric vehicle
e) A digital interval meter, also known as a ‘smart meter’
f) A home energy management system which
automatically controls your heating or cooling
thermostat and appliances according to your settings
g) An app that allows you to remotely control / adjust your
appliances via your mobile phone
SINGLE RESPONSE FOR EACH, REPEAT SCALE AS NEEDED
D5f. Which of the following best describes your 1. Own it outright

ownership arrangement of your [insert technology] —do | 2. Own it with a loan
you [read out codes]?

purchase
3. Leaseit
ASK FOR ANY ITEM WHERE CODE 1 WERE SELECTED AT .
Or something else
D5E
(specify)
a) Solar panels 5. Don’t know

b) Solar hot water system

c) Batteries for storing electricity

d) An electric vehicle

e) A digital interval meter, also known as a ‘smart
meter’

f) A home energy management system which
automatically controls your heating or cooling
thermostat and appliances according to your
settings

SINGLE RESPONSE FOR EACH, REPEAT SCALE AS
NEEDED






D6. QUESTION REMOVED
D6a. QUESTION REMOVED
ASK ALL
D7. Inthe last five years, how many times | 1. Home phone
have you changed any of the following | 2. Mobile phone
providers or companies with which 3. Internet
you have products and services? 4. Carinsurance
RANDOMISE 1-7, READ OUT >. Homeinsurance
6. Health insurance
FOR EACH ITEM, ALLOW NUMERIC 7. Banking
RESPONSE BETWEEN 0 AND 99, 8. DNRO: Other (specify)
INCLUDE N/A and D/K 9. DNRO: None of the above
ASK FOR EACH OF CODES 1-7 SELECTED AT D7
D7A. The last time you changed your 1. Very easy
[INSERT FROM D7] provider, how 2. Fairly easy
easy or difficult was it for you to 3. Neither easy nor difficult
compare the different offers when 4. Fairly difficult
deciding whether or not to switch? ' difficul
SINGLE RESPONSE, REPEAT SCALE IF | >+ Very difficult
NECESSARY 6. DNRO: Don’t know
7. DNRO: Cannot recall
D8. QUESTION REMOVED IN 2015
D9. QUESTION REMOVED IN 2017
D10.What is your current employment 1. Working full time
status? 2. Working part time
3. Working casually
ONLY READ OUT IF NECESSARY
4. Self-employed
MULTIPLE RESPONSE OK >. Unemployed
6. Retired
7. Student (check if also working)
8. Home duties
9. Other (specify)
D20. REMOVED IN 2017
D11. REMOVED IN 2017
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D23. REMOVED IN 2017 (ONLINE)

D28. REMOVED IN 2017

SAY TO ALL: The following questions are designed to help us better understand the values
and experiences of different types of consumers, to help make a better energy market for
all consumers. Some of them are quite personal and sensitive in nature. Please try your best

to answer them as accurately as possible.

In the past 12 months have you...
a) SUGGEST REMOVING
b) REMOVED IN 2017 (ONLINE)

retirement, had a baby)
e) REMOVED IN 2017 (ONLINE)
f) REMOVED IN 2017

your financial situation

D24. And, which of the following applies to you or your 1.Yes
household? RANDOMISE. Please say yes or no after each one. 2. No

c) Missed or been late paying energy bills
d) Had a reduction in household income (e.g. job loss,

g) Had unforeseen circumstances that severely affected

3.Don’t know
4. Prefer not to say

\ D25. QUESTION REMOVED IN 2017

IF D24c=1

D26. In the last 12 months, approximately
how many energy bills have you paid late
or missed paying ?

ALLOW TWO DIGITS, NOT INCLUDING ZERO
— LOGIC CHECK AGAINST D24c.
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Yes

No

Don’t know DNRO

Prefer not to say
DNRO

D27. Which of the following applies to you or your
household? Please say yes or no after each one. RANDOMISE.

a) SUGGEST REMOVING

b) SUGGEST REMOVING

c) You identify as Aboriginal or Torres Strait Islander

d) You prefer to speak a language other than English at
home

e) REMOVED IN 2017

f) You are currently experiencing financial difficulty

g) You receive a government rebate or concession on
your energy bills

h) You have a special payment arrangement with your
gas and/or electricity provider due to financial
difficulty (e.g. weekly, fortnightly or monthly
instalments)

i) REMOVED IN 2017

i) REMOVED IN 2017 (ONLINE)

k) REMOVED IN 2017

[) ITEM REMOVED

m) Had the electricity or gas service disconnected due to
late or missed payments

pwnN e

‘ D29. ONLINE ONLY

D19. QUESTION REMOVED IN 2017

Closing

That is all of my questions. Just to remind you, my name is [INSERT INTERVIEWER NAME]
from TKW. Could | please have your first name so that we can re-contact you if necessary as
part of our quality control to validate that this interview actually took place? RECORD

And can | confirm that | have dialed INSERT PHONE NUMBER? Please be assured that your
name and contact details will be removed from your responses to this survey once the
validation period is finished. As mentioned earlier, this study is being conducted on behalf
of the Australian Energy Market Commission and the results will be used to assess the
effectiveness of retail competition in your state [if ACT] or territory.

IF NECESSARY: Just to remind you, your responses in this survey will be kept completely
confidential and will be used only for market research purposes. As a market research
company, we comply with the requirements of the Privacy Act. By law, your responses will
in no way be linked with your customer account details. Should you need to contact us
again please call us on 8789 4444. Thank you again for your time.
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NEWGATE

AEMC Retail Competition Review
Quantitative Survey — CATI Version (Business Survey)
Fri 27 January 2017

NGR 1611004
Quotas (For businesses shown here — see Residential questionnaires for other quotas)
All respondents to be the main or joint decision maker in their business or organisation
when it comes to choosing their energy retailer. The businesses need to be a small energy

customer i.e. quarterly bill amounts less than those shown in table below — which vary from
state to state and for metro vs. regional.

Electricity Gas
Metro Regional Metro Regional
13,000 13,000 3,750 3,500
6,000 3,750
7,250 7,750 4,000 6,250
2,750 3,500 2,300 2,500
4,750 4,750 6,000 4,500
6000 7,350

Rest of TAS
State VIC SA S/E QLD Total

QLb

100 50 550

Small Business 100 100

Rest of
Location % S/E QLD QLD

67%

Capital city 75%

Rest of region 25% 36% 100% 23% 33% 100% 57% 44%

Min. targets

Has mains gas





Business size (SME only)

Less than 20

100-199

Total

Business Type (SME only)
Construction

Professional, Scientific and Technical Services
Rental, Hiring and Real Estate Services
Agriculture, Forestry and Fishing
Financial and Insurance Services
Retail Trade

Transport, Postal and Warehousing
Health Care and Social Assistance
Manufacturing

Accommodation and Food Services
Administrative and Support Services

Wholesale Trade

Total

Total

402

N





Introduction

Good morning / afternoon / evening, my name is [SAY NAME] and I’'m calling on behalf of
The Knowledge Warehouse and Newgate Research, which are market and social research
companies.

We're conducting an important survey for the Australian Energy Market Commission which
advises governments on energy matters that can affect consumers.

May | please speak with the person in the business who is mainly or jointly responsible for
choosing your organisation’s energy company?

REINTRODUCE IF NECESSARY

This survey is for research purposes only; we are not selling anything and it should only take
about 15-20 minutes. Are you happy to go ahead? IF YES, PROCEED. IF NO, SEEK AN
APPOINTMENT TIME TO CALL BACK.

SAY ONLY IF NECESSARY: Your responses will be treated in complete confidence. This is a
confidential survey and none of your responses will be linked to you in any way. We are
conducting the survey with a random sample of residents and businesses across Australia, in
accordance with the Privacy Act, which means your responses must be kept strictly
confidential.

IF NECESSARY: Read out the Privacy Act: The information and opinions you provide will be
used only for research purposes. You cannot be identified individually in any way through
this survey. Results will be held as strictly confidential - according to the Code of
Professional Behaviour set out by the Australian Market & Social Research Society and the
Privacy legislation.

IF NECESSARY: If you would like to check the bona fides of our research company and
ensure we are not selling anything, you can call Surveyline on 1300 364 830. Surveyline is a
national phone line that allows members of the public to check the bona fides of research
companies.

IF NECESSARY: If you would like to call the Australian Energy Market Commission to verify
this research you can call (02) 8296 7800 and ask to speak to Thomas Lozanov.

NEW SCREEN - SAY TO ALL: It may be helpful to have your most recent energy bills handy,
but this is not essential. During the course of this interview, my supervisor may listen in to
check the quality of my work.

IF NECESSARY: The purpose of the recording is to check that | have conducted the survey
correctly.





Screening / qualifier questions

| just have a few questions about your business to make sure we are speaking with a good
mix of consumers.

S1. DELETED FOR BUS SURVEY PRE 2017

S2. What is your postcode there? 1. ____ ENTERPOSTCODE

CHECK QUOTAS AUTOCODE LOCATION

1. Male

S3. RECORD GENDER, CHECK QUOTAS
2. Female

S4. DELETED FOR BUS SURVEY PRE 2017

D2. Including you, how many employees
does your business have? ALLOW FIVE
DIGIT RESPONSE. DO NOT ALLOW 0.

CHECK QUOTAS
D12. What would you say is 1. Construction
your industry or primary 2. Professional, Scientific and Technical Services
purpose of business there? 3. Rental, Hiring and Real Estate Services
SINGLE RESPONSE CHECK 4. Agriculture, Forestry and Fishing
QUOTAS 5. Financial and Insurance Services
6. Retail Trade
7. Transport, Postal and Warehousing
8. Health Care and Social Assistance
9. Manufacturing
10. Accommodation and Food Services
11. Administrative and Support Services
12. Wholesale Trade
13. Other (specify)

D3a. How often does your business receive your 1. Monthly
electricity bill? 2. Bi-monthly / every 2 months
3. Quarterly / every 3 months
IF THEY SAY THEY HAVE A PAYMENT .
. ... | 4. Other (specify) ___
ARRANGMENT: How often does your main bill
5. Don’t know

arrive from the electricity company?

SINGLE RESPONSE, DO NOT READ OUT






D3. How much was your business’
most recent electricity bill? IF
NECESSARY: Your best estimate
is fine.

SINGLE RESPONSE, DO NOT
READ OUT

11. Don’t know
12. Refused

NEW QUESTION

THAT JURISDICTION.

X1. HIDDEN QUESTION. CALCULATE EQUIVALENT QUARTERLY ELECTRICITY BILL
AMOUNT FROM D3 AND D3A. CHECK QUOTAS AND CLOSE IF ABOVE THE LIMIT FOR

Q5. Does your business currently have 1. VYes

piped natural gas - and by that | mean . No

mains connected gas, not bottled gas? 3. Don't know

SINGLE RESPONSE

IF HAS GAS CONNECTED (Q5=1)

D4a. How often does your business receive your 1. Monthly

gas bill? 2. Bi-monthly / every 2 months
3. Quarterly / every 3 months
IF THEY SAY THEY HAVE A PAYMENT .
. 4. Other (specify)

ARRANGMENT: How often does your bill Don’t k
arrive from the gas company? >. Don’t know
SINGLE RESPONSE, DO NOT READ OUT

IF HAS GAS CONNECTED (Q5=1)

D4. How much was your business’s 1. S
most recent gas bill? IF
NECESSARY: Your best estimation
of the cost is fine. SINGLE
RESPONSE, DO NOT READ OUT

2. Don’t know
3. Refused

NEW QUESTION

FOR THAT JURISDICTION.

X2. HIDDEN QUESTION. CALCULATE EQUIVALENT QUARTERLY GAS BILL AMOUNT FROM
D4 AND D4A. CHECK QUOTAS AND DON'T ASK GAS QUESTIONS IF ABOVE THE LIMIT

CLOSING SPIEL: Thank you for your time today. We have already surveyed enough
businesses with your characteristics, so that is all of my questions. | hope you can
participate in another survey in future. If you wish to contact us for any reason, please call

(03) 8789 4444.






Main Survey — About the Business

Now for the main questions. We'll start with some questions about your energy company.
For the remainder of the survey, please answer all questions on behalf of your business or
organisation.

IF NECESSARY: There is a separate survey capturing the views of residential customers.

Ql. Whatisthe name of the company 33. 1 Energy
that you receive a bill from foryour | 1. ActewAGL
electricity use? 2. AGLEnergy

SINGLE RESPONSE, DO NOT READ | > /"t@ Energy

ouT 4. REMOVED
24. Aurora Energy

DP PLEASE SHOW LIST IN 5. BlueNRG

ALPHABETICAL ORDER BUT KEEP 6. Click Energy

ORIGINAL CODES 25. Commander Power and Gas
28. CovaU

7. Diamond Energy

8. Dodo Power and Gas
33. ElectrAG

9. Energy Australia

34. Energy Locals

35. Enova Energy

10. Ergon Energy

26. ERM Power

29. GloBird Energy

27. REMOVED IN 2017
11. Lumo Energy

36. Mojo Power

12. Momentum Energy
13. Neighbourhood Energy
14. Origin Energy

30. Pacific Hydro Retail
15. People Energy

31. Pooled Energy

16. Powerdirect

17. Powershop Australia
18. QEnergy

19. Red Energy

20. Sanctuary Energy
37. Savant Energy Power Networks
21. Simply Energy

38. SparQ

32. Sumo Power






22. Other (specify)
23. Don’t know

IF HAS GAS CONNECTED (Q5=1)

Q6. What is the name of the company you
receive a bill from for your mains
connected gas use? SINGLE RESPONSE

DP PLEASE SHOW LIST IN ALPHABETICAL
ORDER BUT KEEP ORIGINAL CODES

1. ActewAGL Retalil

2. AGL Energy

3. Alinta Energy

14. Aurora Energy

4. REMOVED

15. CovaU

5. Dodo Power and Gas
6. Energy Australia

7. Lumo Energy

17. Momentum Energy
8. Origin Energy

9. Red Energy

10. Simply Energy

13. Tas Gas Retail

18. Weston Energy

19. WINconnect
11. Other (specify)
12. Don’t know

Q2. IF Q5=2 OR 3 OR COMPANY SELECTED
AT Q1zCOMPANY AT Q6
How satisfied are you with your
business’s current electricity
company? SINGLE RESPONSE, READ
ouT

IF COMPANY SELECTED AT
Q1=COMPANY AT Q6

How satisfied are you with your
business’s current energy company?

IF NECESSARY: [INSERT FROM Q1]

Very satisfied

Somewhat satisfied

Neither satisfied nor dissatisfied
Somewhat dissatisfied

Very dissatisfied

DNR: Don’t know

o Uk wWwN R

excellent.

Q3. IFQ5=2 OR 3 OR COMPANY SELECTED AT Q1COMPANY AT Q6 How would you
rate the overall quality of customer service provided by your business’s electricity
company? Please use a scale where 0 means very poor and 10 is excellent.

IF COMPANY SELECTED AT Q1=COMPANY AT Q6
How would you rate the overall quality of customer service provided by your
business’s energy company? Please use a scale where 0 means very poor and 10 is






SINGLE RESPONSE

Very poor

Excellent

Don’t
Know

geyo*|oz*2|0* 04| 0>

D 6

D7 DS DQ DlO

Dll

IF COMPANY SELECTED AT Q1=COMPANY AT Q6
And using that same scale again, how would you rate the overall value for money
of the products and services provided by your business’s energy company?

REPEAT SCALE IF NECESSARY, SINGLE RESPONSE

Q4. IFQ5=2 OR 3 OR COMPANY SELECTED AT Q1COMPANY AT Q6 And using that
same scale again, how would you rate the overall value for money of the products
and services provided by your business’s electricity company?

Very poor Excellent | Don’t
Know
D 0 D 1 D 2 D 3 D 4 D 5 D 6 D 7 D 8 D 9 D 10 D 11

ASK IF Q4=0-10

Q4b. To help us understand your
expectations of value for money, please tell
me about what made you give that rating.
[INSERT FROM Q4]

RECORD VERBATIM, PROMPT What
else made you rate your energy
company’s value for money that
way?

OPEN ENDED RESPONSE

IF Q5=1 AND COMPANY SELECTED AT Q12COMPANY AT Q6 ASK Q7-Q9b

Q7. How satisfied are you with your
business’s current gas company?
SINGLE RESPONSE, READ OUT

IF NECESSARY: [INSERT FROM Q6]

oV ke wN =

Very satisfied
Somewhat satisfied

Neither satisfied nor dissatisfied

Somewhat dissatisfied
Very dissatisfied
DNRO: Don’t know

excellent. SINGLE RESPONSE

Q8. How would you rate the overall quality of customer service provided by your
business’s gas company? Please use a scale where 0 means very poor and 10 is

Very poor

Excellent

Don’t
Know






DO Dl DZ D?: D4 DS DG D7 DS DS DIO Dll

Q9. Using the same scale, how would you rate the overall value for money of the
products and services provided by your business’s gas company? REPEAT IF
NECESSARY

Don’t

Very poor Excellent
Know

DO Dl DZ DS D4 DS DG D7 DS DQ DlO Dll

ASK IF Q9=0-10

Q9b. To help us understand your OPEN ENDED RESPONSE
expectations of value for money, please tell
me about what made you give your gas
company that rating. [INSERT FROM Q9]
RECORD VERBATIM

Interest and Knowledge
ASK ALL

Just a reminder, for the following questions, please answer from the perspective or your
business or organisation.

Q10. QUESTION REMOVED IN 2015

Ql11l. QUESTION REMOVED IN 2015

Q12. QUESTION REMOVED IN 2015

Q13. Please tell me whether you think the following statements are True or False.
Firstly, ... READ NEXT ITEM

RANDOMISE ITEMS. SINGLE RESPONSE PER ITEM True False Don’t know

a. Businesses in your state [if ACT] or territory can 1 5 3
choose their electricity company

b. IF HAS GAS (Q5=1) Businesses in your state [if 1 5 3
ACT] or territory can choose their gas company

c. Businesses in your state [if ACT] or territory can
choose from a range of different types of 1 5 3
electricity plans, price structures, contract
lengths and terms

d. IF HAS GAS (Q5=1) Businesses in your state [if 1 5 3
ACT] or territory can choose from a range of






different types of gas plans, price structures,
contract lengths and terms

Q14. QUESTION REMOVED

Q15. QUESTION REMOVED

ASK ALL

Q46. QUESTION REMOVED IN 2017

Q64.

Is your business currently on any 1. Yes

kind of contract or plan for the 2. No

electricity service? SINGLE 3. DNRO: Don’t know
RESPONSE

IF Q64=1 ASK NEXT Q

Q65.

Do you know if or when that contract
or plan expires?
SINGLE RESPONSE

No v ks wDNR

It has already expired
It doesn’t have an expiry date
In the next 6 months
In the next 12 months
In the next 2 years

It runs for more than 2 years
Don’t know

IF Q64=1 ASK NEXT Q

Q66.Did you actively choose to be on this | 1.

particular contract or plan, or did .
your electricity company put your 3.
business on it? SINGLE RESPONSE

Yes, | chose it

No, | was just put on it
DNRO: Something else
(specify)

DNRO: Don’t know

Q67.

A couple of questions about “embedded
networks” now...

These are private electricity networks that are

found in some apartment blocks, shopping centres

and office buildings. In these networks, the

property owner typically chooses the electricity
provider rather than the occupants and bills are

sometimes also bundled with gas or water
charges.

1. Yes
2. No
3. Don’t know
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Had you heard about the idea of “embedded
networks” before today?

INTERVIEWER NOTE: If they’ve heard of the

concept but not necessarily the terminology
“embedded networks”, that would count as a yes.

SINGLE RESPONSE

ASK IF Q67=1
Q68. And based on this information, are you in an 1. Yes
embedded network? REPEAT DESCRIPTION IF No

NECESSARY

SINGLE RESPONSE

3. Don’t know

ASK IF Q68=1
Q69. Do you have any other services connected through | 1. Electricity only
this arrangement for your business, like gas or 2. Gas
water, or is it just for your electricity? 3. Water
4. Internet
MULTIPLE RESPONSE OK FOR CODES 2-6.
5. Telephone
6. Other (specify)
ASK IF D1A=1 OR Q67=2/3 OR Q68=2/3
Q70. Does your business’ electricity provider 1. Yes
give you any specific rewards or 2. No
discounts if, for example, you pay on 3. Don't know
time or use direct debit?
SINGLE RESPONSE
Q71. ONLINE ONLY
Q72. ONLINE ONLY
ASK IF HAVE MAINS GAS (Q5=1)
Q73. Isyour business currently on a 1. Yes
contract or plan for your gas service? 2. No
SINGLE RESPONSE 3.  DNRO: Don’t know
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IF Q73=1 ASK NEXT Q

Q74. Do you know if or when that 1. It has already expired
contract or plan expires? 2. It doesn’t have an expiry date
SINGLE RESPONSE 3. Inthe next 6 months
4. Inthe next 12 months
5. Inthe next 2 years
6. Inmore than 2 years
7. Don’t know
IF Q73=1 ASK NEXT Q
Q75.Did you actively choose to be on 1. Yes, lchoseit

this particular contract or planordid | 2. No, | was just put on it
your gas company put your business | 3 pNRO: Something else

on it? (specify)
SINGLE RESPONSE
4. DNRO: Don’t know

ASK IF HAS MAINS GAS (Q5=1) AND IF NOT IN AN EMBEDDED NETWORK (Q67=2/3 OR
Q68=2/3)

Q76. Does your gas provider give you any 1. Yes
specific rewards or discounts if, for 2. No
example, you pay on time or use direct 3.  Don’t know
debit?

SINGLE RESPONSE

Q77.0ONLINE ONLY

ASK ALL

Ql1l6. When it comes to energy companies | 1. Very satisfied
and plans, how satisfied are you 2.  Somewhat satisfied
with the Ie\{el of choice aYaiIabIe t0 | 3. Neither satisfied nor dissatisfied
con§umers in your state [if ACT] or 4 Somewhat dissatisfied
territory? L

5. Very dissatisfied

SINGLE RESPONSE, READ OUT 6. DNR: Don’t know

Q78. And when it comes to the choices 1. Not enough choice
available to consumers in your state | 2.  Too much choice
[if ACT] or territory in terms of 3. Just the right amount of choice
energy compa.nles and plans, would 4 DNRO: Don't know
you say there is...?
SINGLE RESPONSE, READ OUT






Switching Behaviours

ASK ALL IN S/E QLD, VIC, NSW, SA, ACT, BUT NOT TAS OR REST OF QLD (GO TO Q34)

Q17. A.Inthe past five years, how many times has

your business changed the following?

ASK Q17B IMMEDIATELY AFTER EACH CODE

IF Q17A NOT ZERO AT EACH

B) IF Q17A=1: And was that in the last 12

months?

IFQ17A>1

And of those [INSERT from Q17A] times how

many were in the past 12 months?

READ OUT
FOR EACH ITEM, ALLOW NUMERIC

RESPONSE BETWEEN 0 AND 99, INCLUDE

N/A and D/K
DO NOT RANDOMISE 1-4

Your electricity company _ _
From one electricity plan or
deal to another offered by
the same electricity company

3. IF HAS GAS (Q5=1) Your gas
company _ _

4. IF HAS GAS (Q5=1) From one
gas plan or deal to another
offered by the same gas
company _ _

Q18. Inthe past 12 months, has your business
been approached by an energy company

offering to sell you electricity or gas?
DO NOT READ OUT

Yes
No
Cannot recall

ASKIF Q18=1

Q18B In what ways were you approached 1. Someone come to my premises
by an energy company? 2. Received a call
3. Letter in the mail
DO NOT READ OUT, RECORD BEST . .
4. Brochures / flyers in the mail
FIT, MULTIPLE RESPONSE OK .
5. Email
16. Some other way (specify)
17. Don’t know
Q19. QUESTION REMOVED IN 2017
ASK ALL
Q20. Inthe past 12 months, have you actively 1. Yes
investigated different offers or options that 2. No

your business could potentially switch to?

3. Don’t know
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Q20b QUESTION REMOVED IN 2017

Q21. QUESTION REMOVED IN 2015

Switching Electricity / Energy

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST FIVE YEARS (Q17A
CODE1>00rQl17A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0). IF NOT
SWITCHED, SKIP to Q32

Q22. The last time you
switched, what was
the main reason you
changed your
business’s energy
company, plan or
deal?

Wanted a cheaper price

Was offered a discount or better price

REMOVED IN 2017

Was approached by a door-to-door sales person
REMOVED IN 2017

Got a high energy bill and wanted to change
REMOVED IN 2017

Came to the end of my existing contract and wanted

©® N U kA WM

Any other reasons?

to change
DO NOT READ OUT, 9

Moved business premises
RECORD BEST FIT

10. Moved out of business premises
MULTIPLE RESPONSE 11. Unhappy with customer service / company
oK 12. REMOVED IN 2017
13. REMOVED IN 2017
14. Wanted to have gas and electricity with the same
company
15. REMOVED IN 2017
16. REMOVED IN 2017
17. Got solar panels (Solar PV)
26. REMOVED IN 2017
18. REMOVED IN 2017
19. Wanted Green Power
20. REMOVED IN 2017
21. REMOVED IN 2017
22. REMOVED IN 2017
25. Wanted / was offered a good solar rebate
27. Preferred billing arrangements
28. My previous company decreased the solar feed-in
tariff
29. Wanted to go on a payment plan / was offered a
special payment arrangement

23. Other (specify)
24. Don’t know
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Q47. QUESTION REMOVED IN 2017

Q48. QUESTION REMOVED

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST FIVE YEARS (Q17A
CODE1>00rQl17A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

means

a)
b)

p)
a)
r)

Q49. | am going to read out a range of factors. For each one please rate how important
it was in your decision to switch your business’s energy company, plan or deal where 0

not at all and 10 means extremely important? RANDOMISE, REPEAT IF

NECESSARY, ADD CODE 12=Not Applicable

[NEW ITEMS: J-M]

REMOVED IN 2017

The estimated total bill amount

REMOVED IN 2017

Whether you are locked into a contract

The discounts offered

REMOVED ITEM

Availability of green/ renewable energy plans

The solar feed-in tariff offered by the company

Whether the price can change during the contract

ITEM REMOVED IN 2017

ITEM REMOVED IN 2017

ITEM REMOVED IN 2017

REMOVED IN 2017

The brand and reputation of the company

The ability to purchase or access technologies such as solar panels, energy
storage batteries, live energy use data or energy management systems
The company offered an upgraded meter

The customer service on offer

Bonus rewards such as gym memberships, frequent flyer points or shopping
vouchers

important important

Not at all Extremely | Don’t

Know

DO

Dl DZ D3 D4 DS DG D7 DS DS DlO Dll

Q24.

QUESTION REMOVED
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ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST FIVE YEARS (Q17A

CODE 1 >0 o0r Q17A CODE 2 >0 or Q17A CODE 3 >0 or Q17A CODE 4 > 0)

ITEMS. SINGLE RESPONSE PER ITEM

Q50. And having switched your business’s energy company, plan or deal, to what
extent do you agree or disagree with the following? For each one, tell me if
you agree or disagree strongly or just somewhat.

IF NECESSARY: Please just think about the last time you switched RANDOMISE

Agree Agree
strongly | somewhat

Neither
agree/
disagree

Disagree
somewhat

Disagree
strongly

Don’t
know

a. Thelast time |
switched | was happy 1 2
with the decision

b. ITEM REMOVED

process involved in
switching

1 2 3 4 5 6
c. ITEM REMOVED
1 2 3 4 5 6
d. [NEW ITEM] | was
satisfied with the 1 5 3 4 5 6

ASK IF SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST FIVE YEARS (Q17A

CODE 1 >00r Q17A CODE 2 > 0 or Q17A CODE 3 > 0 or Q17A CODE 4 > 0)

Q51. The last time you switched your
business’s energy company, plan or deal,
how easy or difficult was it for you to
compare the different offers when deciding
whether or not to switch? SINGLE
RESPONSE, READ OUT

Nk wnNe

Very easy

Fairly easy
Neither easy nor difficult
Fairly difficult

Very difficult
DNRO: Don’t know

DNRO: Cannot recall

SECTION DELETED IN 2017 (MERGED WITH ELECTRICITY)

Q25. QUESTION REMOVED

Q26. QUESTION REMOVED IN 2017

Q27. QUESTION REMOVED IN 2017
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Q52. QUESTION REMOVED IN 2017

Q53. QUESTION REMOVED

Q54. QUESTION REMOVED IN 2017

Q28. QUESTION REMOVED IN 2015

Q55. QUESTION REMOVED IN 2017

Q30a. QUESTION REMOVED IN 2017

Q30B. QUESTION REMOVED IN 2017

Q56. QUESTION REMOVED IN 2017

Q23 MOVED HERE FROM EARLIER IN THE SURVEY AND COMBINED WITH Q31

Q23. ASKIF SWITCHED
ELECTRICITY OR GAS
COMPANY OR PLAN IN
LAST 5 YEARS (Q17A
CODE1>00rQl7A
CODE2>00rQl7A
CODE3>00rQl7A
CODE 4 > 0) The last time
you changed your energy
company, plan or deal, _
which information 10
sources did you use to
help with your decision?

1.
2
3
4.
5.
6
7
8
9

11.

Any others?
12.
ASK IF NOT SWITCHED 13.
ELECTRICITY OR GAS 14.

COMPANY OR PLAN IN LAST | 15
5 YEARS BUT INVESTIGATED
OPTIONS IN THE LAST 12
MONTHS (Q17A ALL CODES
1-4=0 AND Q20 =1)

You mentioned you

that you could potentially
switch to.

Did not use any information sources

Door-to-door sales person visiting the business
Received a call from a sales person

Phoned retailer

Brochures / flyers and other direct mail

Google / general internet search

Retailer website

Price comparison website (specify)

A friend or family member/colleague/associate

. REMOVED IN 2017

General advertising e.g. TV, Radio, Newspaper
advertisement

REMOVED IN 2017

REMOVED IN 2017

REMOVED IN 2017

Looked at price / best price / saving

18. REMOVED IN 2017
19. REMOVED IN 2017

previously investigated 18. Other (specify)
different offers or options 19. Don’t know
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What information sources
did you use in your last
investigation?

DO NOT READ OUT,
RECORD BEST FIT

MULTIPLE RESPONSE OK

Q31. MERGED WITH Q23 IN 2017

Did not switch

ASK IF NOT SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS (Q17A

ALL CODES 1-4=0)

Q57. QUESTION REMOVED IN 2017

[ Q58. QUESTION REMOVED

Q32. ASKIFNOT SWITCHED
ELECTRICITY OR GAS
COMPANY OR PLAN IN LAST 5
YEARS BUT INVESTIGATED
OPTIONS IN THE LAST 12
MONTHS (Q17A ALL CODES 1-
4=0 AND Q20 =1)

You mentioned investigating

different offers and options.

What made you decide not to

go on and change your

business’s energy company or

plan in the last 12 months?
Any other reasons?

ASK IF NOT SWITCHED
ELECTRICITY OR GAS COMPANY
OR PLAN IN LAST 5 YEARS OR
INVESTIGATED OPTIONS IN THE
LAST 12 MONTHS (Q17A ALL
CODES 1-4=0 AND Q20=2 OR 3)
Are there any reasons you
haven't investigated different
options or changed your
business’s energy company or
planin the last 12 months? Any
other reasons?

10.
11.
12.
13.
14.

15.

16.
17.
18.
19.
20.
24,

No particular reason

Too busy / 1 don’t have time

Too much hassle / couldn’t be bothered / too
lazy

Too confusing

Lack of information on best deals available
They are all the same / it would make no
difference to the price | pay

CODE REMOVED IN 2017

CODE REMOVED IN 2017

No other options / alternatives available

I am on a contract

CODE REMOVED IN 2017

CODE REMOVED IN 2017

The saving wasn’t worth the effort

My existing company matched the offer /
gave me a better offer so | stayed with them
Happy with current retailer / arrangement /
plan

CODE REMOVED IN 2017

CODE REMOVED IN 2017

| don’t trust what the energy companies say
CODE REMOVED IN 2017

CODE REMOVED

Did not want to lose my solar bonus / feed-in
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DO NOT READ OUT, RECORD
BEST FIT

MULTIPLE RESPONSE OK

tariff
25. CODE REMOVED IN 2017
26. CODE REMOVED IN 2017
27. My company/plan had a better

discount/cheaper price

21. CODE REMOVED IN 2017
28. 1 was worried I'd lose the concession /
payment arrangement I’'m currently getting
29. Did not want to pay reconnection fees
22. Other (specify)
23. Don’t know

Q33. MERGED WITH Q32

Future Intentions

ASK ALL

Q34. When it comes to your
business’s energy company,
which one of the following

your business?

SINGLE RESPONSE, READ OUT

statements is most applicable to

look for a better deal for a while
energy provider or plan
only one provider

4. DNRO: Other (specify)
5. DNRO: None of the above

1. We are currently looking for a better deal

2. We would be interested in switching to a
better deal but are not currently looking

6. We recently switched our business energy
provider or plan and so probably won’t

3. We are not interested in switching our

7. We have no other options available here /

ASK TAS AND REST OF QLD, AS WELL AS THOSE IN AN EMBEDDED NETWORK (Q68=1)

Q34b How important would it be for you to have a choice between a number of
different electricity companies, plans and offers, where 0 means not at all important
and 10 means extremely important? SINGLE RESPONSE

Not at all Extremely | Don’t
important important | Know
D 0 D 1 D 2 D 3 D 4 D 5 D 6 D 7 D 8 D 9 D 10 D 11

Q34c QUESTION COMBINED WITH Q34B IN 2017

Q35. QUESTION REMOVED IN 2015
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ASK ALL

Q36. How confident are you that you could find the right information to help you

choose an energy plan that suits your business’s needs? Please use a scale
where zero means not at all and 10 is extremely confident REPEAT SCALE IF

NECESSARY, SINGLE RESPONSE

Not at all Extremely | Don’t
confident confident | Know
D 0 D 1 D 2 D 3 D 4 D 5 D 6 D 7 D 8 D 9 D 10 D 11

ASK IF NOT SWITCHED ELECTRICITY OR GAS COMPANY OR PLAN IN LAST 5 YEARS OR
INVESTIGATED OPTIONS IN THE LAST 12 MONTHS (Q17A ALL CODES 1-4=0 AND Q20=2 OR

3)

Q37. If you wanted to look for information | 1. | wouldn’t look for information
about different energy retailers or 2. Brochures, pamphlets
plans for your business, what would | 3. Google
be your MOST preferred method or | 4. Energy retailer — phone call
source of information? 5. Energy retailer — website
6. Energy retailer — door-to-door
DO NOT READ OUT, RECORD BEST salesperson
FIT 7. Comparison website
8. Media
MULTIPLE RESPONSE OK, RECORD 9. Word of mouth e.g. friend/
FIRST MENTION family/colleague/associate
10. Financial counsellor
11. Community support organisation
12. General advertising e.g. TV, Radio,
Newspaper advertisement
13. Outdoor advertising e.g. billboards,
buses
16. A broker
14. Other (specify)
15. Don’t know
ASK ALL
Q59. Do you agree or disagree with the following statements? For each one, tell me
if you agree or disagree strongly or just somewhat. Firstly...
RANDOMISE ITEMS. SINGLE RESPONSE PER ITEM
Agree Agree Neither Disagree Disagre | Don’t
strongly | somewhat | agree/ | somewhat e know
disagree strongly
a. |l generally don"F trust 1 5 3 A s 6
energy companies
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that promise a better
deal

b. I'm concerned that if |
switch energy
company or plan 1 2 3
there might be hidden
fees and charges

c. lwould switch my
energy company if |
was not satisfied with
my current company

d. Iwould prefer to try
and save energy to
reduce my bill than to
seek out a better deal

e. The amount of money
| could save is not
worth the time and 1 2 3
effort involved in
switching

f. Itistoo complicated
to try and compare
the various options
and offers available

g. ITEM REMOVED

h. I don’t have the time
or energy to think 1 2 3
about switching

i. I'm concerned that if |
switch energy company
| will lose the
concession or special
payment arrangements
| currently receive

j- The energy industry is
keeping up with the
changing needs of
consumers

Q60. Relative to that last electricity bill, how much money
would you need to save in order to seriously consider
changing your business’ company or plan?

IF NECESSARY: Your best estimate is fine.

1. REPLACED IN 2017
2.5__
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Interviewer note: if says ‘any saving would be good’ (or

similar) PROMPT: so would a $1 saving be enough or are you
thinking a higher amount to seriously consider changing?

IF HAS GAS (Q5=1)

you need to save to seriously consider changing your
business’ company or plan?

IF NECESSARY: Your best estimate is fine.

Interviewer note: if says ‘any saving would be good’ (or

Q61. Relative to that last gas bill, how much money would

similar) PROMPT: so would a $1 saving be enough or are you
thinking a higher amount to seriously consider changing?

1. REPLACED IN 2017
2.5__

ASK ALL
Q80.Have you had any energy bills in the last few 1. Yes
years where the amount really surprised or 2. No
shocked you? SINGLE RESPONSE 3. Can’t recall
ASK IF Q80=1
Q81. The last time this happened, how different was it 1. Higher
from your normal bills, in dollar terms? SINGLE 2. Lower
RESPONSE 3. Don't know
ASKIF Q81=10R 2
Q81a. How much lower was it from your normal bills, in 1. S
dollar terms? NUMERICAL, ALLOW 1-999,999
Comparison Websites
ASK ALL
Q38. Are you aware of any comparison 1. Choice
websites or services that can help 2. Choosi
customers choose a good energy 3. Compare The Market
deal for their business? Any others? 4. Electricity Wizard
5. Energy watch
DO NOT READ OUT, RECORD BEST 6. Energymadeeasy
FIT 28. EnergySave
7. goswitch
MULTIPLE RESPONSE OK 8. iSelect
9. Make it Cheaper
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10. Myenergyoffers
11. My Power Planner
12. One Big Switch
24. Power in Your Hands
13. QCA Price Comparator
14. ITEM REMOVED
15. Switch On
16. Switchwise
25. Take charge
17. U Choose
18. youcompare
19. Your Choice
20. Yahoo Energy Comparison
25. Yourenergy.nsw.gov.au
26. Victorian Energy Compare
21. None of the above
22. Other (specify)
23. Don'’t know

IFNSW / QLD /ACT/SA / TAS:
e ASKIF NOT MENTIONED “energymadeeasy” (Q38 # 6)

Q39. Have you heard of the independent government 1. Yes
comparator website called 2. No

3. Don’t know
IFNSW / QLD / ACT / SA / TAS: energymadeeasy?

SINGLE RESPONSE

IF VIC:
e ASKIF NOT MENTIONED “My Power Planner” or “Victorian Energy Compare” (Q38
# 11 or 27)
e SKIP IF MENTIONED “My Power Planner” and “Victorian Energy Compare”
(Q38=11 and 27)

Q40. Have you heard of the independent government 1. Victorian Energy

Comparator Compare

[IF Q38+ 110r 27] websites Victorian Energy Compare | ;. My Power Planner

or My Power PIan.ner..:? ' 3. No, | haven’t heard of
[IF Q38=11] website Victorian Energy Compare...? [IF .

Q38=27] website My Power Planner]...? either

ALLOW MULTIPLE RESPONSE FOR CODES 1 AND 2 4. Don’t know

ONLY
READ OUT CODES 1 AND 2

Q62. QUESTION REMOVED

IF NSW:

24





ASK IF NOT MENTIONED “yourenergy.nsw.gov.au” or “Power in Your Hands” (Q38
#+ 24 or 26)

SKIP TO D1 IF MENTIONED “yourenergy.nsw.gov.au” AND “Power in Your Hands”
” (Q38=24 and 26)
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Q63. Have you heard of the 1. Yes, Power in your
[IF Q38+ 24 or 26] websites yourenergy.nsw.gov.au hands campaign
or the campaign Power in Your Hands ...? 2. Yes
[IFQ38=24] website yourenergy.nsw.gov.au ...? '

ourenergy.nsw.gov.au
[IFQ38=26] campaign Power in Your Hands...? y &Y &

ALLOW MULTIPLE RESPONSE FOR CODES 1 AND 2 3. No, neither of these
ONLY 4. Don’t know
IF QLD:
e ASKIF NOT MENTIONED “EnergySave” (Q38 # 28)
Q82.Have you heard of the Queensland 1. Yes
Government campaign called EnergySave? 2. No

3. Don’t know

Demographics

| just have some final questions about you and your business before we finish the survey.
These are for analysis purposes only.

D1. Do you own the premises there or are 1. Own
you leasing them? SINGLE RESPONSE 2. Leasing

3. Other (please specify)

D5. REMOVED IN 2017 — MERGED WITH D5SE

D5c. REMOVED IN 2017 — MERGED WITH DSE

D5d. REMOVED IN 2017 — MERGED WITH D5E

D6. QUESTION REMOVED

D6a. QUESTION REMOVED

D23. QUESTION REMOVED IN 2017

D28. QUESTION REMOVED IN 2017






D5e. For each of the following things, please tell me whether 1. Already have
your business has them, and if not, how likely you think itis that | 2. Definitely will
you will have them within the next two years. The options are: 3. Probably will
you already have this, or in the next two years you definitely 4. Might
will, probably will, might, probably won’t or definitely won’t.
Firstly ... 5. Probably won’t
6. Definitely won’t
a) Solar panels
b) Solar hot water system
c) Batteries for storing electricity
d) An electric vehicle
e) A digital interval meter, also known as a ‘smart meter’
f) An energy management system which automatically
controls your heating or cooling thermostat and
appliances according to your settings
g) An app that allows you to remotely control / adjust your
appliances via your mobile phone
SINGLE RESPONSE FOR EACH, REPEAT SCALE AS NEEDED
D5f. Which of the following best describes your ownership 1. Own it outright
arrangement of your business’s [insert technology] — do you 2. Own it with a loar
[read out codes]? purchase
3. Lleaseit
ASK FOR ANY ITEM WHERE CODE 1 WAS SELECTED AT D5E )
4. Or something else
a) Solar panels (specify)
b) Solar hot water system 5. Don’t know

c) Batteries for storing electricity

d) Electric vehicle/s

e) Digital interval meter, also known as a ‘smart meter’

f) Energy management system (SAY IF NECESSARY: which
automatically controls your heating or cooling
thermostat and appliances according to your settings)

SINGLE RESPONSE FOR EACH, REPEAT SCALE AS NEEDED

D29. In the last 12 months has your
business experienced any financial 5.

difficulty in paying energy bills? months ago
6. No/Never

Don’t know

Yes —in the last 12 months
DNRO Have in the past, more than 12
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Closing

That is all of my questions. Just to remind you, my name is [INSERT INTERVIEWER NAME]
from TKW. Could | please have your first name so that we can re-contact you if necessary as
part of our quality control to validate that this interview actually took place? RECORD

And can | confirm that | have dialed INSERT PHONE NUMBER? Please be assured that your
name and contact details will be removed from your responses to this survey once the
validation period is finished. As mentioned earlier, this study is being conducted on behalf
of the Australian Energy Market Commission and the results will be used to assess the
effectiveness of retail competition in your state [if ACT] or territory.

IF NECESSARY: Just to remind you, your responses in this survey will be kept completely
confidential and will be used only for market research purposes. As a market research
company, we comply with the requirements of the Privacy Act. By law, your responses will
in no way be linked with your customer account details. Should you need to contact us
again please call us on 8789 4444. Thank you again for your time.
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. Regional 29% Mains connected 55%
Location Gas
Metro 71% Not connected 45%
18-34 29% AGL Energy 36%
Age Group 35-54 33% Origin Energy 23%
55+ 38% Energy Australia 19%
Male 48% Simply Energy 5%
Gender
Female 52% Lumo Energy 4%
AGL Energy 26% Red Energy 3%
Origin Energy 25% Gas company ActewAGL Retalil 3%
EnergyAustralia 20% Momentum Energy 2%
Lumo Energy 5% Alinta Energy 1%
Simply Energy 5% Click Energy 1%
ActewAGL 3% Dodo Power and Gas 1%
Red Energy 3% Other 1%
Click Energy 2% Don’t know 1%
Electricity company 1st Energy 1% Have electricity and gas Same 78%
Alinta Energy 1% with same provider Different 22%
Dodo Power and Gas 1%
Ergon Energy 1%
Momentum Energy 1%
Powerdirect 1%
Powershop Australia 1%
Other 3%
Don’t know 2%
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Location

Industry or primary
purpose of business

Regional
Metro

Professional,
Scientific and
Technical Services

Construction

Retail Trade

Administrative and
Support Services

Wholesale Trade

Financial and
Insurance Services

Agriculture, Forestry
and Fishing

Transport, Postal
and Warehousing

Rental, Hiring and
Real Estate
Services

Manufacturing

Health Care and
Social Assistance

Accommodation
and Food Services

Other

@» NEWGATE RESEARCH

29%
71%

25%

11%

11%

7%

5%

5%

4%

4%

4%

3%

3%

2%

14%

Electricity
company

AGL Energy
Origin Energy
EnergyAustralia

Red Energy

Lumo Energy
Simply Energy

ActewAGL
Momentum Energy

Alinta Energy
Click Energy
Diamond Energy

Dodo Power and Gas
Ergon Energy

Powerdirect
Powershop Australia
CovaU

Don’t know

Other

29%
26%
17%

6%

4%
4%

3%
3%
2%

2%

0%

1%
1%

1%

1%

1%

0%

1%

" [ihs } APPENDIX 2: PARTICIPANT PROFILE

Gas

Gas
company

Have electricity
and gas with
same provider

Premises
Ownership

Mains connected
Not connected
AGL Energy
Origin Energy
Energy Australia
Simply Energy
Red Energy

Lumo Energy
Momentum Energy
Aurora Energy
ActewAGL Retall
Alinta Energy
Click Energy

Dodo Power and Gas
Other

Same

Different

Own
Leasing

39%
61%
40%
20%
14%
10%
4%
3%
2%
2%
1%
1%
1%
1%
0%
74%
26%
67%
33%
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