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Background

This document provides a summary of results from the Staggd Round 2 phase of East Gipp
customer engagement for their 2018 pricing submission to the ESC.

East Gippsland Wate(EGW)engaged Insync to partner with them to deliver their surveypecifically, East
Gippsland Waterasked Insyncfor:

A greater certainty about areas on which there was higigreement in he Stage 2 qualitative

research,

more clarity on areas where consensus was not high inglstage 2 qualitative research

to learn about views that have not been raised in éhStage 2 qualitative researchand

an initial limited underdanding of trade-off potentials.

Identifying areas on service levels, commitments, outcomes that can be taken to the next stage of
customer engagement that will add value and influence final price to customers.

Insync engaged for independence and statisticakpertise.

> > >

Methodology overview

East Gippsland Water elected to utilise an online survey for this stage of their customer engagememée survey
process is outlined below.

Online survey developed based on earlier customer engagement

Online survey launched y Insync and disseminated by East Gippsland Water

Survey was delivered in a manner that considered fit for purpose and suitable for EGW customers
Survey approach ensured total regional coverage and diversity

Survey in field between the 1% of Ocbber until the 5h of December 2016

A prize draw was offered as an incentive ($100 off your water bill)

Insync undertook data analysis and created a results portal

Insync developed a summary document

Hardcopies of the survey provided for distribution atdal Neighbourhood House centres
throughout towns in East Gippsland.

A consistent approach was used in cases wheseirvey questions completed in hard copy were
either omitted or not followed.

Dy D D> DD D

pN

Survey development

Insync developed a set of draftopics forsurveybased on the earlier qualitative research undertaken in Stage 2.
East Gippsland Water engaged with their Customeoi@mittee (CC)to workshop and review thesurveytopic and
provide new ideas, questions aappropriate. Tle topics (and resulting surveytems) were taken to the EGW board
to highlight CC input andnfluence, and were then finalised in conjunction with Insync.

Survey dissemination
East Gippsland Water disseminated the survey in a variety of ways to maximise the responsetoasttempt to

capture representative responses throughout the regionlhe target response rate was n=400 to provide a
confidence interval of 95%+5. Alanding page was created on the East Gippsland Water website with a brief
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at a water café, or by picking up a hardcopy survey at a Neighbourhood House or directly from East Gippsland
Water. The survey was further publicised via social media and through Eagt @is | a n d
engagement channelsincluding local newspapers and news sheef3espite the development of online facility for
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explanation of the purpose of the survey.dgpondents were invited to complete the survey online, via attendance

Wat er s

customer engagement, the majority of survey responses were receitatough water café at markets fairs and
shows throughout the region where the surveys were completed online by using ipadiad the water cafes not
been utilised to the degree they were, the response rate for the surweguld have been too low to enable

sufficient confidence in the results.

The table below outlineghe locationsof the Water Cafesand Neighbourhood and Community Househat

collected surveys.

Water Café Location

Lucktoberfest

Surveys
completed

Approx.

60

Neighbourhood and Community

Houses

Bairnsdale Neighbourhood House

Surveys
completed

exi st

Addiionalsur vey d s

Front Counterd Head Office

Surveys
completed

Childrends Wee 4 East Bairnsdale Community House 1
Eagle Point Fete Approx. 60 Bemm River Neighbourhood House 1
StBrenhknds Fete Approx. 70 Buchan Neighbourhood House 2
Bairnsdale Show Approx. 80 Cann River Neighbourhood House 6
Orbost Primary School fete Approx. 15 Lakes Entrance Neighbourhood House 33
Omeo Show Approx. 20 Mallacoota Neighbourhood House 14
Paynesvlle Market Approx. 35 Orbost Neighbourhood House 9
Bruthen Market Approx. 20 Paynesville Neighbourhood House 33
Metung Primary School Approx. 20 Swifts Creek Neighbourhood House 3
Howitt Park Market Approx. 100

Mallacoota Market Approx. 50
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Reply Paid mail 35

Social media

The two screenshots below are examples of East Gippsl a
in the customer engagement procss.

r East Gippsland Water
g East Gippsland Water i November
B 9 2 November

)

a

Orbost Primary School twilight fair is on tonight. Why not come and see us
Have your say and go into the draw to win $100 off your EGW account at our water cafel

Simply click on the link below and fill in our survey.
http://www.egwater.vic.gov.au/price-submission-2018-2023/

)

Price Submission 2018-2023 | East Gippsland Water

Have your say on East Gippsland Water's future Price Submission 2018-2023 Help
shape East Gippsland Water services East Gippsland Water provides water and
sewerage services to towns across East Gippsland. We are owned by the State

¥ Like @ Comment

Like ® Comment Share
Figure 1: East Gippslotond Water

Figure 2: A example of an East Gippsland
of the survey Water water cafe.
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Respondent characteristics

The initial aim for the survey was to reach n=400 respdents to achieve a confidence interval of 95%5. A total
of 820 respondents fully completed the survey, while 921 completed part of the survéhis provides additional
comfort that the results can be interpreted as reflecting customer sentimerAs a result, many of the charts in this
report have between 820 and 921 responses includedOf all of the respondents, 96% identified as Ea&ippsland
Water customers. This response rate is a reflection of the lengths East Gippsland Water went to in ordertttega
as many responses as possible from a wide range of demographics. Such a high response rate should be
celebrated.

Demographic %
Customer Yes 96% (n=815)
No 4% (n=33)
Gender Female 66% (n=540)
Male 33% (n=271)
Year of birth Prior to 1945 13% (n=102)
1945-1960 31% (n=249)
1961-1980 35% (n=280)
1981 or afterwards 19% (n=155)
Prefer not to say 2% (n=19)
Aboriginal or Yes 2% (n=13)
Torres Strait No 96% (n=753)
Islander
Prefer not to say 2% (n=16)
Own/rent Own 84% (n=693)
Rent 14% (n=120)
Prefer not to say 2% (n=16)
Household Single person under 40 years 2% (n=21)
Two or more single adults under 40 years sharing 3% (n=23)
Couple under 40 years no children 2% (n=19
Family with children all or mainly under 12 years 30% (n=253)
Family with children all or mainly aged 128 7% (n=62)
Family with childen mostly 19+ years living at home 4% (n=35)
Couple over 40 years 34% (n=287)
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Single person over 40 years 12% (n=104)
Other 5% (n=42)
Financial situation Live comfortably 34% (n=292)

Meet basic expenses with a lite left over for extras  41% (n=349)

Just meet basic expenses 16% (n=140)
Dond have enough to meet basic expenses 3% (n=23)
Prefer not to say 6% (n=48)
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Findings

The results presented in this section aralso provided electronically throuig a portal specifically set up for use by
East Gippsland WaterThe portalenables readers @irther detailed demographic breakdowns and all commesit

For items that were asked on a 7 point scal'om 1 Strongly disagree to 7 Strongly agrea,percentagefavourable
rating has been provided. This rating relates to tH&proportion of respondents who have selected agree or
strongly agree. Slightly agree is considered neutral.

General

Are yu aware of East Gippsland Water's Customer Financial Assistance Program?

The majority of respondents@5%) wer e not aware of East Gippsland Wat el
Program.

Yes: 35%

/

No: 65%

Are you aware of East Gippsland Water's Customer Financial Assistance Program?
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East Gippsland Water should assist customers in genuine finanased

The majority of customers agree that East Gippsland Water should be providing assistance to customers in
financial need.

40%

w
=
=S

20%

Relative Frequency

10%

0%

East Gippsland Water should assist customers in genuine financial need

Percent favourable: 74%

38%

36%

12%
10%
- . I — — — -

2%
Strongly Disagree 2 Slightly Neither Slightly Agree 6 Strongly
disagree 1 disagree 3  agree nor agree 5 agree
disagree 4 7
(n=846)
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| would like to see or change my account details and billing information online

Respondents varied in their agreement with usg online services to change account details and billing
information. Thirtynine per cent of respondents were neutral.

Percent favourable: 38%

40%
31%
= 30%
]
s
v
=
o 19%
v
2
re
% 11% .
& 10% 9% 8%
. . . .
5 oL ok . o .
Strongly Disagree 2 Slightly Neither Slightly Agree 6 Strongly
disagree 1 disagree 3  agree nor agree 5 agree
disagree 4 7
(n=846)

| would like to see or change my account details and billing information online

As shown in the chart below, the age demographic shows substantial differences between groups. The eldest
respondents were least likgf to want to change their details or access information online.
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Percent favourable: 38%

Prior to 1945 (n=99) 15%

1945-1960 (n=244) A1%

43%

=1
=
2
= 1961-1980 (n=273)
-
(=)}
<

1981 or afterwards (n=153) 46%

Prefer not to say (n=19) :37%

0 20% 40% 60% 80% 100%

X

Percent favourable

| would like to see or change my account details and billing information online

Similarly, financial situation plays a role. The more financially comfortable a respondent is, the more likely they
were to favour online services (as shown below).

Percent favourable: 38%

Live comfortably (n=288) — 41%
~ Meet basic expenses with a little .
S left over for extras (n=342) _ e
= P
= ‘
Y Just meet basic expenses (n=135) _ 30%
= .
C :
z Don’t h ht t basi

on’t have enough to meet basic
E expenses (n=22) _ —
Prefer not to say (n=47) _ 32%
0% 25% 50% 75% 100%

Percent favourable

1 would like to see or change my account details and billing information online
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| would like to findout about leaks and interruptions to my water supply and sewerage services by
SMS/text

Consistent with the question above, there respondents were split on whether they would like to receive SMS
notifications about leaks and interruptions. The demographdifferences driven by agewere also similar.

Percent favourable: 60%

40%
31% 30%
= 30%
¥)
=
)
=
o
T 20%
() 16%
2
o
i
v 9%
= 10% 7% =
- - -
Strongly Disagree 2 Slightly Neither Slightly Agree 6 Strongly
disagree 1 disagree 3 agree nor agree 5 agree
disagree 4 7
(n=845)

| would like to find out about leaks and interruptions to my water supply and sewerage services by SMS/text
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| would like to find out about leaks and interruptions to my water supply and sewerage services through
social media (e.gFacebook/twitter)

Respondents were less likely to want to receivetification about leaks andinterruptions via social media. Note
the high proportion of neutral responses.

Unsurprisingly, older respondents were less likely to favour this method.
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