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ENGAGEMENT #101: WHAT NOT TO DO……
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“We will request you to move from your houses after the dam comes up. 

- former Indian Prime Minister, Morarji Desai at a public meeting at a  
submergence zone of Pong Dam in Madhya Pradesh

If you move it will be good. 
Otherwise we shall release the waters and drown you all.”



WHAT OUTRAGES PEOPLE ABOUT HOW COMMUNITY 
ENGAGEMENT IS CARRIED OUT?
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When I feel that……….

Engagement is
token effort

Only the voice of one
interest  group is being
heard

I don’t get the chance
to have a say

My say hasn’t been
incorporated into
final decision

An organisation has not 
attempted to understand
my position

Source: BBS 2011 Community Engagement Survey



WHAT IS THE MOST IMPORTANT FACTOR FOR 
SUCCESSFUL ENGAGEMENT?
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Source: BBS 2011 Community Engagement Survey

Time

Good Engagement People

Good Project PeopleInformation

Clearly Communicated
Negotiables

• Keep it simple

• Providing the right information is vital

• On-line popularity increases but not for all

• Close the loop



NEED A FRAMEWORK?
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Barclay Model

The IAP2 Community Engagement Spectrum



THE FUNDAMENTAL COMMUNICATIONS CHALLENGE
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WP 3 that complies with Guidelines

Something the community easily understands
FROM: TO:



REMEMBER THE BASICS….
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Water is the most essential of essential services
• 82% agreement across Victoria*

: *Source The Victorian Water Customer, Water Services Needs and Values, Victorian Water Utilities/DSE September 2011 (Accenture)



EXPECTATIONS & PRIORITIES
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BUT NOT ALL CUSTOMERS ARE THE SAME……
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ENGAGEMENT STRATEGY IMPLICATIONS
•Broad range of customer representative groups

•Broad range of stakeholder representative groups

•Tailored communications

•Multiple channels

•Specialised solutions



UNDERSTAND CONTEXT
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A STRONG STARTING POINT…....
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Source The Victorian Water Customer, Water Services Needs and Values, Victorian Water Utilities/DSE September 2011 (Accenture)



ENGAGEMENT ROADMAP
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PHASE 1
“FOUNDATION”

PHASE 4
“COMMUNICATE”

(Final Decision)

PHASE 3
“FEEDBACK”

PHASE 2
“DIRECTION”

• Market Research
• Research Analysis
• Regulator Guidelines
• Community Advisory Group

• Stakeholder input
• Clarify regulator expectations
• Trade-Offs
• Business Cases
• Key 3rd Party Advocates
• Special Interest Groups
• Identify Negotiables
• Shape initial direction

• Narrative/Key Messages

• Public Draft
• Test Trade-Offs
• On-Line Testing

• Willingness to Pay
• Stakeholder briefings
• Community forums
• Fine tune final submission

• Confirm customer perspectives
• Initiatives to address concerns

• Key Messages
• Alignment with Regulators
• What am I paying for?
• How can you help me?
• Multiple channels
• Community briefings

• Ambassadors



DIGITAL OFFERS HUGE FLEXIBILITY
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BILL IS STILL THE #1 TOUCHPOINT
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Better bills can plug information gap about why costs rise 
Time to focus on the big picture of energy costs  

CHOICE welcomes the NSW Government’s move to provide consumers with more information about 
higher energy bills and says the approach should go national to include other reasons for rising costs.  
 
The NSW Government says energy retailers will soon have to itemise carbon and renewable energy 
costs on household bills and CHOICE believes this right to know could go further to scrutinise other 
much higher costs.  
 
CHOICE believes bills should provide a basic break down so that consumers can see where their money
is going, including electricity transmission, distribution, retail and environmental costs.  
 
They should also receive comparisons to average household bills, for example in their suburb.  
 
“The main factor driving NSW electricity costs the next few years is building more poles and wires, 
with electricity distribution costs increasing by 62% between 2009-10 and 2012-131, but there is 
nowhere near enough pressure to reform the energy sector and break this cycle,” Mr Levey says.  
 
“When there’s evidence that every dollar spent on cutting demand by say improving energy efficiency
could save more than two dollars, making prices fairer and more transparent for households should be
a priority, not just in NSW but around Australia.”  
 
CHOICE is campaigning for reforms to the energy sector to create fairer prices, better products and 
more empowered energy consumers. Read more about CHOICE's energy campaign.  

 



CLOSING THE LOOP (WP2)….
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WP 2 DEDICATED WEB SITE
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WP 2 DEDICATED WEB SITE
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WP 2 DEDICATED WEB SITE
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BLACKBURN LAKE

AFTER ALL……..
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“We will be expecting all water 
plans to countenance thoroughly
the relationship between 
proposed expenditure and value-
for customer and value-for-
money………….

……If you do not have a strategy 
for defining, creating and 
delivering value, then what 
exactly are you doing?”




