
  

   

Final Minutes 
Customer Advisory Panel – Meeting 1: Customer commitments, solar hosting, network 
strategy, proposed customer preferences research, and a forward view of CAP topics for 
2021 
 

Meeting   

Date Thursday 25 February 2021 

Time Meeting from 10:00am – 1:00pm, including a 15-minute break 

Location Microsoft Teams 

Facilitator  Adam Nason  

Attendees CAP members: Gavin Dufty, Dean Lombard, Tennant Reed 

CPPALUE: Renate Vogt (General Manager Regulation), Joanne Pafumi (General 

Manager Corporate Affairs), Scott Russell (General Manager Strategy and 

Customer Group), Adam Nason (Head of Customer Experience), Brent Cleeve 

(Head of Regulation), Greg Hannan (Head of Network Strategy), Megan Willcox 

(Manager Regulatory Projects), Bill Fahey (Manager Embedded Generation), Claire 

Cass (Network Solutions Manager), Reece Jamieson (Performance Manager), Ellen 

Lukin (Regulatory Analyst) 

Apologies  Shelley Ashe, Sonja Lekovic 

 

Agenda items and actions 

Item  Who Item Actions 

1 Adam 

Nason 

Welcome and safety moment  

• The safety moment for today is focused on 
customer privacy for our customers that are 
flagged as victims of domestic and/or family 
violence  

• We are currently working with our retailers to 
investigate whether we can suppress certain 
customer details during the market transaction 
process to enhance our customers’ privacy  

• The challenge is to ensure these customers 
continue to have access to all the services we 
provide i.e. SMS notification during outages and 
life support arrangements, while maintaining their 
privacy. 

No action required 

2 Adam 

Nason 

Customer Commitments 

Key feedback  

• Overall, there was support of the journey undertaken 
to draft the customer commitments.  

• There was a recommendation to build in a reflection 
point to review the commitments to ensure this 
remains a ‘living document’. For example, build in 
community consultation at certain points in time to 
allow it to be updated with the shifting preferences of 

CitiPower, Powercor 

and United Energy to 

revisit the groupings 

of the Customer 

Commitments and 

recirculate  

 

CitiPower, Powercor 



  

   

customers. 

• Recommend reviewing the consistency of drafting for 
the customer commitments to ensure ease of read. 
For example, frame all commitments the same way 
i.e. “we will do this”, or “you will get that”. Currently, 
it is a mix of both.  

• Highlight who the customer commitments were 
drafted for. 

• It was proposed to list the customer commitments in 
a hierarchy of importance when published, noting the 
order may shift over time.  

• Revisit the grouping of customer commitments. For 
example, it could be argued that DER is about 
customer choice rather than the environment. It was 
noted that it is important to get these groupings right.   

• It was acknowledged that affordability is crucial and 
the nature of the commitments for this group is 
valuable. 

• Recommend considering a commitment focused on 
deeper facilitation of energy management for 
customers  

• There was a concern on whether 40 customers across 
three networks was enough engagement. There is a 
potential to bring more customers in to finalise and 
fine tune the commitments. 

• Overall feedback that these commitments show 
transparency to customers, which is valuable  

• Recommendation to provide more context around 
some of the commitments. For example, without the 
nuanced understanding of what reliability supply is, 
the customer commitment may not be that valuable 
to an everyday customer. 

• Recommendation to perhaps provide information on 
how you will meet these commitments. For example, 
what will the business do to reduce planned outages.  

• Recommendation to provide more context around the 
most affordability distribution network commitment 
and whether it is by feeder type, by country/state.  

and United Energy to  

circulate the customer 

commitment reporting 

templates 

  Break  

3 Claire Cass, 

Bill Fahey 

Solar hosting 

Key feedback  

• Strong feedback on the importance of educating 

customers on the issue of increasing solar 

penetration. There is a lot of skepticism as 

customers see distribution networks as blockers to 

using green energy. 

• Customers need to know distribution networks are 

not trying to stop solar but instead trying to enable 

it. Recommendation to uplift this conversation to 

build trust.   

 



  

   

• Recommend different framing of this topic. For 

example, it is less about ‘a problem we are fixing’ 

and more about ‘enabling customers choice’. 

• Agreement that it would be damaging to frame 

this issue as “we need to stop you from damaging 

everyone”. But instead, frame it as ‘here is how we 

can save you money through the smarter use of 

what you’ve got’.  

• There will also be a portion of customers who will 

not want to connect with the network and instead, 

only self-consume. Recommend speaking with and 

building trust with this group too. 

• There was a question on whether a dynamic 

connection agreement would need to be 

renegotiated if a house is sold and a new customer 

moves in. This could be a value add for property 

• Recommend clear communication for the value 

this arrangement creates, both for the individual 

connecting and everyone else.  

• Need to uplift the customer choice. For example, a 

customer could elect to have a lower export limit, 

or perhaps a higher export limit but the 

distribution network has the ability to cut them off 

when they need to.  

• Question around how many customers needed in a 

dynamic operating envelop to make it work. 

• Recommend beginning to think about how the 

business will contextualise the dynamic operating 

envelopes in the broader context of the energy 

market i.e. export tariff rule change.  

• The increasing in DER will impact local 

government. Need to show them the value this 

could provide. 

• Question on how much emphasis you put on 

installers verse retailers verse original suppliers of 

equipment into the country. This will be very 

important to guide the focus of non-compliance 

investigations.  

• Recommendation to build up the testing and 

auditing requirements. Residential customers do 

not know whether their kit is compliant so the 

responsibility should not be their responsibility.  

4 Megan 

Wilcox 

Proposed research on quantifying customer values and 

preferences 

Key feedback  

CitiPower, Powercor 

and United Energy to 

re-engage with CAP on 



  

   

• General consensus that the proposed research will 

be valuable 

• Engaging with customers on what they think is of 

value is more valuable than relying on assumptions. 

However, it was noted that this is a rapidly moving 

space and as such, it was recommended to conduct 

this period periodically.   

• It was noted that an interesting part of the 

proposed research will be reflecting whether 

investment is smeared across what all customers 

want or instead, more focused on what one group 

of customers want 

• The meaningful part of this research will be 

investigating how customers value your services 

relative to other services 

• Recommendation to look at a customers’ value and 

preferences about ‘information’. For example, how 

can a customer make the impact of a blackout, as 

small as possible?  

• Get a clear line of customer expectations. It will 

provide a good basis for how you manage them in 

the future.  

• It would be beneficial if you conducted the research 

in a segmented way in terms of customer groups  

• Research needs to force trade-offs between 

customers; however, it is critical to ensure the 

nature of the trade-off questions are presented 

in an understandable way 

developing the 

proposed scope of the 

research 

 

5 Greg 

Hannan 

Our approach to Demand Management, Network strategy 

and trials in the face of disruption 

Key feedback 

• Overall, the CAP was pleased about the thinking 
and work being done in this space. The CAP notes 
that this work is very important to positive long-
term customer outcomes.  

• The stakes are high in getting this right 

• Recommendation to continue to actively play in this 
space and look at how you can make demand 
management offers as clear and protective of 
customers’ individual interests as possible 

• It is important to align with retailers and/or third 
party offers on demand management contracts 

• A risk was raised on the potential for confusion and 
distrust in this space 

• There is real potential to reduce energy costs for 
consumers and the experience and practical offer 

 



  

   

on how to connect with customers to enable this is 
critical 

• Opportunity to develop a rewards card. This helps 
customers figure out how everything links together.  

• Humanise the transaction – recommendation to 
build out the value proposition of demand 
management and how it helps the individual and 
the broader community.  

• A risk was highlighted that if you develop this with 
just the technical angle you will only reach a certain 
type of customer 

• It was noted that people like benefits going to their 
community more so than themselves sometimes, 
which is an angle that could resonate with 
customers and be used to build the value 
proposition  

• “Be part of the future” – there is a big value 
proposition for communities that you could build 
here 

• There are learnings from EQ, Jemena and Ausnet 
from their own trials that should be leveraged.  

o An interesting learning from the Jemena 
trial is that people were more responsive 
to a reward that went to their school, 
rather then themselves.  

• The critical part of this is the sociological aspect, 
rather then the technical part.  

• You need to work out the stories and value 
propositions for different customer groups. 
Recommendation to explore why different 
customer groups would like to participate in a trial  

o It is critical to keep in mind the vulnerable 
customers. These are the people who 
could significantly benefit from the reward 
of such a program.  

• Recommend working on messaging to make it clear 
that participants in the trial are benefiting but also 
the broader community is too. This assists in 
building social good.  

• There was a concern around the emerging demand 
management capabilities and how to manage 
payment difficulties. It is a high stakes way of trying 
to reduce customers usage. 

6 Adam 

Nason 

Forward view of topics 

Key feedback  

• Recommend the sessions go into more granularity 
to bring out the uniqueness of each network. 

• Broader public policy discussions from state and 
federal governments. 

o What are the interventions you are 

CitiPower, Powercor 

and United Energy to 

circulate finalised CAP 

agenda for 2021 

 

 



  

   

operating within? 

o What are / are not beneficial?  

• Recommend a discussion on the impending set of 
medium terms and strategy for emissions. Propose 
some consideration and discussion on the 
implications on DNSPs.  

• Recommend a discussion following NEM 2025 
decision. Working through implications for network 
development particularly around demand side 
participation will be very important.  

• DER integration and emerging technology including 
tariffs (including export tariffs), EV strategy, battery 
trials.  

• Digital innovation 

• Long term scenario modelling  

• Testing the idea of public safety power shutdowns 
to prevent fire starts with the CAP and how this 
interacts with REFLL investment. 

CitiPower, Powercor 

and United Energy to 

consider subgroup 

discussions to ensure 

we can have deep dive 

discussions on more 

topics 

7 Adam 

Nason 

Actions and additional items for discussion  No action required 

8 Adam 

Nason 

Meeting close at 12:40pm No action required 

 


