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Overview of Draft Proposal
Customer Experience Initiatives

AusNet Services’ customer-centricity
journey: Focus 2021
Focus 2021 was initiated in FY17

Strong focus on
customer reflected in
strategies and plans
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Customers have to be at the centre
of our plans
Who is the customer?
The customer is the
end consumer of the
energy we supply
and products &
services we offer.
The fact that we are
one step removed
from the end
customer does not
change this – we are
an integral part of
the ‘energy chain’.

Why should we care?

Increased
customer
satisfaction

“I have choices and
I am changing the
way I buy energy.
New technologies
are attractive to
me”

“When it goes
wrong for me,
you are causing
me pain, and
creating cost”

What is the outcome?

“I pay more for
energy than
every before, I
deserve your
attention!!”

Simplification
& cost out
Better business
outcomes
A new way of
thinking

Focus for
prioritisation
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Customer-centricity journey
CUSTOMER

Aug 2017: Offsite ‘How will the customer
shape the future of the networks’

Oct 2017: Line of business plans – gas, electricity
distribution and transmission

Nov 2017: Decision to get an externally verifiable
customer satisfaction measure
Dec 2017: Start of journey mapping for
distributed energy

Feb 2018: Digital survey – prioritise our services in
importance

March 2018: Maturing customer centricity
plans and actions
Formation of the Customer Forum for the
2021-25 EDPR
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EDPR 2021-25 Customer Forum
Ground-breaking trial that will see AusNet Services negotiate its proposed
service offerings and expenditure directly with highly-skilled, qualified
individuals appointed to formally represent the perspectives of customers

1
2
3
4

Lead a transformational shift in customer relations

Identify the perspectives and preferences of our customers

A more transparent regulatory process

Negotiate and agree elements of regulatory proposal
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Examples of customer-centric changes
and outcomes achieved to date

Digital service channels

Accountability for
customer

Customer notifications
and alerts

Our growing number of online tools is simplifying our processes for customers and
shortening the time required to fulfil customers’ needs, e.g.:
• solar pre-approval tool for customers installing less than 15KW,
• customer connections calculator which allows customers to obtain an estimate for
connection costs within minutes

Major restructure undertaken that:
• Brings together our field services staff responsible for customer-facing interactions
(e.g. new connections, planned outages) with our customer contact centre.
• Creates a centralised, senior point of accountability within the company for customer
experience outcomes, supported by considerable resources (recruiting now).
• Involves regular meetings between senior management and regional customers.
• Includes three dedicated staff to manage relationships with our largest business
customers, community renewable groups, and large generators seeking to connect to
our network (appointed).

We’ve enhanced our outbound customer communications, sending more than 1.3
million text messages to customers about planned and unplanned outages – a 20%
increase in 2017, despite a year of record reliability on our network; and we have
supplemented this with an increased social media presence.

Understanding our electricity distribution
customers better

* Please note that the Customer Forum initiated a number of these visits independently of AusNet
Services
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Looking forward:
Actions to improve customer experience agreed
with the Customer Forum

3 items that are
the focus of the
customer
experience deep
dive
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Looking forward:
Actions to improve customer experience agreed
with the Customer Forum (cont.)
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Looking forward:
Actions to deliver further benefits and services to
customers from smart meters agreed with the
Customer Forum

11

Looking forward:
Actions to deliver further benefits and services to
customers from smart meters agreed with the
Customer Forum
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Looking forward:
Actions to improve customer experience agreed
with the Customer Forum (cont.)
 Funding and costs
› Many of the initiatives will be completed this regulatory period (2016-20)
and hence will be funded within our allowance
› At this stage, the only initiative that extends to the 2021-25 that has a
material cost is the ongoing annual customer research program. The cost
of the research program is reflected in our operating expenditure proposal
and would be no more than $400,000 per annum (less in some years)
› The costs of other initiatives are not material and will be absorbed in our
costs
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Additional customer experience actions
considered – but not included in our
proposal
 Key additional ideas for customer experience actions considered by
AusNet Services and the Customer Forum
Initiative

Comment

Provide information to
customers on unplanned
outages post-resolution

Focus is on providing good real time information in the event of an outage utilising
smart meter data
Further customer research may be considered to engage with customers on its worst
performing feeders to gauge their preferences regarding information provision
Improving outage management processes will also be subject to customer journey
mapping to fix customer pain points

Make the
myHomeEnergyPortal
more user-friendly

Considered low priority due to low usage of portal

Become active member
of Thriving Communities
Partnership (TCP)

Suggested as a means of obtaining information on vulnerable customers. TCP
advised that, due to not having explicit informed consent from the customers whose
data is held by TCP, AusNet Services would be unable to access this data.
This would not preclude AusNet Services from taking part in other joint initiatives
undertaken by TCP. However, given the $40,000 joining fee, AusNet Services does
not propose to join TCP at this stage, and instead pursue initiatives to support its
vulnerable customers via collaboration with advocates and by using our smart meter
data.
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Looking forward:
Customer satisfaction incentive scheme
› Current incentive scheme provides a financial incentive to answer customer
telephone calls within 30 seconds
› Very limited in terms of providing broad incentive for customer satisfaction
› Proposed incentive scheme replaces the phone answering incentive with a broader
incentive scheme
› Proposed that the incentives would relate to the following services that are most
important to customers:

› See the separate presentation on the incentive scheme for more detail
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Actions to improve customer experience
agreed with the Customer Forum
 Your feedback is sought on the customer experience actions
Alignment with customer
needs

Gaps and additional ideas

Delivery issues and tips
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Deep dive on customer experience
initiatives
Agreed customer experience actions

Deep dive focus
 Customer experience initiatives subject to more detailed deep dive
1. Ongoing customer research program
2. Fixing customer pain points
3. Future collaboration with customer representatives – including on the
use of smart meter data and assisting vulnerable customers
 Seeking input and views on
› Alignment with customer needs
› Gaps and additional ideas
› Delivery issues and tips
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1. Ongoing customer research program
 Objective
› To understand our customers’ needs, wants and preferences in a cost
effective and continuous way, to ensure that we meet their expectations
and improve the customer experience
 What is proposed?
› Annual, systematic program of research that represents a step up from
current activities (see table below and Attachment 1 for detail)
 How will it be used by AusNet Services
› Key resource for new Head of Customer Experience
› Directing where our customer experience attention is needed and sought,
and guiding resourcing and network expenditure programs
› How best to design and deliver customer experience improvements
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Overview of proposed research program
Type of research

Size and frequency
proposed

Outputs and application

Customer Satisfaction Program
(Telephone survey conducted by
Customer Service Benchmarking
Australia)

750+ distribution customers
Quarterly. Data collection
commenced in early 2018

• Proposed customer satisfaction incentive
scheme
• Tracking performance
• Training for call centre employees

Attitude and perceptions survey
(Online survey)

1,000 residential and small
business customers
Survey every 2 years

• Informing our future strategies, including
investment e.g. to support solar
• Issues facing individual customer
segments

Future household electricity demand
(RMIT ARC linkage project mix of research methods)

3 year project

Forecast the impact that changing customer
behaviour, as enabled by digital technology,
will have on our network and how this
change is best managed

Field and tab surveys
(Fast and response surveys on hot
topics)

300 residential and small
business customers
As needs

Focused attitudinal data from particular
customer groups and on particular topics

Customer Service (Facebook)
Survey

100 residential customers

Continue to measure and monitor those
services that are genuinely important to our
customers

‘Deep dive’ Project Research
(discretionary research)

Will depend on project

Designing projects that have significant
customer impacts e.g. noise, amenity

Life Support Customer Research
(discretionary research)

Life support customers

Better understanding of unique needs of life
support customers (and their carers)
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Ongoing customer research program
 Your feedback is sought on
Alignment with customer
needs

Gaps and additional ideas for
the research program

Delivery issues and tips
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2. Fixing customer ‘pain points’
 What is proposed?
› We are working to
• identify customer ‘pain points’ - i.e. where our customers are seeking
improved services and/or interactions with us
• systematically deliver solutions to address these
› From 2018 to 2020, we are working on customer journeys to improve
• Solar (or distributed energy resource, DER) connection processes
• New electricity connection process
• Outage management processes
› Customer satisfaction surveys and complaints data identified these as
priority pain points for electricity distribution customers
› Improving solar connection processes has also been prioritised given the
Victorian Government Solar Homes rebate program
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Example: Solar connection process
improvement
- we map the customer ‘journey’ end to end
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How are we doing it?

Customer Experience Capability Streams
CUSTOMER/USER RESEARCH & ANALYSIS

• Current state mapping

• Customer/user research

DESIGN & PROTOTYPING

• Service design

• Future state designs

• Prototyping

• User Interface/User
Experience Design

• Concept testing

• Usability Testing

• Change impact analysis

• Change communications

EVALUATION

• Benchmark review
CHANGE & COMMS
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Example: Solar connection process
improvement
- we identified pain points…..set a baseline
What/why
1

2

3

4

5

6

A baseline
Website content & guided
navigation
New pre-approval system

Centralised logging tool

Ownership 1.5-5mW

Community DER liaison

Status

Measured Net Promoter Score – ‘would you refer us’.
Established relationships with 15 installers

Measured Jan 18. Measure
again Jan 19.

User defined – solar installers as a proxy for customers.
Developed guided navigation and refreshed content

100% increase on visitation.

Aims to increase automation.
Today takes 0-15kW solar only
Tomorrow 0-30kW solar & batteries
We couldn’t tell how many enquiries we were getting, too many entry points.
Inclusion of >30kW with a single customer entry point to improve visibility of
enquiries.

Customers very frustrated, took a long time for a customer to get a very
expensive answer. Lined up processes with the Energy Connections team.

No point of contact for community groups interested in DER. Low trust from
these groups as a result.
Recruited Chris Catanese to fill this role.

Goes live Feb 2019 should
provide the biggest benefit.

Went live Nov 2018.

Some processes still to be
mapped but most complete.

Already getting positive feedback
from community groups, they are
being ‘heard’.
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…and are solving for them…
What/why

Status

7

Manual process

For >30kW and the 20% that fall out of the automated process.
Looking for efficiencies and consistency between regions to decrease load on
design engineers.

Establishing as is process &
timelines
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Website content &
communications

To support the pre-approval tools, speak to installers and communicate internally
how we are working and the benefits

Communication &
change plan finalised.
Rollout commenced

9

10

11

Customer invoicing

Unauthorised connections

Building capability

Too many invoices & too slow.
3 steps : cost reflective charges, charging once & automating process

There are some customers who are not getting approval for their installations and
this can cause a safety issue if we don’t know a site is live..

Missing skillsets and resourcing across user experience, service design,
customer communications & change.

Folded 2 invoices into 1 and
improved clarity of charges

Assessing data and sizing the
issue and potential treatments.

Taken on external resources &
building internally.
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We talk to customers or their proxies to get
feedback and test…

“AusNet is quite thorough –
we like that.”

“I think AusNet is really
supporting solar
customers.”

“AusNet engineers are really
helpful – I’ve spoken to two
and both were extremely
helpful “

“AusNet takes longer than any other
DNSP… clients have “the shock of
their life.”

“Cut (the forms) down to the bare
bones. The retailer… they’re just
bamboozled when they look at
them.”

“Make it quicker… Once (customers)
make a decision and pay the fee they
get excited…. Customers feel like
they’re losing out on every sunny
day.”
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Fixing customer pain points
 Your feedback is sought on
Alignment with customer
needs

Gaps and additional ideas

Delivery issues and tips
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3. Future collaboration with customer
representatives
 What is proposed?
› Work closely with customer representatives to
• Identify and prioritise ways we can improve customer experience,
including through better use of smart meter data
• Improve our understanding of vulnerable customer needs
• Help equip community service organisations to assist vulnerable
customers
 How will this be delivered?
› Ideas are being developed with advocates
• Outreach partnership with the Consumer Policy Research Centre
(CPRC) is in place – 2 year project to improve AusNet Services’
understanding of vulnerable and disadvantaged customers and how to
best engage with them (AusNet Services funding of $155,000)
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Future collaboration with customer
representatives
 What is proposed?
› Work closely with customer representatives to
• Identify and prioritise ways we can improve customer experience,
including through better use of smart meter data
• Improve our understanding of vulnerable customer needs
• Help equip community service organisations to assist vulnerable
customers
 How will this be delivered?
› Ideas are being developed with advocates
• Outreach partnership with the Consumer Policy Research Centre
(CPRC) is in place – 2 year project to improve AusNet Services’
understanding of our vulnerable and disadvantaged customers and how
to best engage with them (AusNet Services funding of $155,000)
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Future collaboration with customer
representatives
› In partnership with the CPRC we are
• Identifying the various types of vulnerabilities experienced by customers
on our distribution network and identifying where they are geographically
located
• Developing a data base of community service organisations/workers
that support vulnerable customers in our distribution network
• Identifying their energy information needs and developing material to
support engagement
• Trialling new, tailored outreach and engagement approaches
• Evaluating the effectiveness of engagement approaches for continuous
learning and improvement
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Future collaboration with customer
representatives
 Your feedback is sought on
Alignment with customer
needs

Gaps and additional ideas

Delivery issues and tips

32

Attachment 1: Customer research
program

Attachment 1: Ongoing research plan
1. OVERVIEW
This paper outlines a proposed, ongoing research plan for AusNet Services. The plan, which
covers research designed for each of our regulated networks (electricity transmission, gas
and electricity distribution), has been developed on a two-year basis. This approach
recognises that, to both efficiently manage costs and ensure access to timely and pertinent
customer data, some research activities would only be warranted every second year.
Budgetary estimations are also provided for each research activity.
2. OBJECTIVE
To date, customer research at AusNet Services has predominately been undertaken as a
part of five-year regulatory submissions. The output from these research efforts has sought
to ensure that our submissions reflect the needs and preferences of our customers.
There are, however, a number of issues associated with conducting research sporadically
and for regulatory purposes only. In the first instance, it means that the business has
relatively infrequent (i.e., every five years) access to contemporary customer insights. This
infrequency is undesirable given the rapid changes currently happening across the energy
landscape, particularly when it comes to changing customer behaviour. Secondly, it can be
a less cost effective approach. This is because a large quantity of research is typically
required to update our understanding from five years ago in a timely manner, driving up
research costs.
Therefore five-yearly customer research for regulatory purposes will not suffice. It is
important that AusNet Services commit to more regular and ongoing research efforts to
ensure that it understands its customers’ changing behaviours and service level
expectations. Developing a program of this nature will also avoid the price spikes in research
typically experienced at the outset of a regulatory review.
The overarching objective of the proposed research plan is:
To understand our customers’ needs, wants and preferences in a cost effective and
continuous way, to ensure that we meet their expectations and improve the customer
experience.
3. DESCRIPTION OF RESEARCH ACTIVITES
A number of required and discretionary research activities are being proposed as part of the
ongoing research program. These activities along with their budget allocation are presented
in Table A1 and discussed in detail in Section 4 below.
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Table A1. Overview of the research activity and budget
Activity
Sample Characteristics
Customer type
Required Research
Customer Satisfaction
Program
Attitude and Perception
Survey
RMIT ARC Linkage
‘Field and tab’ surveying
Customer Service Survey

Discretionary Research
‘Deep dive’ Project Research
Life Support Customer
Research

Indicative cost estimate
2019
2020

N

Elec (n)

Gas (n)

Transmission
(n)

Residential

2012

N/A*

N/A*

2000

250 per
quarter
1000

12 per annum

Residential
SME
Residential
Residential
SME
Residential

250 per
quarter
1000

–

–

$95,900

In design
600

In design
300

–
300

–
–

$40,000
–

$40,000
$42,000

200

100

100

–
$40,000

$8,000
$185,900

TBD
TBD

TBD
TBD

TBD
–

$75,000
$75,000

$75,000
$75,000

Project dependent
Life support

–
TOTAL (excl.
GST)
TBD
–

TOTAL (excl.
$190,000
$335,900
GST)
*While the Customer Satisfaction Program will form part of the ongoing research program, the costs will be allocated to each network as part of
the cost of continuous monitoring and reporting and hence have not been included in this budget.

Page 2 of 5

Attachment 1: Ongoing research plan
4. OVERVIEW OF ACTIVITIES
4.1 Required Research
The required research activities are designed to ensure that we remain up-to-date with the basic
needs, wants and preference of our customers across each network. These efforts focus on tracking
key customer sentiments on important issues and future scenarios. Each activity is described below.
4.1.1. Customer Satisfaction Program
The customer satisfaction program was implemented in 2018 with the objective of developing a
deeper understanding of customers’ satisfaction with performance across key operational activities,
establish baseline results, and identify areas of improvement.
The program comprises both qualitative and quantitative research. Qualitative research, in the form of
face-to-face interviews, is conducted for our transmission network. Specifically, we sample 12 directly
connected customers on a yearly basis to garner a better understanding of current performance and
areas of improvement. A quarterly telephone survey of 500 distribution customers represents the
quantitative component of the program. The operational activities assessed in the survey include
planned and unplanned outages, new connections and complaints.
The program will be used by a number of different teams and to inform a number of initiatives at
AusNet Services. For instance, the Customer Services team currently track and monitor their
performance on complaints. Additional empathy training for call centre employees has been
introduced following results from Q1 and Q2. The Strategy and Projects team have also been
observing performance on new connections as they continue work on journey mapping and improving
this process for customers. The Performance Process team have also been including the data from
planned and unplanned outages in their monthly reporting to identify areas of improvement.
Customer Service Benchmarking Australia (CSBA) is the research partner delivering the program.
4.1.2. Attitude and perceptions survey
The first attitude and perception survey was first conducted in April 2018 and focused on our
electricity residential and SME customers (n = 1000). The objective of this research was to
understand current uptake and future demand of services including:
• Solar power;
• Battery storage;
• Electric vehicles;
• Issues around continuation of supply; and
• Going ‘off grid’.
The results of this survey have been highly beneficial to the business in terms of formulating the
electricity distribution network strategy, and increasing our understanding of how future network use
will be influenced by new technology adoption.
To ensure that we remain up-to-date on customer sentiment on these issues this survey will be
conducted every two years. This research activity will also be expanded to include gas customers.

Page 3 of 5

Attachment 1: Ongoing research plan
Based on cost incurred this year, this is estimated to require an investment of $95,900 (every 2nd
year).
4.1.3. RMIT ARC linkage project
AusNet Services has partnered with RMIT University on a project with an overarching objective of
understanding and forecasting changing digital lifestyle trends and their impact on future household
electricity demand, including at peak times. The project will employ a mixed methods research
approach that includes ethnographic interviews, online surveys and future scenario workshopping.
It is envisioned that the insights gathered through this project will be particularly useful to the Network
Planning, Network Modernisation and Network Intelligence and Analytics teams as they work to
forecast the impact that changing customer behaviour, as enabled by digital technology, will have on
our network and how this change is best managed.
The funding proposal for this project was submitted to the Australian Research Council in July 2018
with an outcome expected in February 2019. As a Partnering Organisation, AusNet Services has
committed $40,000 per annum for the term of the project (3 years).
4.1.4. ‘Field and tab’ survey
As part of the recent research conducted for the upcoming Electricity Distribution regulatory
submission, a number of ‘field and tab’ surveys were completed among targeted customer groups
(i.e., small to medium businesses).
‘Field and tab’ refers to a research approach whereby a survey is put to the ‘field’ in a quick manner to
gather responses, with the data then ‘tab’ulated into simple data tables for reporting. Removing
lengthy design and reporting requirements means the business can gather insights on ‘hot topics’ in a
timely and efficient manner.
As outlined above, it is becoming increasingly important that AusNet Services remains on top of
changing customer behaviour and perceptions. It is therefore envisioned that the business will need to
employ a range of ‘field and tab’ surveys with various customer groups (esp. vulnerable customers) in
the coming years.
Two surveys, one for residential and another for SME customers, have been budgeted for in this plan,
based on costs incurred earlier this year. This focus has been guided by requests from within the
business for attitudinal data for these customer groups. The specific objectives of these potential
studies will depend on the ‘hot topic’ under investigation.
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4.1.5. Customer Service (Facebook) Survey
Facebook is fast becoming a cost-effective and appropriate way to engage with our customers. We
recently ran two online surveys, recruiting customers via Facebook, asking 200 of our gas and
electricity customers to rank (in order of importance) the services that they value from us. The
objective was simply to quantitatively validate those services most valued by our customers.
As mentioned above, the results of this survey have been used as an input into the broader Customer
Satisfaction Program (described above). It ensures that we continue to measure and monitor those
services that are genuinely important to our customers. The Customer Services and Operational
teams, responsible for the on-the-ground delivery of these services, also found the results of this
survey insightful.
We propose to continue this effort in the coming years as part of the required research program.
4.2 Discretionary Research
The discretionary research activities outlined below are designed to build on the insights gathered
through the required research activities. They are not required to maintain a minimum understanding
of our customers but are essential if we are to more deeply understand customers’ expectations with
the services that we deliver.
4.2.2. ‘Deep dive’ project research
AusNet Services embarks on a range of projects that often have a significant customer impact every
year. For example, large projects often result in additional noise in residential areas, changes to the
visual amenity of streets and disrupted traffic. Unfortunately, these projects are often designed and
implemented in the absence of customer engagement and research. We have therefore proposed a
budget over the coming years that would enable the business to conduct research with the customers
affected by significant projects ahead of the projects’ commencement. The key objective of this
research would be to ensure that these projects are designed with critical customer input and
consideration.
It is envisioned that this research would typically adopt a qualitative methodology, thus the budget
allocation of $75,000 is based on our past experience and incurred costs with medium-scale
qualitative research efforts.
4.2.3. Life Support Customer Research
From an operational perspective, we have and are making a considerable effort to improve our level
of engagement with life support customers over the past few years. However, further work is needed
to better understand their needs, particularly when it comes to electricity, and how we could better
service them.
As such, as part of the ongoing research program, we propose customised qualitative research. The
objective of this research would focus on developing a more nuanced understanding of the potentially
unique needs and wants of life support customers (and their carers) in the context of electricity.
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Attachment 2: Using customer journeys to
improve customer experience
Description
As part of our transition to becoming a more customer-focussed organisation and to continuously
improve customer experience, we recognise there is a need to establish an ongoing way of working to
identify customer pain points and systematically deliver solutions to address these.
The customer journey mapping approach, which heavily involves the customer in the decision
making, is considered to be the most effective way to step into the shoes of the customer and drive
improvements.
We are developing a coordinated, focused program of work to drive these improvements, called the
‘Customer Experience Program’.
Objectives
The key objectives for the Program are:
1. Improve customer experience for all customer segments across key customer journeys
2. Establish and build an enduring way of working through enhanced internal capability
Approach and timing
1. Improve customer experience for all customer segments across key touch points
In order to improve the customer experience across our key touch points, we are proposing to
implement a consistent customer journey mapping approach for all journeys in order of highest
priority.
The steps to achieve this are:
1. Identify the key customer journeys and prioritise them based on CSAT and complaints data
(complete – see below)
2. Establish a coordinated, focused program of work to drive improvements
3. Map a customer journey, identify pain points through interviews and research, workshop
solution options and develop a roadmap for implementation with key metrics to track
4. Follow the adaptive delivery approach to further understand pain points and opportunities,
design solutions and user test
5. Deliver and implement tested solutions and measure progress against the identified metrics
6. Map the next customer journey…and so on…
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What is customer journey mapping?
Journey mapping is a method of mapping our interactions with customers. It enables the business to
identify where the customer experience is positive and where the experience is negative, and
therefore what we can do to enhance or solve for these findings. The real value then comes from
using the adaptive delivery method to assess solutions in more detail, design and test these with the
user and then implement the preferred solution. Delivering tailored solutions will positively shift
customer experience.
In order to measure progress for each journey, key metrics are identified and measured throughout.
Timelines
With dedicated resources, improving the customer experience, from initial discovery through to
delivery of key solutions, should take 6-12 months. The figure below sets out our current timelines for
the highest priority electricity distribution customer journeys (e.g. journeys 1, 3 and 4), and the
remaining journeys slated for 2020 onwards.
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The immediate focus is on completing delivery of the roadmap of DER solutions. The urgency to
finalise delivery of these solutions has further increased following the introduction of the Victorian
Government Solar Rebate program. Once this has been delivered, we will commence mapping of the
other journeys in priority order, as outlined above.
New Connections and Outages
Once the DER journey has been complete, the focus of the business for FY20 (i.e. from April 2019 to
March 2020) will be electricity new connections and electricity outages.
The overall objective across both journeys will be to improve the customer experience.
Journey

New
Connections
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CSAT and
Ease Score
CSAT = 5.5
Ease = -31

Pain points to verify

Possible solutions

• ‘Your processing
times are too long’
• ‘The process,
costs and
timelines are not
clear’
• ‘You keep moving
my date’
• ‘I don’t know
where my job is
at’
• ‘There is no real
accountability in
AusNet’

• Website updates
to explain process
• “Plain language”
communications
experts
• Visibility tool for
job status
• Re-design
connections
process
• Automation of
steps in
connections
process

Possible
measures
• CSAT and
Ease Scores
• Complaints
• Time to
connect

Attachment 2: Using customer journeys to
improve customer experience
Journey

CSAT and
Ease Score
Unplanned
CSAT = 4.5
Ease = -38
Planned
CSAT = 6.9
Ease = +3

Outages

Pain points to verify

Possible solutions

• ‘I forgot there
would be an
outage today’
• ‘There are too
many outages’
• ‘I don’t know why
an outage
occurred or is
occurring’
• ‘The restoration
times keep
changing’
• ‘Outages are
always at bad
times’

• Notification to
customers during
an outage to
explain what is
happening and
why
• Provide more
accurate
information on
outage durations
• Provide
information on
unplanned outage
timing, duration
and cause, post
outage resolution
• Review and redesign
communications
to customers,
including
information
provided on
outage
notifications

•
•
•

•

Possible
measures
CSAT and
Ease Scores
Complaints
Number of
customers
experiencing
an outage
Planned
outage
overruns and
cancellations

Ongoing continuous improvement
Once there has been significant improvement within the journey, and the roadmap of
recommendations has been implemented, the work will then hand over to the Process Improvement
area. This team will be engaged upfront, and involved throughout each journey, to ensure a common
understanding of the customer experience throughout the business.
2. Establish and build an enduring way of working through enhanced internal capability
In order to ensure that improvements to customer experience are consistent across the organisation
and delivered ongoing, we need to stand up a dedicated cross-functional team to manage and deliver
this work.
Today the capability to deliver a customer journey from end to end does not exist within the business.
Accordingly, we are seeking to supplement current resources with additional resources from a
delivery partner. The key capabilities required are: customer journey mapping, user testing, human
centred design and adaptive delivery.
To ensure that capability is built within the business, we propose working closely with a delivery
partner initially and following a formal approach, to gradually build internal capability. As internal
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capability is built, it is expected that delivery partner support and resources will decrease, as depicted
below.

The key steps to transfer external capability to internal staff are as follows:
1. Confirm capability transfer scope: Confirm and document what will be included in the capability
transfer effort i.e. the specific subject areas to be covered, individuals involved.
2. Plan capability transfer activities: Team members create joint capability transfer plans and factor
them into the delivery backlog. Individuals agree delivery mechanisms and plan for capability
transfer.
3. Conduct capability transfer activities: Activities such as shadowing, on-the-job coaching, coowned deliverables, documentation review and facilitated sessions, i.e., workshops, exercises,
Q&A.
4. Measure effectiveness: The effectiveness of capability transfer is measured to understand if there
are gaps remaining.
Success Measures
The existing CSAT measures will be the overarching metric for journeys. In addition, journey specific
metrics will also be tracked where appropriate e.g. in the DER journey we are tracking percentage of
connection approvals that are automated versus manual and installer Net Promoter Score (NPS).
Once the roadmap of recommendations for a journey is available, the process will be handed over to
the continuous improvement team for delivery and implementation.
Accountable AusNet Services employee
General Manager, Electricity Distribution (for electricity distribution journeys)

Page 5 of 5

