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COVERED TODAY

e Listening to our customers
o Customer experience
 Delivering value

* Measuring our performance
 Bringing it all together

SOUTH EAST
2 5 December 2011 WATER




LISTENING TO OUR CUSTOMERS
Multi-dimensional approach

a Julia.Oxley profile personal space
(0} inbos account =ign out
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Personal Space | Activities | Impact

Segmentation

Customer experience surveys e

Orce 2gain = big thank you 1o =veryore whs parbicipaled last wesk! We got some really usaful fasdBack on the erguiny form and there's =
great discussion on companies using social madia that kicked off last Thursday too (we'll be leaving that ore open just in case you heve.
ary extrs thoughts!)

. . .
This wezk well be talking 2bout, mhat companizs semetimes to r=fer to 23 ‘enline s=if s=rvice’ tools that sllem customers 1o login, updats
their infarmation, track their usags/ services, pays bills =tc and your ne=ds / sxpectations when using these.

Cengratulations to Chocky ard Snawclsws, who wers our Advisers of the Wesk' for last wesk!  This wesk we'll De losking Tor Two mare
key advisors and remember we are locking for the top 100 participants to quality for the manthly incentive tos!

Thanks

Quality monitoring S

close x

Willingness to pay

Pending Activities @

page: 1, 2, 3 next

Customer advisory committee 0 | et sttty 1

We want to know more about which enline account
features are most important to you

contributions: total (27 | since last login (27)
read more » | participate »

Online residential customer forum

pipeline | brainstorm

What do you think about the nerth-south pipeline?

contributions: total (103 | since last lagin (103)
read more » | participate »

Last Impact @
Your South East Water Customer
Advisors of the Portal | brainstorm
Week!
Congratulations to Omi and
Dawndawn!

Time to gat your thinking caps on! We nead you to tell
us what you'd specifically like ta se2 in a South East
Water Self Service Portal.

Advisors of the
weak!
(Congratulations Kristyzorm read more » | participate »
2nd Tom!

contributions: total (75) | since last legin (73)

Companies and Social Media | brainsterm

Nowadays many companies are using social media [e.g
Facebook. Twitter. Youtube. etc) to engace with their
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WILLINGNESS TO PAY
Polarised result depending on customer segment

e Qualitative research identified 8

areas for consideration Increasing the Increasing the
treatment and treatment and
* 400 residential and 86 non-residential reuse of reuse of

wastewater stormwater
customers surveyed

» Key findings Reducing Reduce frequency
— Average of 50% support for each greenhouse as of water supply
initiative emissions interruptions

— Additional services/initiatives in the
Water Plan $25-$40 per customer p.a.

: : Reduci '
— More highly engaged / committed educing duration

of water supply Reducing frequency

customer segments more willing to interruptions of sewage spillages
pay
* Need to context in environment of o o
Tariff Reform, Desal and affordability Xpanding water xpanding

efficiency programs education services
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CUSTOMER SEGMENTATION
Residential Customers

* Understand satisfaction drivers

H Young - Low

Engagement :
 Life stage and engagement
B Young - High _ _ ]
Engagement o Differences in channel, service
u Families - Low and communication preferences
Engagement
aFamiles- High  ° Opportur_uty _to tailor
Engagement communications
m Qlder - Low

Engagement  New channel options

m Older - High
Engagement
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CUSTOMER SEGMENTATION
Non residential customers

 Segments based on level of
engagement with water

» Varying service levels expected

e Differences in channel,
communication preferences

» Higher willingness and ability to
pay

H Really Engaged
m Engaged
®Moderate

B Low interest

® Negative
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CUSTOMER EXPERIENCE PROGRAM
The best customer experience at every customer touch point

Listen, measure, improve

e Touch point focuses -
— core activities ‘ Voice
— problems

— customer life events ‘ Actionable

Insights

‘ Measure

Reducing customer effort
— ease of doing business

— avoidable contacts

_ Align & Experience
Offer choice ‘ Implement ] Mapping

— new channels
— targeted communications

SOUTH EAST
7 5 December 2011 WATER




CUSTOMER EXPERIENCE

Customer Relationship Management Prog

e Salesforce.com
— Integration with key

ram

PULSH

SOUTH EAST W

Search

systems

Julia ey v Help & Training

— Building for today e ¢ oo

and the future

* Deliverables
— Enhanced
customer
management ———
— New ways to
service customers oo Mnmaamsae
— Business
efficiencies

Home  Files Billing Accounts  Properties  Persons  Cases  Programs Reports -
[i] cvome 1 Greate roew view Tcnaner & @
Wew Customer| €3 A8 C[B I F G M IEIL N0 R a R ST UV W V|2 Coe Al
Action  Custeener Mame + Traging Hame: Bating Streer Biling City Preferred Phone s Key Custemer Owner Allss
Eatl @ KAHPL 105 SOUTH GIFPSLAND HIG . DANDENONG 0204580535 s cea =
Eatl O KALSNSMAGE K & 5 Savage & Sons 234 OLD DANCENGNG ROAD  HEATHERTON P e
Fotl @ KAH AUSTRALL PTY LTD Bapdow Eden & CUEENS RD MELBOURNE 42505167 s thlak
Eatl @ KAHAUSTRALWETY LTD Bapdew onhe Fark TUS: BAYIEW ONTHE PARK ST HILDA ROAD UELBOURNE 62436847 v thiak
52 QUEENS ROAD
Foit] @ KAMBRYA COLLEGE 58 BEMERSYDE DRt BERIICK 9T0GETES s migrior
Fot] @ KAMULLAPY ASTSTWAGST — Wagstall Anamoirs FOBOK 110 CRANBOURNE saa604ER s migrior
Foit] @ KAREXPTYLTD 5 ROVAL AVE SFREIGVALE 59053548 s migmlor
Foit] @ KARINGAL HUE SHOPFING ¢ ATTHUR TERRY VANES FRANKSTON TR 1182 ¥ hlak &
I CENTRE MANAGEMENT
WARINGAL HUB SHOBPING C
330 CRANBOURNE RD
EGUI O KARINGAL PARK SECONDAR BELAR AVENUE FRANKETON Da7EISTIY s miarlng
Eal]© KELLYE OTOR CLUB HOTE]L MEWBORN PROPRIETARY LL.  CRANBOURMNE 59941004 o il FILY
30 HIGH STRIET
ESNQ KEMNETHCERHONDREBO . Innovation loe Cream Py LId  CXOINMOVATION ICE CREAM, . KEYSBORDUCH 9IEn ' enigrator
36 POPES ROAD
EQ KERHMORE PTYLID 4337 NEFEAN HIGHURY ELSTERNMCK 99551452 ' miagator
ESI O KESHAWK FLOWERS PL Heshana Flowers B0 BOK 369 PEMRCEDALE ' L
ESQ KEVINP & ENMFER ) CaY 42 CRHILL ST DANDENGNG S0UTH FI] ' enigrator
ESN© KEYSBOROUGH PROPERVD . Gardenword CHOFRENCH PROPERTY DAHDENONG 96873211 s fhlak
15T FLOOR 28 PRINCES HIVY
S100103 Road Parcsw HOwE  ATTNLINDSAY s o
BOBOKIT
Fatl @ KLLARAPTYLTD $mih and Gordon Nurssey #GLENTLT RD GLEN RIS 0304351605 s cma
g Recyce Bin Ectl @ KMYEMLUGAJE WENZHA  Wainss Chinese Restaurant  1-423.28 QUEENS MVE SPRINGVALE 0415385143 s migator
CHIELBOURNE COMMERGIAL MELBOURNE s migator
OFFICE SALES & LEASING PL
LEVEL 14 =
¢ 1250037 2 #d Hed b W Page 1 of2
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DELIVERING VALUE

Recognising everything we do has an impact on customers and costs

» Flat-lined operating expenses

« Efficiency drive where it matters
« Lower cost channels

e Segmented communications

e Supporting customers in need
 Help and educate customers

« Community engagement
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D

ELIVERING VALUE

Community engagement

Engage with the community in the
planning stage of key capital
projects

Eg: Rye to Portsea sewer system

Level of Engagement

Planning

10

5 December 2011

Construction

N

iap:

International Association
for Public Participation
AUSTRALASIA

|IAP2 Public Participation Spectrum

Developed by the International Association for Public Participation

INCREASING LEVEL OF PUBLIC IMPACT

COLLABORATE

To provide the
public with

To work directly
with the public

To place final
decision-making

balanced and throughout the in the hands of
objective process to ensure the public.
information to that public

assist them in concerns and

understanding aspirations are

the problems, consistently

alternatives, understood and

opportunities considered.

and/or solutions. )

Promise to Promise to Promise to the

the Public: the Public: Public:

We will keep pyou | Wewilworkwith | Wewillookto [ We wil

You informed. you fo ensure you for direct implement what
that your you decide.
concerns and
aspirations cre

directly reflected | solufions and
| inthe altematives | incorperate your
| developedand | a and
provide afior
feedback on
how public input
influenced the
decision.
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MEASURING OUR PERFORMANCE
Changing with our customers

 Shifting customer service KPIs
— More strategic and drive
improvement and efficiencies 93% of calls served
— Reflec_t new channels and in 30 seconds
changing customer needs

Tactical

o Examples
— Customer satisfaction
— Customer experience /

commendation
— Staffed contacts/1,000 customers Strategic
— Complaints/1000 customers
— Average cost/contact Customer
— Community engagement commendation
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SOUTH EAST WATER CUSTOMER STRATEGY

Our Vision:
We are the service provider our customers value and commend.

Top quartile of
service
companies, reduced
cost toserve

Listening to our Best customer Delivering value

customers experience
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THANK YOU

Julia Oxley

General Manag@rCustomer & Community
BY(@sewl.com.au
. 9552 3242
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