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COVERED TODAY

• Listening to our customers
• Customer experience
• Delivering value
• Measuring our performance
• Bringing it all together
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LISTENING TO OUR CUSTOMERS

• Segmentation

• Customer experience surveys

• Complaints and issues analysis

• Quality monitoring

• Willingness to pay

• Customer advisory committee

• Online residential customer forum

Multi-dimensional approach
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WILLINGNESS TO PAY

• Qualitative research identified 8 
areas for consideration

• 400 residential and 86 non-residential 
customers surveyed

• Key findings
– Average of 50% support for each 

initiative
– Additional services/initiatives in the 

Water Plan $25-$40 per customer p.a.
– More highly engaged / committed 

customer segments more willing to 
pay

• Need to context in environment of 
Tariff Reform, Desal and affordability

Polarised result depending on customer segment
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CUSTOMER SEGMENTATION 

• Understand satisfaction drivers

• Life stage and engagement

• Differences in channel, service  
and communication preferences

• Opportunity to tailor 
communications

• New channel options

Residential Customers
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CUSTOMER SEGMENTATION 

• Segments based on level of 
engagement with water

• Varying service levels expected

• Differences in channel, 
communication preferences

• Higher willingness and ability to 
pay

Non residential customers
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CUSTOMER EXPERIENCE PROGRAM

• Listen, measure, improve

• Touch point focuses
– core activities
– problems
– customer life events

• Reducing customer effort
– ease of doing business
– avoidable contacts

• Offer choice
– new channels
– targeted communications

The best customer experience at every customer touch point
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CUSTOMER EXPERIENCE

• Salesforce.com
– Integration with key 

systems
– Building for today 

and the future

• Deliverables
– Enhanced 

customer 
management

– New ways to 
service customers

– Business 
efficiencies

Customer Relationship Management Program
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DELIVERING VALUE

• Flat-lined operating expenses

• Efficiency drive where it matters

• Lower cost channels

• Segmented communications

• Supporting customers in need

• Help and educate customers

• Community engagement

Recognising everything we do has an impact on customers and costs
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DELIVERING VALUE

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

• Eg: Rye to Portsea sewer system

Community engagement 
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Level of Engagement

Potential for issues during implementation

Planning Construction



MEASURING OUR PERFORMANCE

• Shifting customer service KPIs
– More strategic and drive 

improvement and efficiencies
– Reflect new channels and 

changing customer needs

• Examples
– Customer satisfaction
– Customer experience / 

commendation
– Staffed contacts/1,000 customers
– Complaints/1000 customers
– Average cost/contact
– Community engagement

Changing with our customers
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SOUTH EAST WATER CUSTOMER STRATEGY
Our Vision:
We are the service provider our customers value and commend.
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THANK YOU

Julia Oxley
General Manager Customer & Community
julia.oxley@sewl.com.au 
Ph: 9552 3242
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