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Executive Summary

General Consumer Beliefs on Conserving Energy

All Australians within the sample believe that individuals have a responsibility to
conserve energy and not be wasteful. This is qualified with the
acknowledgement that incentives and benefits are still required to encourage
action and this tends to be considered the responsibility of governments.

Actual consumer behaviour varies greatly when it comes to the reality of
conserving energy, with some consumers unwilling to have any impact on their
lifestyle habits, through to those who are willing to suffer personal discomforts to

save money and/or energy.

Tasmanian consumers were least likely to be consciously aware of a need to

save energy as related to electricity usage.

Elsewhere consumers were well informed on the broader need to conserve

energy via saving electricity, with an understanding that the issues include:

- Old or inadequate infrastructure that is being challenged by population
growth, unsustainable nature of coal, fears and concerns associated with
climate change and global warming, increased consumerism that means

appliance and electricity usage could spiral out of control.

Consumers expect governments to fund new infrastructure, as well as explore

and implement alternative and sustainable sources of electricity.

They also believe governments have a role to ensure that not only household
consumers but big business and industry contribute to conserving energy in a

significant way as the bigger users of energy.

There is a marked difference between the individual sense of responsibility to

conserve energy and day to day behaviour related to saving electricity.
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Executive Summary (Cont’'d)

At a more micro day to day level, the primary motivation for most consumers to
save electricity remains saving money on the bill rather than actually saving or

conserving energy.

The consciousness of impact on the environment does vary greatly among
consumers as related to saving electricity. Consumers in Brisbane, Townsville
and Warragul tended to give the environment more weight as an influencing

factor than in other jurisdictions.

The environment generally is given more weight as a reason to save electricity
than infrastructure shortfalls or load difficulties, which are seen more as

government and industry responsibilities.

The states in which consumers tended to be more genuinely environmentally
conscious also tended to be the states in which consumers believed electricity
was priced reasonably or ‘about right’ and often commented that the price was
right because it was not excessive but was high enough to discourage overuse of
electricity i.e. Victorian and Queensland consumers.

High income earners acknowledge they could be doing more to save electricity.
They were generally well read and media savvy on current issues but although
well informed they openly admit they do not want to go without comforts or alter
their lifestyle habits, (for example saw the Carbon Cops TV program as very
novel and interesting but not realistic in terms of measures that can be

implemented).
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Executive Summary (Cont’'d)

Lower income earners were very much living ‘hand to mouth’ and often truly
struggling financially. These consumers are typically in survival mode and the
electricity bill is a real burden. As a result they are generally already using an
absolute minimum of electricity out of financial necessity, and often feel there

is not much more they could be doing to save electricity.

Energy saving light bulbs and switching appliances off at the power point when
not in use were among the most common and popularly mentioned measures for
saving electricity and both these measures were mentioned to have made
noticeable savings for consumers on electricity bills in Adelaide, Brisbane and
Warragul ($10-$100 per quarter mentioned).

Electricity saving tips with the electricity bill, on TV current affairs programs,
general chat with friends on saving electricity and ideas kids learn at school
were all not just sources of information or awareness but had triggered

actions and implementation of saving measures.

Initial Reactions to the Smart Meter Overall

In Adelaide, Brisbane, Townsville, Melbourne and Warragul consumers
easily understood the overall rationale as being about managing load and
used the analogy of minimising ‘traffic jams’. This was not always easily

understood in other jurisdictions.

In other jurisdictions where a rationale for the introduction of smart meters
was not apparent to consumers, they were naturally more sceptical, and were
very quick to assume it was a profit making exercise for both government and
electricity companies, and that there was no benefit for the consumer. This

particularly tended to be the case in Tasmania, Dubbo and Perth.
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Executive Summary (Cont’'d)

The very environmentally aware consumers in Townsville perceived that
a smart meter could potentially be just about shifting usage not reducing
usage, and believed it should be more about reducing usage.

Initial Reactions to the Different Smart Meter Price Offers

For those with air conditioning or a pool pump, direct load control (DLC) is the
most appealing offer with a very attractive combination of factors via the

ability to save money, save energy, and feel good about your actions, but
essentially without having to think or do anything. This offer was perceived as
very much a ‘win win’ situation for all, including the environment and almost a

‘no brainer’ for some in the sense that why wouldn’t everyone take this up.

The core appeal for the TOU offer was almost entirely among consumers
who are not at home during peak period, ensuring minimal impact on
household habits but opportunities to make savings during off peak times on

a much lower tariff than the current standard tariff.

Some low and middle income earners did perceive some benefits from taking
up a TOU offer, even if home during the day but would be more about
shifting certain household chores to outside peak times and generally
not reducing the amount of electricity used. For some, this was such a
logical behavioural response that they believed everyone else would do
likewise, and that this then ran the risk of off peak times becoming peak times

and defeating the purpose.
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Executive Summary (Cont’'d)

Having said this TOU does appear to offer the greatest opportunity to
educate and encourage some predisposed consumers to move beyond
simply shifting usage, to actually becoming more conscious and aware of
energy usage at different times of the day and actually reduce the amount of
energy used. Consumers in Brisbane, Townsville and Warragul appeared

most willing to try and reduce, not just shift, electricity usage.

For those for whom TOU was relevant and an offer they would consider on its
own, then the combination of the TOU and DLC was ideal in terms of
optimising cost savings as well as saving in energy usage due to the
more efficient running of equipment on DLC.

Both the TOU with Critical Peak Pricing offer and the prepayment offer were
the least appealing options overall, especially given the complete lack of
perceived direct benefits or incentives for consumers and based on the

qualitative research sample, would have extremely low take-up.

The current regulated tariff in comparison to the other price options was
perceived as simple, straightforward and easy among some high income
earners, aged pensioners and those generally who resist change or who find
choice overwhelming or time consuming. For these consumers, DLC often
had too many barriers or wasn'’t relevant. The rationale was that if you stay
on the current tariff then there is no need to have to think about anything and
the old adage ‘if it ain’t broke don't fix it’ was a common mantra for these

consumers.
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Detailed Research Findings

17 Red Jelly- Smart Meter Qualitative
Consumer Research-Phase 2







Townsville
Very open to ideas on saving energy.

- Generally quite conscious of environmental issues and concerns
around global warming so not just about saving money, even for
those on lower incomes.

Believe current price is a good incentive not to use too much electricity — if
it was cheaper would encourage higher usage.

Naturally most felt you can’t live without air-conditioning most of the year
in the tropical climate but do refer to ‘winter’ and some use clothes dryers
during the wet.

Although most were open to ideas on saving and reducing energy
consumption, older generations (60+ years) were very reluctant to change
their lifestyle and habits, believe that is up to younger generations and

they are too old to change now.
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Overview: Perceptions of Electricity Costs in Different States

The most marked seasonal differences in the cost of electricity bills were
reported by consumers to be the summer bill in Adelaide, Dubbo and
Townsville with the higher use of air conditioners during summer months, and in
Tasmania during the winter months with heating costs. Interestingly
consumers in Brisbane and Melbourne did not report huge differences in
electricity bills between summer and winter, and in Sydney some consumers

reported higher winter bills than summer and visa versa.

The states in which consumers tended to be more genuinely environmentally
conscious also tended to be the states in which consumers believed electricity
was priced reasonably or ‘about right’ and often commented that the price was
right because it was not excessive but was high enough to discourage overuse of

electricity i.e. Victoria and Queensland consumers.

Lower income earners in other states typically perceived electricity prices to be
expensive or much higher than they should be and this appears to be a natural
reflection of the burden any bill can put on finances among lower income
earners. Some were on Centrelink Centrepay options to manage bills and make
very regular small payments to stay ahead and can get a refund if have paid

more than needed on the bill.

It was also observed that where some consumers received a higher electricity bill
than normal the general reaction appears to be to automatically assume that the
cost of electricity has increased rather than to look into other reasons for

unusually high increases in a bill.

Most consumers are not aware of the cost per kwWh for electricity and when
guessing, often way over estimate the price e.g. in Warragul consumers guessed
35-47 cents per kwWh and high income earners in Adelaide nominated 78 cents per
kKWh.
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Summary of Costs Perceptions across States

Families Singles/Couples
VIC
Melbourne - N/A High Income
- Only marginal differences
between summer and winter bill
- Average electricity bill per
quarter = approx. $200 - $250
- Perceive not paying a lot more
than should be. Believe have to
accept that's what it costs to
produce electricity and maintain
infrastructure.
Warragul Low Income Medium Income
- Highest bills in winter for - Average electricity bill per
some due to heating but quarter = approx. $100 - $200
only marginal difference - Expensive but must be just
compared to summer for what it costs to produce (one
most consumer guessed 97 cents
- Average electricity bill per KWh)
per quarter = approx.
$200 - $300
- Price seems about right
for what is involved in
production and
distribution
NSW

Sydney

High Income Families

Typically had a higher bill
during winter with
reverse cycle aircon
Electricity bill per quarter
in winter ranged $400-
$650

Electricity bill per quarter
in summer ranged $200-
$600

Perceive the price is
always increasing — bar
chart going up on bill,
and had an increase 1%
July

Perceive it to be quite
high to cover
maintenance costs for
network and government
setting price to
discourage usage, make
people more conscious of
conserving but is
acceptable

N/A
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Dubbo

Medium Income

- Summer is the higher bill
with need for aircon

- Average winter bill
approx. $550 and
average summer bill
approx. $700

- Perceive electricity to be
expensive with lots of
price rises in the last 2
years

Low Income

Believe there was a 13%
price rise last year and that
electricity is much more
expensive than the regulated
tariff

QLD
Brisbane Low Income High Income
- No big variation between - Most were very conscious of
summer and winter bills saving electricity and keeping
(some using reverse bills to a minimum (not all had
cycle aircon in winter) - or used aircon)
quarterly bill approx. - No major differences reported
$200-$365 between summer and winter
- Believe costs are ‘not bills — quarterly bill approx.
bad’ compared to other $120-$250
states - Perceive electricity in Qld to
- Believe prices have gone be one of the cheapest rates
up recently in the world
- Believe price will go up now
the market has been
deregulated
Townsville Medium Income High Income
- Summer is a more - Summer is a more expensive
expensive bill (using bill (using aircon Nov-March
aircon Nov-March or April )
minimal) - Average summer bill $200-
- Average summer bill $300 and average winter bill
$350-$650 and average approx. $100-$200
winter bill approx. $250- - Believe electricity is cheap
$450 relative to what is paid for
- Believe electricity is other items — believe only 13
reasonably priced — ‘user cents per kWh
pays’ principle - For some higher price than it
- If price lower people should be to manage the
would use more infrastructure but believe is a
good disincentive to use
SA
Adelaide High Income Low Income

- Typically high bills for
both summer and winter
but summer definitely
higher with aircon

- Average summer bill
$450-$750 and average
winter bill approx. $300-
$600

- Believe electricity costs in

Summer can be a slightly
more expensive bill but try
and keep aircon use to a
minimum and use fan instead
if possible

Quarterly bill ranged $80-
$300

Believe price is expensive-
government is raising prices
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SA are excessive due to
issues with distribution
network, privatisation —
need for more
government control
(estimated 78 cents per
kWh)

and electricity companies
making lots of profit

WA
Perth Low Income Medium Income

- Many consumers were - Winter bills were more
on concessions so expensive for some than
paying relatively low summer bills due to reverse
amounts for 2 monthly cycle heating
bills (approx. $40-$80) - 2 monthly bills reported as
with no major differences approx. $100-$200 across
between summer and both summer and winter
winter - Perceived price to be about

- Minimal use of aircon, right, electricity costs a lot to
some had no aircon generate and has been kept

- One consumer had a low
very high winter bill due - ‘Rather get electricity bill than
to very poor insulation in phone bill’
a rental property and - Believed market had been
clothes dryer for kids privatised already
clothes in winter

- Perceived electricity to
be too expensive and
that was increasing every
year despite no rise since
1996

TAS
Hobart | -N/A Medium Income

- Winter bills are the higher
quarterly bills due to heating
costs (heat pumps)

- Average summer bill $120-
$300 and average winter bill
approx. $300-$600

- Have heard about a 25%
price rise over the next 2
years

- No competition, Aurora is a
‘monopoly’

- Believe there are sneaky price
rises

Devonport Low Income - N/A

- Believe price keeps
increasing and is too
high

- Not sure why it should
increase on such a
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regular basis

- Electricity company can
charge what they want
as no competition

- Believe could be paying
more to buy electricity
from ‘The Mainland’

- Many believed their
quarterly bills were
excessive with one lady
having a winter bill of
$1,000

Household Consumer Electricity Saving Behaviour

Consumers generally believe that the following types of appliances use the most

electricity and are the most expensive to run in their home:

%)

%)

Q Q

Air conditioning (with the exception of cooler climates like Tasmania and
for some consumers in Warragul, Victoria)

Heating/heat pumps (Tasmania, Warragul, Melbourne, Sydney, Dubbo
and Perth)

Clothes dryers (including Townsville during the wet season)

Hot water (more frequently mentioned in Brisbane)

Fridges and freezers (consistently mentioned in Townsville with lots of
stocking of food in freezers and storage of all foods in the fridge due to
tropical climate. Consumers were very aware of replacing seals on fridges

and freezers in Queensland generally)

Higher income earners, especially families were more likely to mention:

%)

Q Q8 8 8 8 8

TVs, including plasma TVs (often have multiple TV sets)
Computers (multiple units in household)

Fridges (often more than one fridge)

Central heating (Melbourne)

Pool pump (Brisbane, Townsville, Dubbo and Perth)
Spa

Dishwasher
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Low income earners were more likely to mention smaller appliances in addition to

the other common electrical appliance listed previously:

@ Electric fan or ceiling fans as an alternative to air conditioning if not too hot

(low income earners in Adelaide, Brisbane and Townsville)

@ Kettle, hair dryer, ‘blow’ heaters (Tas, Warragul), electric blankets (Tas)

@ Oven, washing machine (especially for larger families)

The most common electricity saving activities and behaviour across

Australia were:

Switching lights off in rooms not being used

Energy saving light bulbs (the give away of bulbs in Brisbane
shopping centres had been a key prompt to install energy saving
light bulbs throughout homes)

Turning off appliances at the power point (based on an awareness
standby uses power)

Purchase new appliances with a good energy rating

Washing clothes in cold water

Full loads in washing machine and dishwasher

Only use clothes dryer when absolutely necessary

Gas hot water (especially Victoria), off peak hot water (Qld)
Don't hold fridge door open for too long, defrost freezer, replace
seals on fridge door if old (Sydney, Brisbane, Townsville)

Timers on lights/appliances like air conditioning and heating
Setting thermostat on air conditioning slightly higher than normal
(Brisbane, Townsville)

Use of wood heaters rather than electric in Tasmania

Water saving shower heads not just to save water but hot water

Energy saving light bulbs and switching appliances off at the power point when

not in use were both mentioned to have made noticeable savings for consumers
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on electricity bills in Adelaide, Brisbane and Warragul ($10-$100 per quarter

mentioned).

Lower income earners in regional cities (e.g. Dubbo and Townsville) were more
likely to consider and discuss factors related to the energy efficiency of the home
in terms of the building itself, although these factors were also mentioned by a
few in metro areas:

- Installing roof insulation

- Window glazing

- Shutting curtains and blinds to keep hot or cold air in

- Planting trees around the home for shade

- Considering the position of the home when purchasing

High income earners acknowledge they could be doing more to save electricity.
They were generally well read and media savvy on current issues but although
well informed (e.g. saw Carbon Cops as very novel/interesting), they openly
admit they do not want to go without comforts or alter their lifestyle habits. The
attitude tends to be that electricity costs what it costs and they will pay for
comforts and lifestyle choices. There is evidence of feeling guilty at times but

many typically resist change.

“We’re double income, like our comforts, admit to being lazy and don’t have any
real need to save money.” (Adelaide, High Income Families)

High income earners, especially those with teenage children were using quite a
lot of electricity, with more appliances in the household generally. Higher income
earners do feel some responsibility for the amount of energy their household
uses and those with kids feel a strong need to educate children on using less
from both a cost saving perspective and not being wasteful of energy overall.
Families also admit their kids can teach them about energy conservation at times

based on things they learn at school.
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They were aware of other things they could be doing but felt they would impact
too much on their lifestyle, so have not changed behaviour in certain areas.
Those with families tend to find it very easy to blame the kids for leaving
appliances on and wasting electricity, and others admit there are limits to how
much they will take any actions that impact on their comfort and convenience.
For example, want to be comfortable in summer so use air-conditioning as
required, or find switching appliances off at the power point is just too
inconvenient because of needing to reset items (some had heard of a new device

that saves settings in this situation so believed that would be a great idea).

Lower income earners were very much living *hand to mouth’ and often truly
struggling financially. These consumers are typically in survival mode and the
electricity bill is a real burden. As a result they are generally already using an
absolute minimum of electricity out of financial necessity, and often feel there is
not much more they could be doing to save electricity. For example, in Adelaide,
Dubbo, Brisbane and Townsville often using a fan rather than air conditioning
whenever possible to keep the bill down. Low income earners are much more
willing to give up comforts to save money and will endure more personal
discomfort. Some express regrets can’t afford sustainable options like solar to
help save money and do their bit.

Where do consumers get ideas on how to save electricity?

Consumers do seem to notice and implement tips that come on the
electricity bill or in pamphlets with the bill, with this source of information
being one of the most common mentions across all jurisdictions. A higher
than normal electricity bill as highlighted by a comparison bar chart can also

prompt saving measures.
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Television current affairs programs also appear to play a very important
role in gaining information on how to save money on the electricity bill with
tips from A Current Affair, Sunrise and Today Tonight getting mentions in
NSW, Victoria and Queensland particularly among lower income earners.
Carbon Cops was also mentioned by some consumers and tended not so
much to convey tips that were implemented at home like the current affairs
programs but did serve to raise awareness of impact of energy usage on the
environment but was seen as quite extreme by most in terms of the
suggested actions/ideas communicated. General documentaries and stories
on climate change and global warming on TV have also served to raise

consciousness for some.

Low income earners also mentioned picking up tips via chatting and

sharing advice with friends or relatives on saving money on the bill.

For families, children bringing ideas on how to the save the environment
home from school can also prompt saving measures instigated by the kids
such as switching lights off when not in use and turning appliances off at the

power point.

State based government communication campaigns appear to have also
had a very positive impact in raising awareness and consciousness of the
impact of energy usage on the environment with greenhouse gas emissions
and the need to conserve energy. The stand out campaign was the Victorian
‘Black Balloon’ campaign which was credited with making some consumers
much more aware of household impact on the environment and for some
(especially high income earners) evoking feelings of guilt about their current
usage (in a positive sense). Consumers also mentioned billboards on saving
energy in Sydney and newspaper advertising in Brisbane.
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Some more tactical advertising and promotional campaigns have also
had an impact on actual behaviour with measures such as setting air
conditioning at a slightly higher temperature (Ergon, Townsville), light saving
energy bulbs for free in shopping centres (Queensland and NSW), turning
appliances off at the power point, use energy saving light bulbs and not using

air conditioning at peak times (Synergy, Perth).
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Recap on Different Consumer Attitudes and Behaviours

As identified from Phase 1 of the qualitative research it is evident that apart from
the general differences by geographical location and income levels, very different
individual motivations, attitudes, beliefs and as a result potential behaviours exist
around the usage and consumption of electricity. This then has clear
implications for the acceptance of and associated behaviour around smart

meters.
There are two main dimensions to these attitudes and behaviour.

1. Consumers are either more community oriented, and see that they have
some role or responsibility within the broader community OR they are very
focused on their individual needs or survival and are therefore more
individualistic in their orientation. The perceived role or responsibility in
broader social or community issues naturally varies greatly along this

continuum.

Individualistic Community

A
v

2. Consumers’ reactions or responses to the issues surrounding electricity
usage and consumption, and the introduction of smart meters range from
being more outward focused or inward focused, from complete avoidance

(inward) through to a need to act (outward).

Action Avoidance

A
v
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The interaction of these two dimensions gives us an indication of the different

segments that exist among the population based on more underlying motivations

and needs that drive the different attitudes, beliefs and behaviours evident among

Community

consumers.
Action
A
4. Work the 1. SOC_'a_l _
System Responsibility
Individualistic P .
3. Resistance 2. Reassurance
v
Avoidance

Segment 1: Social Responsibility (Action and Community Oriented)

Core Need:

@ To feel conscious of and acting in such a way that benefits not just

yourself and your family but the broader interests of the community. A
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to be detailed focus and want to understand exactly how a new system
or service options will work, and weigh up the costs versus benefits to
them.

Attitudes & Beliefs around Electricity Consumption and Usage:

@ Do look for smart ways to save electricity with the primary motive being

to save money on the electricity bill.

@ Can be very sceptical about climate change and global warming. Are
generally quite cynical and take the perspective that like them others

are looking for the best deal, or ways to make money.

@ Believe potential shortages in electricity supply and the issue of
greenhouse gas emissions is a problem that can be and should be
solved by governments and scientists in a logical and rational way
e.g. need to explore nuclear, wind, solar. Not something they feel
they should have to concern themselves with, unless it offers an
opportunity for them e.g. adopting a solar energy option and selling
the power back into the grid.

@ More likely to believe that green energy options are about electricity
companies cashing in, and question whether green energy is even

being used by the electricity companies that offer it.
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Consumer Reactions to the Smart Meter

Initial Reactions to Smart Meter Idea Overall

The reactions were quite positive overall, with consumers generally
understanding the principle of “time of use” (TOU) and the rationale behind it.
The most common analogy that consumers used was that of a mobile phone
plan, whereby you can choose options that best suit your lifestyle needs (prices
that best work for your usage patterns). The mention of options and choice was
also key in reassuring consumers. This was very important in making consumers
feel they were not being forced to adopt something that wasn’t going to work for
them and perhaps cost them more money (refer Appendix 2, for written smart

meter concept presented to consumers).

There were differences in reactions and interpretation of the smart meter overall

by jurisdictions, as well as income levels.

In Adelaide, Brisbane, Townsville, Melbourne and Warragul consumers
easily understood the overall rationale as being about managing load and used
the analogy of minimising ‘traffic jams’. This was not always easily understood in

other jurisdictions.

In these other jurisdictions where a rationale was not apparent to consumers,
they were naturally more sceptical, and were very quick to assume it was a profit
making exercise for both government and electricity companies and there was no
benefit for the consumer. This particularly tended to be the case in Tasmania,
Dubbo and Perth. Perth and Tasmanian consumers in particular struggled to
understand the notion of electricity costing more at different times especially

given the limited direct experience of peak load and the occurrence of blackouts
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or brownouts in these locations. These consumers are most likely to ask if the

smart meter is going to cost them money.

The more environmentally aware consumers in Townsville perceived that a
smart meter could potentially be just about shifting usage not reducing usage,
and believed it should be more about reducing usage in their opinion.

The more informed and media savvy high income Melbourne and Sydney

consumers were most likely to have heard of smart meters previously. These
consumers liked the idea of potentially more awareness and control over their
usage and costs but did not believe it would change their actual behaviour and

would need to have the cost benefits proven during a trial period.

Low income earners were quickest to mention the opportunity to save money
by actually changing behaviour and using electrical appliances at different times
when electricity is cheaper, so understood the principle of peak and off peak
tariffs being implied in the smart meter explanation.

Summary of Initial Reactions to Smart Meter Based on General Descriptor

Smart Meter Families Singles/Couples
Overall
High income Like a mobile phone plan Saw in The Age actually

(choices that suit you)
Can choose to use
appliances during off peak

increases usage (Melb)
Use appliances at certain times
and is cheaper

times Will allow peak and off peak times
Can be in-control of/monitor and different price structure
usage Will take pressure off peak times

Like big brother, another
portal into home
(Sydney/Townsville)

Saw smart meter in
government mandate to
reduce emissions by 20%
Like trying to manage traffic
jams — peak times when
everyone wants to use at the
same time

Who will pay for smart
meter? What will it cost?

— will probably be more expensive
at peak times

Can hopefully save more during
off peak times, will take a ‘punt’
as can change back if want to
Can know how much electricity
are using every half hour and
work out which appliances use
how much
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Medium income

Like a mobile phone plan
Electricity is cheaper at
certain times of day

Do | have to pay for the
meter? (Dubbo)

Better for those who aren’t
home during the day

Can imagine will mainly be
about using electricity at
different times not actually
reducing how much is used
(Townsville)

Reducing load at certain
times of the day not making a
difference to the planet
overall (Townsville)

Might make you more aware
of how much electricity is
being used, a guilt factor
(Townsville)

Like having the choice to go
back to original tariff if you
choose

Can change when do things and
get cheaper electricity

Only good for people who are
working

Save money and probably
environment as well (Warragul)
Will ease strain on system
(Warragul)

Why does it cost more at different
times? Should be same to
produce. (Hobart)

Can still use power when you
need it but change when you use
some things (Perth)

Will still use electricity when you
need to (Perth)

Low income

Like a mobile phone plan —
different prices different
times of day

Save money by doing things
at cheaper times

Encourage to use electricity
during off peak times, cheaper
and become more conscious of
usage

Spread load, iron out supply
(Warragul)

Conserve energy, don't have to
build more power stations
(Warragul)

Will be able to see what you are
using (assume display), save
money and energy

Sure will have to pay for meter,
make us pay, someone will have
to pay and someone making lots
of money out of it (Dubbo)
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Consumer Reactions to the Different Smart
Meter Price Offers

Overview

Direct Load Control offers the ideal and most preferred option for many
consumers with the very attractive combination of factors: ability to save money,
save energy, and feel good about your actions but essentially without having to
think or do anything. There is perceived to be no need to change what you are
currently doing. The $75 bonus was seen as an attractive ‘sweetner’ but was not
a core driver for take-up of the offer (especially for medium and high income
earners). However, the offer did contain barriers for some related to concerns
around damage to the equipment that would need to be addressed to ensure

optimum take-up.

The “Time of Use” offer was most appealing to those consumers who are not at
home during peak times, therefore having minimal impact on electricity habits in
terms of when and how much electricity is used. Some low and middle income
earners did perceive some benefits from taking up a TOU offer, even if home
during the day but would be more about shifting certain household chores to

outside peak times and generally not reducing the amount of electricity used.

Having said this TOU does appear to offer the greatest opportunity to educate
and encourage consumers to move beyond simply shifting usage to actually

becoming more conscious and aware of energy usage at different times of the
day and actually reduce the amount of energy used. Consumers in Brisbane,
Townsville and Warragul appeared most willing to try and reduce not just shift

electricity usage.
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The combination of both TOU and DLC was most appealing among those who
were willing to take up TOU as a stand alone option and the combination was
ideal in terms of optimising cost savings as well as saving in energy usage due to

the more efficient running of equipment on DLC.

Both the TOU with Critical Peak Pricing offer and the prepayment offer were the
least appealing options overall, especially given the complete lack of perceived

direct benefits or incentives for consumers.

“Time of Use” Offer

There was a general lack of willingness to change electricity usage behaviour on
a day to day basis due to the reality of the impact on lifestyle and household
needs, therefore the core appeal for TOU was very much among consumers
who are not at home during peak period, ensuring minimal impact on
household habits but opportunities to make savings during off peak times on a

much lower tariff than the current standard tariff.

The TOU offer was particularly appealing to high income singles/couples who
are working during the day and some low and medium income earners who
were willing to change some electricity usage habits to save money but again
mainly those who are not home during the day. Some of these consumers
expressed the preference to be able to tailor the peak times to better suit their
lifestyle with the thinking being that everyone has different needs across a range

of demographics and lifestyles so it would all balance out in the end.

Because most consumers were assuming they would only shift when they
do certain things that require electricity as opposed to actually reducing
the amount of electricity they use and that everyone else would do likewise,
then some believed that off peak times run the risk of becoming peak times.
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There were some low and middle income earners who did see an opportunity to
make even further savings beyond their current measures, even if they are home
during the day. In these instances usage also would not typically be perceived to
be about reduction, as these consumers are typically already at an absolute
minimum in terms of usage, but would mainly shift some non-essential tasks to

during off peak.

The most commonly mentioned changes to behaviour as a result of TOU were
doing basic household chores during off peak, such as:
Running washing machine and dishwasher only during off peak
times
Vacuuming and ironing
Minimal use of air conditioning or heating during peak (only if

really need to)

Those high and medium income earners who perhaps are not as conscious of
saving currently, believed that TOU may actually prompt them to become more
conscious and aware of energy usage thereby reducing usage in terms of:
Running the washing machine or dishwasher less frequently but
with full loads only
Not leaving appliances running unnecessarily e.g. air conditioning
or ceiling fans not left running when out of the house
Use of timers so air conditioning or heating only switches on

during off peak times

Consumers in Brisbane, Townsville and Warragul appeared most willing to
change their electricity usage habits as a result of the TOU offer, and to not only
make some savings but also with the bigger picture in mind of potentially saving
energy and reducing greenhouse gas emissions by becoming more conscious of

the amount of electricity being used in the household.
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Income aside, consumers in Dubbo, Tasmania and Perth were generally least
likely to adopt TOU based on needing to change usage habits and just having

something else they need to think about, it all seemed too hard.

Some high and medium income families, even though they did not see any
savings for them, did believe it could be a good education tool for kids to make
them more aware of the amount of electricity and energy that is being consumed
in the household.

The most logical and simple way for consumers to be aware of peak versus off
peak was overwhelmingly agreed to be a fridge magnet as a general reminder
on the fridge and in a common position for all to see in the house. Everyone in

the household would know where the times were.

There were some unprompted mentions of needing a more visual reminder in
terms of lights to indicate which tariff was operating at any given time and
references to an in-home display device in order to be able to monitor costs and
analyse savings. However, in reality when prompted most believed accessing

this information online or on the first quarter’s bill would be sufficient.

To reinforce and ensure continued use of the TOU offer, consumers would
expect to be able to see on their bill exactly how much money they had saved

compared to if they had been on a standard flat tariff.
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Summary of Reactions to the Time of Use offer

Time of Use

Families

Singles/Couples

High income

Positives
Works for us as not home
during the day
Could make it work cost wise
Make more conscious of
usage

Negatives

- Business need to do their bit
as well not just householders
Earn a lot so doesn’t matter
to me don’t have to change
anything, only home in
evenings
Home all day with young
children
Would have to change whole
lifestyle
Still wouldn’t use less air
conditioning just pay more
Will mean off peak times will
become peak — everyone
encouraged to shift usage
Too difficult, too much
trouble to monitor so would
end up costing more

Positives
Great for professionals not home
during the day and most of time at
home is evenings and weekends
Requires minimal effort for
workers not home during the day

Negatives

- Not good for home office
Have to do dishwasher and spa
after 7pm
Will use same amount of
electricity just at different times

Medium income

Positives
Kids will become more aware
of costs and energy waste or
impact on environment
Could change habits to save
money — need to experience
cost benefit, trial TOU
(Dubbo)
Big price difference between
peak and off peak price so
potential to save is good
Start to remember, be more
conscious of not just leaving
things running so reduce
usage not just change when
use e.g. ceiling fans
(Townsville)

Negatives
At home so using electricity
during peak
Have to be constantly
thinking about when you are

Positives
Can do most things on w/e and
save money e.g. vacuuming,
ironing, washing
Not home during the day
Do less loads of washing, broom
rather than vacuum cleaner —
reduce
Would try it out and look at cost
benefit after a month or so, need
proof of savings
More chance of saving than on
current tariff

Negatives

- Not allowed to use noisy
appliances at certain hours in
Housing Commission (Warragul)
Too hard for those at home
during day, only for 9-5pm
workers, need to change too
much/habits
Why such a big price difference
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doing things and what time it
is

between peak/off peak
Need proof of savings

Low income

Positives

Do housework at night
Would give it a go and look
at costs/savings — need
display to make work

Great for working families,
don't have to change much
e.g. A/IC only during off peak,
washing machine in morning

Positives
Treat it as a challenge, like
playing a game and see if can
save some money (like Carbon
Cops)

Negatives
No good for pensioners home
during the day
Set in ways too late to change

Will make you more energy
aware
Big difference between peak
and off peak rate — change
when do washing, use at
different times but not less
Negatives
- Aslong as don’t put prices
up after agree to TOU
Peak too long, needs to be
reduced by a couple of hours
either end (especially in
Adelaide)
Would pay more as home
with kids during day, wouldn’t
work

Direct Load Control

For those with air conditioning or a pool pump, direct load control (DLC) offers a
very attractive combination of factors via the ability to save money, save
energy, and feel good about your actions but essentially without having to
think or do anything. This offer was perceived as very much a ‘win win’ situation

for all, including the environment and almost a ‘no brainer’ for some.

“Sounds marvellous! Why aren’t they doing this already? Why is it optional,

everyone should do it.” (Adelaide, High Income Families)

The offer of DLC had greatest appeal in warmer climates Adelaide, Brisbane,
Townsville, Sydney and Perth, as well as high income households generally
given the lack of impact on lifestyle. However, there were some concerns even
among those who found the offer very appealing in principle and these concerns
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would need to be addressed in communication to reassure consumers and

facilitate broader take up.

The main concerns included:
If the air conditioning or pool pump is shutting on or off for brief
moments it may damage the equipment
Have been told that switching equipment like this on and off
actually costs money
What type of wiring and installation will be involved and whose
responsibility will that be? Who will pay?
Who will repair or guarantee the equipment if something goes
wrong?
The electricity company has control over the appliance (this was a
much lesser consumer concern than equipment damage based on

the explanation used).

These concerns were mainly expressed by consumers in Townsville, Dubbo,
Melbourne and Warragul and became the biggest barrier to considering the idea
overall in NSW and Victoria. These concerns were much less among consumers
in Adelaide and Brisbane with potentially greater familiarity or awareness with

these types of options in these states.

Those in Townsville, Sydney and Brisbane particularly appreciated the
environmental and socially responsible elements to the offer as ‘feel good’
factors. Some low income earners who didn’t currently have or use air
conditioning on a regular basis in Brisbane, Townsville and Adelaide believed it
may actually allow them to use air conditioning because of the potential running
cost savings. Those in Tasmania could not really see any great benefits of DLC
in the context of heat pumps, as heat pumps are already believed to be cost
effective to run and the idea of managing load did not seem relevant for
Tasmania either.
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The incentive of $75 dollars was perceived as very much a nice added bonus

for most and was not mentioned as a core driver to take up the offer (perhaps

with the exception of some low income earners). For some the $75 seemed so

unnecessary that it actually had the effect of making it all seem ‘too good to be

true’ and raised suspicions that someone must be making a lot of money out of

DLC in some way or that it could damage the equipment. The DLC offer as

communicated in the research was appealing enough without needing the added

incentive of $75 for most, especially once concerns around equipment damage

are alleviated.

Direct Load Families Singles/Couples
Control
High income Positives

Positives

- Sounds fantastic. Why not
doing it already? Why isn't it
compulsory?
Fair for everyone, no
difference to running, save
money — how much to
install?
Feel socially responsible but
don't have to think about it
Save energy without having
to change a thing

Negatives
$75 creates suspicion,
electricity company must be
saving lots of money

Don’t have to think about saving
and get$75to do it

Negatives
Who pays for wiring?
May damage appliance

Medium income

Positives

- Save environment without
even noticing any difference
Doing my bit
Make good savings
Better than losing air
conditioning altogether for a
couple of hours (making
reference to current off peak
hot water system in Qld)

Negatives

- Switching on and off may
break/damage equipment,
need to know how it works
May be used as a cop out,
feel doing something for the
environment and that's all |
need to do (Townsville)

Positives

- Can buy self something with $75
Alleviate pressure on grid so
offsets $75 for electricity company
Why isn’t it compulsory?
Maintain quality of life, no loss
just win, win all round
$75 nice sweetener
Do something without doing
anything

Negatives
No a/c or pool pump
May damage equipment
Must be making lots of money to
be able to offer $75
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Direct Load Control (Cont’d)

Low income Positives Positives
- $75 incentive and saves - Save money
money and electricity - Reduces network load

Save money/reduce bill and Negatives
don't have to think about it - May damage equipment

- WIll stop/prevent blackouts - $75 won't pay for damage to
Negatives equipment e.g. a/c unit
- May encourage to startusing | - Will electricity company be
alc as cheaper to run responsible for damage to
Don’t have a/c or pool pump equipment
Switching on and off may - Company has control, they are
break/damage equipment controlling a/c (pensioner Dubbo)

Will electricity company
guarantee equipment
Suspicious technology won’t
work

Time of Use and Direct Load Control

For those for whom TOU was relevant and an offer they would consider on its
own as outlined previously, then the combination of the TOU and DLC was ideal
in terms of optimising cost savings as well as saving in energy usage due to the
more efficient running of equipment on DLC. Essentially, even more dollar
savings when running the air conditioning or pool pump during off peak times.
For others, the same barriers remained as for stand-alone TOU, with the need to

change habits and/or think about what you are doing, and when.

Consumers in this target group (especially higher income earners) were also very
quick to appreciate that there was the potential from combining TOU and DLC to
still be able to run air conditioning or pool pump during peak period if required
and potentially counteract the higher peak period rate via more effective running

costs.
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Time of Use and Critical Peak Offer

Consumers overall immediately concluded there was absolutely no benefit or
incentive for the consumer at all in taking up this option, with the incentive of
a 5% discount seen to be insignificant and certainly not enough to outweigh the
perceived inconvenience of taking up a critical peak offer, or the risk of a few

days of critical peak in a row.

It was also not immediately apparent to some consumers as to why this option
would be offered (especially in Perth and Tasmania). The reaction was to
believe it was just another way for the electricity companies to make more money
and could manipulate it to suit themselves, as they control when critical peak

periods happen.

Critical peak periods are understood by most consumers to be those days
(normally in summer time) where the load on the system is so great that there is
a risk of blackouts and consumers are encouraged not to overuse electricity
during these days. Most could recall or were at least aware of these types of
days in the past. Tasmanian consumers were the obvious exception here with
this being quite a foreign concept with no previous experience of these types of
situations. This prompted thoughts that critical peak periods may now occur in

the future due to being part of the national grid.

Those who felt it would work were those for whom the purpose would then be
defeated as they are not typically at home during the critical peak times or for
whom the community or social responsibility was exceptional in terms of wanting
to help out with managing the load, or to help educate the kids on the
consequences of using too much energy by having to experience some

inconvenience, but these consumers were by far the exception.
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Most felt this offer would actually be a form of punishment, and for some
consumer punishment for the governments’ lack of planning (Adelaide and
Dubbo). The question of how much notice people would need of an upcoming
critical peak period and their tolerance for how many days in a row, then became

completely hypothetical.

When asked to imagine their expectations in this situation, consumers believed
generally they would:
Need at least 12 hours notice given the inconvenience, ideally 24
hours notice.
Expect an SMS alert as the most effective method of ensuring
they knew about it.
And 2 days in a row seemed to be the maximum tolerance level as
consumers believe they would need to leave the house to get cool
during these times and could not do this 3-4 days in a row unless

there were some very attractive incentives.

Prepayment Offer

Overall consumers also struggled to see the rationale or benefits of having a

prepayment method of this nature for electricity.

The downsides seemed to outweigh any benefits for the consumer, including:
Risk of minority/marginalised groups being forced to adopt this
method and having to go without electricity (electricity is too much
of an essential service to treat it like a prepaid mobile phone).
Paying money to the electricity company up front with no benefit
for the consumer, all weighted in favour of the electricity company.

There is no discount or lower tariff offered as an incentive.
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Just another thing would have to think about to ensure didn’t run
out of credit and electricity.

Too difficult to estimate how much credit will need to supply house
with electricity ahead of usage.

Other options already available for budgeting or hardship
purposes with Centrpay via Centrelink or arrangements directly
with the electricity company whereby regular instalments are made
on the bill so consumers are always in credit but with no risk of

having the electricity cut off.

Only positives that consumers could think of were:
May stop some people getting into financial difficulty with bills.
There were only one or two respondents in the Tasmanian focus
groups who were Aurora PAYG customers and one customer did
see the advantage of the more convenient payment options of
online/phone BPay compared to reloading a card at an outlet and
no nasty surprises with bills (Hobart PAYG customer).

Current Tariff

Perceived as simple, straightforward and easy among some high income earners
and aged pensioners who don’t want to make any changes at all and for whom
DLC had too many barriers or wasn't relevant (don’t have to think about

anything).

Overall though seen as not providing any incentive to save on bill or to save

energy overall.
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For those who are very nervous about benefits of TOU or DLC, or if it all seems
too hard to investigate (too much choice) they would by default stay on the
current tariff but often could be won over with reassurance or proof of savings

and/or technical aspects of DLC, if relevant.

In-Home Display

For phase two of the qualitative research, the in-home display was presented to

consumers with the $100 price tag.

As for phase one, many consumers believe the visual aspect of the in-home
display will have greatest impact on not just shifting usage with TOU but actually
making them more conscious of costs and therefore reducing energy
consumption. Some of our more ‘Social Responsibility’ and ‘Work the System’
style consumers actually believed it would be critical to getting the best out of the
TOU pricing and saving money and/or energy. In terms of information,
consumers expect to be able to get a $ amount of electricity spent in a day/half
day and running totals for several days, as well as the total billing period. Basic
cost and energy usage information was sufficient for most consumers, with the
visual change in tariff lights a constant reminder that the in-home display is there

to be looked at and monitored.

Some high income earners believed an in-home display would give them more
control in terms of understanding costs and savings but believed, once
challenged, that in reality they probably would not be used to best advantage and
the novelty would wear off pretty quickly as they would need to be very involved
or interested to use it consistently and get any advantage. Others admitted up
front that they would not have the time or inclination to monitor their usage and
will just wait for a bill and pay it. Those with kids did see some advantage for
potentially educating the kids and making the kids more aware of energy usage,
with some sense of treating it like a game to teach the kids in a similar manner to
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Carbon Cops. In this instance greenhouse gas emissions would be an important

piece of information to access.

The first reaction of medium and low income earners who were seriously
considering a TOU option was to perceive the in-home display as a very useful
tool in ensuring that savings are being achieved and monitoring how much
electricity different appliances use. However given the $100 price tag, once the
option of accessing similar information online was suggested this was usually
met very positively.

The only perceived advantage over online information was the visual nature of
the in-home display with more immediate access to information that could
potentially prompt more regular monitoring than needing to log onto the web.

Consumers in the more ‘energy conscious’ states of Queensland and Victoria
(specifically Warragul in Victoria) tended to be most willing to purchase the in-
home display for $100, and tended to truly believe it would prompt behaviour
beyond saving money by actually raising awareness and consciousness to the

point of conserving energy as well.

Putting the $100 tag on the display does mean only those who feel they will
seriously monitor their usage and get their money back on savings will purchase.
There may also be some novelty value for higher income families to purchase
and use it to play a game like the Carbon Cops and educate the kids on costs

and wastage.

Key questions that these consumers would need answered are:
- Would the $100 include installation?

How much electricity does the in-home display use?
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Conclusions

Given the clear gap between consumer beliefs on individual responsibility to
conserve energy and day to day usage behaviour, it is strongly evident that for
behaviour change to be significant among household electricity consumers,
monetary incentives and rewards are essential. Consumers innately want to
know ‘what’s in it for me?’ at a micro day to day level, and believe that
governments need to play a greater leadership role to ensure this does happen
and that the ‘bigger picture’ issues of the environment and infrastructure are

taken care of.

The optimum behaviour change motivator in the electricity market is a
combination of significant savings on the electricity bill or $ incentives in
combination with the ‘feel good’ factor of doing the right thing, specifically in
relation to the environment, whilst having minimal impact on your day to day
habits. Helping the environment is a powerful ‘added bonus’ at an emotional
level for consumers but has to be used in conjunction with tangible $ savings or

rewards.

The issues of global warming and climate change do appear to be more real and
tangible to most than perhaps they have been in the past with consumers having
direct experience of ongoing droughts and severe water shortages in some
areas. Documentaries and other TV programs on global warming do also appear
to have played an important role in sustaining awareness and reinforcing these
more tangible experiences with the build effect of this media having converted

some sceptics to believers.

Any communication around conserving electricity or energy needs to ensure
consumers believe they are not being asked to do more than their share and that

big business and industry is also being asked to do their bit.
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Conclusions (Cont’d)

Issues related to infrastructure and load management are seen as very much

more the responsibility of governments and not the individual consumer, unlike

the environment which is seen much more as everyone’s responsibility.

Consumers want to be reassured and expect that governments should look at

sustainable alternatives to coal for long term planning and security of supply.

There were some characteristic differences in terms of beliefs, attitudes and

behaviour when it comes to the different jurisdictions that can be mapped

according to the different consumer segments identified in phase one:

Action Social Responsibility
Work the System R *Strongly represented in
*Strongly represented in Brisbane, Townsville,
Melbourne & Sydney groups Warragul groups. Genuine
Media savvy, well informed on feelings of care for the
issues but what's in it for me? environment evident and this
Require cost/benefit information is reflected in current
for positive acceptance of smart actions/behaviour not just
meters. beliefs.
Individualistic | _ . | Community
Resistance o Rezlassurancted ,
: *Strongly represented in
*Strongly represented in perth, Dubbo, Hobart
Devonport.
Strongly aware of . . .
infrastructure issues as Little direct experience and/or
related to direct awareness of energy related
experience of issues. Little weight given to
blackouts/brownouts but the environment in terms of
perceived to be more v saving electricity. Highly
- sceptical and suspicious of
government responsibility. : )
Desire minimal to no Avoidance hsmart mef[er, Ire&sts.nt :Ont
impact on day to day change or simply ambivalent.
usage habits.
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Conclusions (Cont’d)

Tasmanians appear to be the least likely members of the Australian population to
understand the need to conserve energy based on a history of hydro electricity.
There is a very evident need to raise awareness in this state of the issues related
to energy conservation and begin the process of informing and educating the

population given that Tasmania is now part of the national grid.

One of the most effective communication approaches in the area of energy

conservation and prompting consumer action appears to be those that not only

build awareness of the broader issues such as the very impactful ‘Black Balloon’
campaign in Victoria, but those that are supported by more tactical promotions
and communication such as the handing out of free energy saving light bulbs in

shopping centres.

Tips on saving electricity with the bill and via current affairs programs have also
been a very effective trigger for consumers to implement changes at home. The
power of these types of programs cannot be underestimated in terms of

prompting changes in usage habits.

Kids teaching their parents energy saving tips that they have learnt at school also
appeared to be not just a source of information and awareness, but quite a
powerful tool for change.

Communication of smart meters to the Australian population moving forward
should be very clear and simple in terms of the rationale (i.e. about managing
load — minimising ‘traffic jams’, and reducing energy consumption, green house
gas emissions for the environment). A clear open and honest rationale will
ensure minimal potential suspicion and scepticism that smart meters are only

about profit and are a money making exercise.
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Conclusions (Cont’d)

Consumers will also require reassurance upfront that the smart meter is not

going to cost them directly and answer the question of ‘who’s going to pay for it?’

Consumers will also require upfront reassurance that there will be choice and the

sense of empowerment this can deliver, if desired.

The Direct Load Control (DLC) offer lends itself to being one of the lead offers in
terms of communication to drive acceptance and appeal of smart meters within

the Australian community given its general appeal and combination of essential
factors, with the caveat that the technical aspects of DLC are clearly and simply

communicated to alleviate consumer concerns around how it all works.

For most consumers who believe they would take up the “Time of Use” (TOU) it
will mainly mean a shift in when energy is used or no change at all for those not
home during peak periods rather than a reduction in overall energy consumption.
It does though appear to have some potential for small reductions in individual
household usage by simply making some consumers more conscious of the time
of day and the actual cost of electricity. For example, not leaving appliances
running during peak times like air conditioners, fans, heating as may have been

the case previously.

Although the all important financial rewards to consumers are critical, it will also
be very important for consumers to be emotionally rewarded for their energy
conservation habits by highlighting savings on electricity bills, and including
greenhouse gas emission savings as strong positive reinforcement of doing the

right thing.
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The appeal and potential take-up of offers can be characterised as follows:

Social Responsibility

Work the System Action
DLC
. *TOU & DLC
TOU & DLC (if not at home (even for those who are at home during
_during peak period) peak with a genuine desire to reduce
Driven by minimal impact, energy usage)
minimal guilt (feel doing the Willing to pay for and use In-
_ right thing for the home display as a tool for
environment) and core driver helping to reduce household
= cost saving benefits energy consumption not just
In'home dISp|ay fOI‘ $100 |f Saving money
there are savings to be had
Individualistic | . | Community
Resistance Reassurance
Current regulated Currenttarrﬁ?ulated
iff
tg['c DLC (if technical
TOU & DLC aspects well explained
(for a few consumers, if ar;tljlec\?igtceedr;]s
not home during peak v
period)
Avoidance
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Appendix 1

Project Smart — Phase 2

Focus Group Discussion Guide (v1 Draft)

Total 1.5 hrs

1. Introduction (5 mins)

PRIVACY ACT REQUIREMENTS

W

Introduce topic and brief outline of what discussion will involve
0 Research on the household electricity market being conducted on behalf of the
Federal Government
o No right or wrong answers
o Lots of different opinions OK
0 The discussion will last for a maximum of 1.5 hours
Confidentiality
Information and opinions will be used for research purposes only
All answers are combined with other participants at the end
Observation

Describe who (clients, note taker, Red Jelly colleagues)

Describe how (e.g. one way mirror, closed circuit TV)

Give assurance that if any one of them recognises anyone in group they will

cease to observe the group.
Recording

Describe how (Via DVD/Video)

Give assurance that tapes will only be used for research purposes.
Facilities (i.e. toilets) + food and drinks provided, mobiles off, etc.
Moderator & respondent introductions

Each respondent introduces themselves:
O Family situation, household size/situation
0 Work/lifestyle/interests

72 Red Jelly- Smart Meter Qualitative
Consumer Research-Phase 2



Please Note: A short self completion questionnaire will be completed by all respondents prior to
the focus group discussion to gather basic background information on the following key areas
(respondents will be asked to arrive at least 20mins prior to the group discussion to complete
this):

- Household structure — number and ages of occupants

- Household type e.g. unit or house

- Appliance ownership and use e.g. how many aircon units, how often, for how long

run air conditioner, pool pump?

- Type of hot water heating and type of tariff currently on

- Perceptions of which appliances use most electricity in household

- Electricity saving behaviour and information sources

- Average cost of electricity bill currently? Differences based on seasons?

2. General Consumer Behaviour, Attitudes and Awareness (20 mins)

To add some depth of understanding to household electricity consumers’ general
behaviour in relation to electricity usage, and level of involvement in category explore
attitudes towards and awareness of electricity consumption, conservation and costs

(beyond the self-completion questionnaire).

Electricity Usage

Now let's start by thinking about the electricity that we use at home.....
Which appliances do we feel use the most electricity in our homes?
How does this change based on time of year, weather etc?

Do we currently do anything to try and save electricity at home or is it something
we’ve never really thought about?

If so, what sorts of things do we currently do? (Explore fully)
What triggered or prompted us to start doing these things

Where do we learn, hear about things that we can do to save electricity, if at

all? Check sources of information on saving electricity, if any.

What are our main reasons for trying to save electricity? (ensure we get a
sense of whether any other factors beyond saving money are a driver of
behaviour or just added bonus of saving money on the electricity bill)

What are some of the electricity saving tips that we can see ourselves never doing
when it comes to saving electricity at home
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If not currently doing anything to save electricity, what is it do you feel that means we
haven’t given this much thought (Briefly explore barriers to behaviour change)

Awareness and feelings on Electricity Costs

Explore how consumers currently think about and talk about costs, their level of awareness,

concerns etc

How do we feel about electricity costs generally at the moment? What makes us say
that?
Are we aware of what electricity currently costs us?
o What do we currently spend on electricity per quarter?
o How do we feel about this?
o How does what we spend on electricity vary according to time of year? What
causes the biggest variation on your costs do you feel?

Knowledge and Beliefs Around Electricity Supply and Usage Generally

As a reality check on top of mind consumer awareness of issues or concerns related electricity

supply and consumption prior to introduction of the smart meter pricing offers.

What sorts of things do we hear talked about, reported on in the media with regards to our
electricity supply in our State and Australia generally
o Whatdo we feel are all the positives around electricity usage and supply in our
State and Australia generally
o What are some of the negatives or concerns around electricity usage and
supply in our State and Australia generally
0 What sorts of things, if anything do we feel governments should be doing more
or less of in relation to electricity supply and usage in Australia

What makes us say that?
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3. Reactions to Smart Meter Pricing Options (45 mins)

An overall explanation of what a smart meter is will firstly be introduced to give
consumers some contextual understanding and then each of the pricing options will be
evaluated within the scenario of the smart meter having already been installed in their

home.

Have any of us ever heard of smart meters in relation to electricity before?
If anyone has heard of smart meters check understanding and source of
awareness and then read explanation/description to group (each group
participant to be given a written explanation of smart meters to have in front of
them as moderator reads out)

SHOW AND READ GENERAL SMART METER EXPLANATION & DESCRIPTION (VERY
BRIEFLY ALLOW SPONTANEOUS REACTIONS AND INITIAL THOUGHTS AND
FEELINGS) AND THEN EXPLAIN WE ARE NOW GOING TO IMAGINE THIS NEW
SMART METER HAS ALREADY BEEN INSTALLED IN OUR HOME AND WE NOW HAVE
THE OPPORTUNITY TO CHOOSE BETWEEN A NUMBER OF PRICING OPTIONS.

Pricing Options
Present each of the options one by one, rotated in order between groups (6 options including the
current price structure).

Current Price Structure

Time of Use (TOU)

Time of Use (TOU) with a Critical Peak Pricing (CPP) element
Time of Use (TOU) with a (DLC) element

DLC

Pre-payment

I’'m especially interested in how you feel about these pricing options for you and your household.
I will read a description of each pricing option and you can follow using the written copy you have
in front of you. Ask for each option......

How do we feel about this option
- Top of mind thoughts & feelings
- Key triggers/barriers
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- Advantages/disadvantages

Once all unprompted thoughts and feelings on pricing option are elicited, probe specifically on

following areas for the specific options..........

- Time of Use

1%}

How likely would we be to take up this option? What is it that makes
us say that? Explore all triggers and barriers fully and ensure we
understand any issues with the way the option is being
communicated or if it is more external factors e.g. household
circumstances/behaviour such as already using a lot of electricity
during off-peak, or established attitudes and beliefs

Would we change the way we use electricity as a result of taking up

this option? What makes us say that?

If so, how do we see this option changing how we use our household

electricity? (e.g. reduce the amount used, switch some usage into off

peak times, if so what would change)

- Explore exactly how behaviour around electricity usage
would change and elicit specific examples

How would we like to be informed on peak/off peak times? What

would be the most effective way for you to know what the different

times and tariffs are?

Then probe on mediums such as:

- Electricity Bills

- Website like personal banking where you can log in and access
current and historical info

- Fridge magnets with tariff info (price and times, or just times)

- Brochures sent periodically with bill including tips on saving
electricity as well as tariff times and prices

- How often would we need to look at, be reminded of the times
and prices?

- What would be the most effective way of impacting on our actual
electricity usage when it comes to communicating the times and
prices?

Anything else that would be useful to know? Make us save more

electricity?

Any other information on electricity usage that we feel would be

effective? Useful?
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Note: The idea of an in-home display will not be introduced until the

last section of the group discussion to allow full exploration of

unprompted ideas and expectations around how best to receive this

information in a day to day real life context.

- Critical Peak Pricing

1%}

1%}

@

Would we consider the option of CPP? What would make us take it

up? Not take it up?

Would we typically be home during the CPP times (i.e. during the

week in the afternoon)?

If so, what would you do on a CPP day? (explore fully expected

behaviour and appliance usage — which appliances would and

wouldn’t be used, how would they manage on days like this, what

would the strategy be in reality?)

And what if it was a CPP 2 days in a row? What would we do then?

Would we do anything differently compared to if it was just one day?

If so, what would we do differently?

For SA

- And what if there was a CPP 4 days in a row? What would we do
then? How would we manage this? Would we do anything
differently to if it was just 1-2 days? If so, what would we do
differently?

(Check if shifting behaviour for one day also applies to 2 days or 4

days realistically e.qg. if say will go to the shopping centre, not switch

on aircon?)

How would you like to be notified about upcoming CPP days? What

would be most effective for you? E.g. e-mail, sms, phone message

Note: Should consumers ask why electricity is more expensive to

produce on certain days (these are still typically summer heatwave days

when everyone is running aircon) then a simple explanation is that due to

demand on the network all generators including some generators that

are very expensive to run and do not normally run have to be operating.

- Direct Load Control

@ For those of us who have air-conditioners or pool pumps.......

@ Would we consider the option of Direct Load Control? What would

make us take it up? Not take it up? (be alert to any
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concerns/scepticism regarding the electricity company controlling the
appliances or the effective functioning and how could these concerns
be alleviated)
@ If interested in taking DLC up as part of the “time of use” (TOU) offer check
how behaviour/electricity usage would change, if at all for TOU? (i.e. if air-
conditioners are being cycled under DLC, then what appliance use would

they change under a TOU tariff)

- Prepayment Offer
@ InTas, SA
- Do any of us currently use a prepayment option for electricity?

@ Would we consider moving to a prepayment plan such as this? What would
be our main reasons for wanting to do that? (ensure we understand the
consumer drivers, perceived advantages beyond existing prepayment
options e.g. if prepayment already available as itis in Tas, SA and WA
understand why has not already been taken up in its current form and what
value is placed on convenience of payment methods, does it potentially
broaden the target market and attract those with slightly different needs, what
are the advantages over smart meter prepayment versus existing options?)

@ How do we feel about not having to have a new or special meter just
for prepayment as is currently the case in states where this is
offered? Does it change our views of this option?

@ How do we feel about the option of paying over the phone or via the
Internet rather than recharging smart cards at a designated outlet?
Would that work for us?

@ What would be the main reasons for taking up/not taking up this
option for you?

Note: Should concerns about the community as related to prepayment

options be raised explain: “Legislation currently exists to protect
customers and govern when disconnections can occur and other billing
and marketing conduct. If smart meters are rolled out similar legislation
will be enacted prior to prepayment availability. Currently where
prepayment is available there are codes that also enable customers
access to emergency credit and dictate where prepayment may not be
appropriate (i.e. customers that are immobile or on life support).
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4. Comparison of Overall Pricing Offers (10 mins)

Overall which of these pricing options do we feel we would be most likely to take up
given we are imagining we now have a smart meter installed in our home and all of
these options are available to us to choose from? (ensure we understand fully the
triggers and barriers, consumer rationale and trade —offs between each of the options)

And which of these pricing options do we feel will be most likely to change our
electricity consumption habits (e.g. mean we will use less electricity at home). (If
different to the option consumers are most likely to take-up understand what could
encourage consumers to take-up these options, how could any barriers be overcome —
is it simply a communication issue or related to household circumstances?)

5. In Home Display (10 mins)

And finally I'd like to show you another option for how you could receive and access
information about your electricity consumption and prices etc. Hand out and read in

home display concept then briefly check...

- In Home Display
@ How do you feel about this option?

@ Perceived advantages/disadvantages?

@ Likelihood to take up an in home display? Explore fully motivations or
barriers to take up

@ How do you see the in home display working in reality day to day in
your home? How would it be used? How often would we look at it?

@ SHOW VISUAL EXAMPLES AND CHECK AGAIN INCLUDING
PREFERENCES FOR STYLE OF IN HOME DISPLAY

@ What information would we like to be able to get via the in home
display?

@ What sort of information might encourage us to look at the display
more often?

@ Are there any advantages for you and your household in owning an
in home display over other methods of receiving information on
tariffs, CPP such as e.g. electricity bill, fridge magnet, Internet etc.
What makes you say that?

@ Inreality on a day to day basis in your home, which method of
receiving information do you feel will have the greatest impact on
how much electricity you use?

Thank participants & close
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Appendix 2

Smart Meters
Smart meter is a general term used to describe a new type of electricity meter
that is being introduced around the world, and in Australia.

Currently electricity in households is measured by accumulation meters. These

meters do not measure when electricity is used but rather how much is used

over a defined period. The cost of electricity is generally a flat price per kilowatt
hour.

In contrast to this, smart meters can record your electricity usage every half hour.
With this new meter, electricity can be charged based on when it is being used,
in addition to how much. That way, electricity prices you pay better reflect the
actual cost of the electricity at the time you used it.

This new kind of pricing is called “time of use”.

With the introduction of smart meters, you will be able to choose the type of
pricing option that you feel best suits your needs, including remaining on your
current pricing structure if you choose. You can also at anytime revert to your

original pricing structure if you have chosen another option.



Appendix 3

“Time of Use” Offer (L)

You are offered different prices that depend on the time that you use electricity
l.e. “Time of Use” (TOU) pricing. There would be two main prices, one for peak
periods (weekdays during the day) and one for off peak (nights and weekends).

Type of Tariff Times Price (cents/kWh,
including GST)
Current Tariff N/A $0.12
Peak Mon-Fri 7am to 8pm $0.25
Off Peak All other times $0.05

NSW
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“Time of Use” and Critical Peak Offer (M)

You are offered different prices that depend on the time that you use electricity i.e. “Time of
Use” (TOU) pricing. There would be three main prices, one for peak periods (weekdays
during the day) and one for off peak (nights and weekends).

In addition, up to 12 times per year electricity is much more expensive to produce than any
other day. These are Critical Peak Periods. These periods would last for between 4 to 5
hours during the peak time of day (approximately 12pm to 5pm). At this time the price of
electricity would be significantly higher. You would be notified between 2 and 24 hours
prior to a Critical Peak Period being called. For taking up this option you would be offered
an additional 5% discount on the standard off peak rate.

Type of Tariff Times Price (cents/kWh, including GST)
Current Tariff N/A $0.12
Peak Mon-Fri 7am to 8pm $0.25
Off Peak All other times (except CPP) $0.05
Critical Peak Period Up to 12 periods per year for $1.26
4 to 5 hours during a peak
day (12pm to 5pm approx.)

NSW
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“Time of Use” and Direct Load Control Offer (P)

You are offered different prices that depend on the time that you use electricity i.e. “Time of
Use” (TOU) pricing. There would be two main prices, one for peak periods (weekdays

during the day) and one for off peak (nights and weekends).

Type of Tariff Times Price (cents/kWh,
including GST)
Current Tariff N/A $0.12
Peak Mon-Fri 7am to 8pm $0.25
Off Peak All other times $0.05

In addition to this a smart meter has the capability to manage the amount of electricity
specific appliances use (i.e. air conditioners and pool pumps) and therefore deliver savings
for you. This is called direct load control and allows the electricity company to reduce the
amount of electricity that is being consumed by these appliances without you noticing any
difference in how the appliance runs. Via a smart meter the appliance is cycled, motor off
for a short period of time but the fan still running or shut off for brief moments to reduce the

electricity used but maintain the performance (e.g. room will still be just as cool). You
would not notice any difference. You would be offered a bonus of $75 each year to take-
up a direct load control option in addition to the savings you would make on the appliance

running costs, and this helps alleviate demand on the electricity network overall.
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Direct Load Control Offer (Q)

A smart meter has the capability to manage the amount of electricity specific
appliances use (i.e. air conditioners and pool pumps) and therefore deliver
savings for you. This is called direct load control and allows the electricity

company to reduce the amount of electricity that is being consumed by these
appliances without you noticing any difference in how the appliance runs.

Via a smart meter the appliance is cycled, motor off for a short period of time but
the fan still running or shut off for brief moments to reduce the electricity used but
maintain the performance (e.g. room will still be just as cool). You would not
notice any difference. You would be offered a bonus of $75 each year to take-
up a direct load control option in addition to the savings you would make on the
appliance running costs, and this helps alleviate demand on the electricity
network overall.

NSW
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Prepayment Offer (R)

The smart meter has a function that allows the electricity supply to be turned on
and off without the electricity company having to visit your home. This allows the
offer of a prepayment option without you needing to receive a special
prepayment meter, and without needing to have a separate smart card that
needs to be recharged at designated service centres or retail outlets.

Instead additional credit can be put on the account by e.g. making a phone call
and giving credit card details or via Internet payment methods. If you choose to
stop a prepayment plan at anytime there is no need to change the meter to revert
to your previous tariff or a new offer, as is currently the case.
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Current Price Offer (S)

With the introduction of smart meters you can choose to remain on the current
standard electricity tariff.

Type of Tariff Times Price (cents/kWh,
including GST)
Current Tariff All times $0.12
NSW
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In Home Display (T)

A smart meter can record and receive all kinds of information and a display offers
different ways of receiving and viewing it.

An in home display, with a small screen which shows a range of
information related to electricity consumption (e.g. amount of electricity used,
current prices/tariffs, greenhouse gas emissions).

It can offer signals so you know when the price changes. For example, whether
it is a “critical peak” day or whether it is moving into the peak period on a “time of
use” price. The way information is communicated would depend a lot on the type
of in home display unit and these do vary from simple to more detailed versions
of the in home display (show two examples via visuals).

An in home display would be available from electricity retailers for customers who
would like to have one in their home at a cost of approximately $100.
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Appendix 4

Tariffs and Peak Times Used in Price Offers

State

Time
Definitions

Current
Tariffs

Smart M eter Tariffs

Ratiosof Smart Meter
Tariffsto Current

Tariffs

Peak

Off- Critical
peak Peak
Price

Off-Peak

with 5%

discount
(when
with
CPP)

Peak

Off-
Peak

Critical
Peak

NSwW/

ACT

NT

QLD

TAS

Vic

WA

Peak: Mon
to Fri 2pm -
8pm, Off-
peak: all
other times

Peak: Mon
to Sun 6am -
8pm and
Off-peak: all
other times

Peak: Mon
to Fri 7am -
9pm and
Off-peak: all
other times

Peak: Mon
to Fri 7am -
9pm and
Off-peak: all
other times

Peak: Mon
to Fri 7am -
8pm and
Off-peak: all
other times

Peak: Mon
to Fri 7am -
7pmand
Off-peak: all
other times

Peak: Mon
to Fri 12pm
- 6pm, Off-
peak: all
over times

$0.122

$0.150

$0.140

$0.170

$0.140

$0.135

$0.139

$0.251

$0.143

$0.181

$0.200

$0.162

$0.192

$0.202

$0.049  $1.255

$0.120  $0.751

$0.068  $0.950

$0.095  $1.000

$0.062  $0.850

$0.067  $0.960

$0.062  $1.011

$0.046

$0.114

$0.064

$0.090

$0.059

$0.063

$0.059

2.06

0.95

1.29

1.18

115

143

145

0.40

0.80

0.48

0.56

044

049

045

10.29

5.00

6.79

5.88

6.07

7.13

7.25




