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EXECUTIVE SUMMARY
In November 2016 the Victorian Government announced a review
of electricity and gas retail markets in Victoria (the Review). The
objective of the Review is to examine the operation of the Victorian
electricity and gas retail markets and provide options that would
improve outcomes for consumers.
To help inform the Review, the Department of Energy, Land, Water
and Planning (the Department) commissioned Newgate Research
to undertake consumer research. This involved a mixed-method
survey of n=2,834 residential and small business consumers, and
the collection of energy bills from as many of the participants as
possible within the timeframe and other constraints of the study.
Methodology Outcomes
This highly complex research process yielded a total of 1,187 valid
and complete bills: 717 electricity bills and 470 gas bills, which
were able to be matched back to n=772 of the study participants.
This final success rate of 27% of survey participants providing one
or more bills should be regarded as an excellent outcome, with a
very representative sample of Victorian consumers.
To maximise the inclusiveness of the study and number of bills
received, consumers were given a range of methods for providing
a copy of their most recent electricity and (if connected) mains gas
bills, including in-survey upload, email, fax or post. However, this
resulted in some issues with participants not following through and
providing their bill/s, providing poor quality bills or providing bills
that were unable to be linked back to their survey responses. A
follow-up request was made to participants who did not provide
their bills in the first round, with only in-survey uploads offered.
This increased the final number of bills collected, while also
providing insight into why they did not originally follow-through –
i.e. privacy concerns, followed by not enough incentive to do so.

In addition to providing the de-identified bills to the Department (a
significant task due to the amount of personal information on bills),
information from the bills was entered into the project database for
further analysis. In consultation with the Department and its other
suppliers for this project, Newgate designed a comprehensive data
entry template for the bill information capture, comprising 177 fields
for each of electricity and gas bills; up to 354 fields per participant
(if they provided both an electricity and a gas bill), including fields
for as many as three price changes in the billing period.
The data entry process presented numerous challenges due to an
inherent lack of consistency in how retailers present information on
their bills. Some of the bills were able to be automatically scanned
for the information and yet still had gaps and errors that had to be
corrected, while many had to be manually entered – a significant
undertaking in light of the number of data fields.

n=2,834
Completed the
survey
n=1,409
Agreed to
send us their
bill/s (50%)
n=772
Sent us at
least one
valid bill
(27%):
1,187 bills
in total
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EXECUTIVE SUMMARY CONT’D
Survey Results

In terms of survey responses, and in line with other research
Newgate has conducted, many consumers demonstrated confusion
about the energy market. Around half indicated that they were on a
contract or plan for their electricity or gas service, while around three
quarters reported that their retailer/s give them rewards or
discounts.
Around a third (31% of householders and 33% of small businesses)
reported having switched energy company or plan in the last 12
months, and more than half (55% for both householders and
businesses) in the last three years.
Wanting a cheaper price and the discounts on offer were the
standout reasons for switching. The extent to which customers are
actually receiving the discounts offered as part of their plan is
something that requires further analysis.

Meanwhile the main reasons consumers didn’t switch were that they
were happy with their current energy company/ies or arrangements,
being too busy, finding it too confusing, not being bothered to
switch, and a belief that it wouldn’t really make a difference to what
they pay.
Around three in ten consumers were aware of the Victorian Energy
Compare website and just over one in ten reported having used it
(13% of householders, 12% of businesses). Those who preferred to
speak a language other than English and those with a special
payment arrangement with their energy provider due to financial
difficulty were also more likely to report having used the site.

Most participants rated the value for money they receive from
their energy company/ies as at least fair. Among residential
consumers, on a scale where 0 meant very poor and 10 meant
excellent value, the average rating was 5.9 out of 10 for
electricity and 6.0 for gas. For business consumers surveyed,
the averages were 5.5 for their electricity company and 5.6 for
their gas provider.

Notably, there were no significant differences in ratings
between those who had switched energy company or plan in
the last 12 months; for example residential consumers who had
switched electricity company/plan in the last year gave their
electricity company an average value for money rating of 5.9
vs. 5.8 among those who had not switched.
Note that the Department has commissioned further analysis
on the bill and survey data collected in this study, which is
reported separately.

In Conclusion
Newgate is very pleased with the representativeness of the
sample, the number of bills received and the quality of
data that was able to be collected within this challenging
study. We commend the Department for investing in this
important work.
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INTRODUCTION

BACKGROUND AND OBJECTIVES
In November 2016 the Victorian Government announced a
review of electricity and gas retail markets in Victoria (the
Review). The objective of the Review is to examine the
operation of the Victorian electricity and gas retail markets
and provide options that would improve outcomes for
consumers. The panel is due to submit its report to the
Minister by the end of May 2017.
To help inform the Review, the Department of Energy, Land,
Water and Planning (the Department) commissioned Newgate
Research to undertake consumer research to assist with
understanding whether Victoria’s energy markets are working
in the best interests of consumers.
The primary objective of the research was to collect a
representative sample of consumer energy bills and in
particular, to provide the Department with information
regarding:
• The distributor and retailer;
• The number of days in the billing period and the date of the
bill;
• The volume of energy used and the price consumers pay
for different tariffs; and
• The types of plans consumers are on and the types of
discounts they receive.
A secondary objective was to obtain survey data from the
same consumers who provided their energy bills, regarding
their engagement with the energy market.

In particular, the survey sought to measure:
• Awareness and understanding of the energy market;
• Level of engagement in the energy market;
• The drivers and barriers to consumers engagement; and
• Information sources used and awareness of the Victorian
Government’s comparator website.

Further, the survey sought to collect consumer profiling
information to assist with analysis of the billing data. This
included location (Melbourne vs. regional Victoria and
distribution areas), age, gender, home ownership, number of
people in the home, whether they have any new technology
installed e.g. solar or batteries, employment status, household
income etc.
The survey was developed in close consultation with the
Department and copies of the questionnaires are included in
Appendix 3. These included some questions also used in the
Australian Energy Market Commission’s annual competition
review research, which Newgate has conducted for the last four
years, to enable additional comparison and validation of
research findings.
The results from the research have also been used to support
another stream of work that is already underway to inform the
Review – the analysis of retail prices and margins.
The purpose of this technical report is to detail the methodology
used in this innovative and unique research study, as well as
providing an overview of the survey responses. Analysis of
findings across both the survey and bill data is being
7
conducted separately.

DETAILED
METHODOLOGY

METHODOLOGY
The research was conducted via a quantitative survey with a very
robust sample of n=2,183 residential energy consumers and n=651
small businesses in Victoria who were the main or joint decisionmaker with regards to choosing an energy company for their home
or business – i.e. n=2834 in total. Further, small business
consumers qualified for the research only if their latest quarterly
electricity bill was less than $3,500.
The survey was conducted via a mixed mode approach, mainly
comprising online surveying, with computer assisted telephone
interviewing (CATI) included to ensure that the survey sample and
bill data were as representative as possible within the timeframe and
budget constraints. In order to maximise the number of bills obtained
in the time available, no quotas were applied to the sample.
The fieldwork was conducted by Lightspeed Research, which
provided the online sample. CATI interviewing sample was sourced
from the White Pages for residents and Yellow Pages for
businesses using a random sampling method. The online survey
pilot was conducted on March 8, 2017 with the main survey
conducted between March 9 and 27. The CATI survey was piloted
on March 11 and continued through until March 31.

The table below shows the final survey sample as well as the
maximum margin of error (MoE) associated with each sample size
at the 95% confidence level. The participant profile is included in
Appendix 1, which illustrates the excellent mix of consumers
included in the survey.
SURVEY
RESPONSES (n=)
Residential
Small Business
Total

ONLINE

CATI

TOTAL

MoE (+/-)

1,983

200

2,183

2.1%

501

100

651

3.8%

2,484

350

2,834

1.8%

Survey Design
Phase 1
At the beginning of the survey, participants were given some
information about the Review and asked whether, in principle,
they would be willing to provide a copy of their electricity and
gas bills for an incentive of $10 (note this was increased from
$5 during the pilot to help improve response rates).

Residents who said no at this point were not able to continue
with the survey. Due to lower incidence rates, this request
was made optional for small business consumers – and it was
agreed with the Department that the survey data itself for
businesses would suffice in the Review.
Participants went on to complete the survey and at the end
were asked to provide a copy of their bills. To ensure that
everyone was given equal opportunity to provide us their bill,
the following options were made available for the provision of
the bill:
 For online survey participants they could upload a copy of
their bills directly into the survey i.e. either a scanned copy,
an original pdf or a photo;
 For both online and telephone survey participants they
could also send it via email, post or fax.
The average survey length was about 18 minutes.
After three weeks in field, in total 750 valid and complete bills
were collected: 454 electricity and 296 gas.
NB: For the purpose of this report a ‘complete and valid bill’
means it was for a property in Victoria, contained all the
pages of the bill (or at least had all of the crucial usage and
rate information) and could be linked to survey participants.
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METHODOLOGY CONT’D
Phase 2
A second phase was conducted in order to increase the number
of bills. This involved re-contacting participants from the online
survey who had not sent us any bill/s (n=2,261) and asking
them to send a copy of their most recent bill/s. Those who had
previously sent an unclear or incomplete bill (n=63) were also
contacted and asked to re-send their bill/s.

To ensure all new bills could be linked back to the survey
participants, bill provision was limited to electronic upload in the
reminder survey i.e. mail and email options were not provided.
To maximise response rates, the incentive was increased to
$25.
The online reminder survey was open from Friday 28th April until
Friday 12th May. A final reminder was also sent on Friday 5th
May.
As part of this process participants were asked the main reason
why they had not sent through their bill/s prior to being
recontacted, in which they were prompted with a list of reasons.
The main reasons were concerns about privacy (40%) or
because the $10 incentive was not worth it (21%).
In total, n=1,032 participants responded to this reminder survey,
n=418 agreed to upload their bills, and by the end of Phase 2,
n=284 had actually sent us at least one valid and complete bill:
265 electricity bills and 175 gas bills (440 in total).
The table on the next page shows the final number of valid and
complete bills collected by each of the methods made available
and across the two phases.

Weighting
To correct for sampling bias and ensure that the survey results
were as representative of the Victorian population as possible,
the residential data set was weighted using age, gender and
location proportions of main or joint decision makers. The data
file included separate weights for residents and small business
participants for the following three samples:
 Weighting for all survey participants
 Weighting applied to just those who sent a valid and
complete electricity bill
 Weighting applied to just those who sent a valid and
complete gas bill
The weights used are provided in Appendix 2. These
proportions were taken from the Australian Energy Market
Commission Retail Competition Review Research conducted in
2014. These weights were calculated using incidence rates of
main or joint decision makers in Victoria from an online survey
conducted with a representative sample of both decision
makers and non decision makers as part of that research. For
gas, the weights looked at the profile of main decision makers in
Victoria who had mains connected gas (e.g. skewed more to
Melbourne than regional Victoria, and younger consumers).
When interpreting the survey results, it is important to note that
the results are based on those who were willing, to some
degree, to send us their energy bills and may not be totally
reflective of all consumers.
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SURVEY SAMPLE AND BILL DATA RECEIVED
(VALID & COMPLETE)
BILLS RECEIVED (n=)

PHASE 1
(ORIGINAL SURVEY)

PHASE 2
(ONLINE REMINDER)

TOTAL NUMBER OF
BILLS (n=)

Gas

269

151

420

Electricity

391

213

604

Gas

27

24

51

Electricity

63

52

115

Gas

296

175

470*

Electricity

454

265

717*

All

750

440

1,187*

TYPE OF BILL

Residential

Small Business

Total

* Please note, there was 1 duplicate gas bill and 2 duplicate electricity bills received following the Phase 2 reminder – these were identified as part of the quality
checks and have been removed from the total number of bills. In each of these cases, the most recent bill was retained.

The maximum margin of error (MoE) associated with the number of bills received is +/-4.5% for n=470 gas bills and +/-3.7%
for n=717 electricity bills, both exceeding the industry’s best practice of 5%. The MoE associated with the total number of bills
received (n=1,187) was a particularly robust +/-2.8%.
As detailed further in this methodology section, Newgate Research also received 105 complete bills that could not be linked
back to survey participants (60 electricity and 45 gas bills) as well as 41 incomplete bills i.e. just the first or second page (18
electricity and 23 gas), 1 electricity contract and 8 bills from interstate (6 electricity, 2 gas).
In total, 1342 bills were received and entered into the database including 802 electricity bills and 540 gas bills.
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SUCCESS RATES
In terms of bill collection, the overall success rate was 27% i.e. out of the n=2,834 participants who did the survey, we were able
to obtain and link 772 valid and complete electricity and / or gas bills: 717 electricity bills and 470 gas bills. Among the n=2,171
survey participants who had mains gas this represented a response rate of 22%. Further, 415 participants sent us both their
electricity and gas bills (valid and complete).
The table below shows the success rates in terms of the number of participants that said they would send us their bill vs. the
actual number that did. The results are broken down by consumer type, survey mode, the method of bill delivery and the phase.

PHASE

SEGMENT

Number of
participants
who
completed
the survey

Number of
participants
who agreed
to send their
bill/s

Number who
actually sent
us a valid and
complete bill

Success rate
(among those
who agreed
to send their
bill/s)

Success rate
(among all
survey
participants)

2,183

1,172

423

36%

19%

651

237

67

28%

10%

Consumer
type

Residential

Survey
mode

Online

2,484

1,163

437

38%

18%

CATI

350

246

53

22%

15%

163

12

7%

0%

708

139

20%

5%

Fax

26

8

31%

0%

Online Upload

512

331

65%

12%

Small business

1
Post
Delivery
mode

2

Total

Reminder
Survey

Email
2,834

Residential

425

344

231

67%

54%

Small business

99

74

53

72%

54%

2,834

1,409

772

55%

27%
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MAXIMISING BILL DATA REPRESENTATIVENESS
To ensure the survey and bill data were as inclusive and
representative as possible the following steps were taken through
the research:
 Surveys were conducted via both online and via Computer
Assisted Telephone Interviewing (CATI) to provide additional
opportunity for people without internet access to participate.
This includes vulnerable consumers, older consumers and
those in regional areas.
 The survey included both residential and business participants
as these consumer types operate in slightly different markets.

The tables below demonstrate how both the survey and bill
data obtained include an excellent mix of participants.
Participant profiles are further detailed in Appendix 1.
Residential
Key Demographics
(Unweighted %)
Dual Fuel Yes

 If participants had privacy concerns, they were told they could
cross out their name and address to protect their identity.

 An incentive of $10 was provided to participants to help
increase the likelihood of them sending through their bill and
further enhance the representativeness of the bill data.
 Up to two email reminders were sent to online survey
participants to help increase the number of bills obtained.
 A further reminder survey was conducted (Phase 2) for two
weeks, with an increased incentive of $25 offered to those who
had yet to send us their bill/s or who had previously sent
unclear or incomplete bills.

84

85

100

Female

45

43

42

Male

54

57

57

18-34

16

18

14

35-54

38

39

42

55+

46

43

44

Metro

81

83

88

Regional

19

17

12

Gender

 Data collection was conducted over the longest period of time
available to give as many people as possible the opportunity to
participate.
 As outlined on the methodology slide, participants were given
the opportunity to provide their bills using a range of different
methods e.g. survey upload, mail, email or fax.

Those who
Those who
All survey
provided
provided gas
participants
electricity bill
bill
(n=2,183)
(n=603)
(n=419)

Age

Location

Small Business
Key Demographics
(Unweighted %)
Dual Fuel

All survey
participants
(n=651)

Among those Among those
who provided
who
an electricity provided a gas
bill (n=114)
bill (n=51)

Yes

53

51

98

Metro

76

80

92

Regional

24

20

8

Location
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BILL COLLECTION, DATA ENTRY AND PROCESSING
The study included the collection of survey participants’
bills and entering them into a database. This is a
relatively unprecedented approach and fraught with
sensitivities and challenges not least of which, the bill
being a primary document for proof of identity.

In total, 339 electricity bills were able to be entered using automated
scanning. These bills still required manual entry of the discount
description. A further 1,002 electricity and gas bills were entered
manually. For quality assurance, 15% of bills were data checked by
Lightspeed and a further 10% were checked by Newgate

At the start and end of the survey participants were
asked if they would be willing to send their bill to the
fieldhouse and Newgate Research for further analysis.
Participants were explicitly informed of how their bill
and the data entry would occur and the privacy
implications of this.

Following Phase One, there were 110 complete bills that could not be
linked back to survey participants, including 65 electricity bills and 45
gas bills. These were bills that came via post, fax or email that did not
have sufficient identifiers to enable linking with the survey data e.g. the
email address used to send the bill was not the same as the one used
for the survey, and/or the participant crossed out their name and
address so it could not be linked. Several attempts were made to link
this data by recontacting participants where possible, however no
further linking could be done.

On March 17 the Department advised that it would also
need to receive copies of the bills, so the data
collection statement was revised to ensure participants
understood how their bill and data would be used. Bills
collected in the survey after March 17 would have all
identifying information removed from the bill before
being made available to the Department for analysis.
Bill data was entered using a combination of
automated and manual data entry. The automation was
set up and conducted by Knowledge Global and
manual data entry via a dedicated team supervised by
Lightspeed.

Newgate Research designed a bill data template in
close consultation with the Department. Newgate
Research provided verbal briefings for both the manual
and the automated entry of bills, and provided
feedback, guidance and quality assurance checks.

Following the Phase Two reminder survey, 5 of those 65 unlinked
electricity bills were able to be linked back to survey participants while
60 bills remained unlinked. None of the unlinked gas bills could be
linked back to survey participants. These bills have been included in
the bill data and de-identified bill set because the participants provided
their permission for this.
In addition to the valid, complete and unlinked bills collected, there were
also a few incomplete and invalid bills sent through. These have been
included in the final data file (for completeness) and have been flagged
accordingly. For electricity this includes: 18 incomplete bills, 1 electricity
contract, 6 bills from interstate properties (the participant lives in
Victoria). For gas it includes: 23 incomplete bills and 2 interstate bills.
In total, Newgate Research collected 802 electricity bills and 540 gas
bills: 1342 in total, including valid and complete bills as well as the
unlinked, incomplete and interstate bills.
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QUALITY ASSURANCE
Newgate Research has an extensive internal quality control
program in place and is certified to ISO 20252:2012, the
international quality standard for market, opinion and social
research. The requirements of this are extensive and guide the
way we:
 Manage the fieldwork process and relationship with
subcontractors (which must be ISO 20252:2012 accredited);
 Develop and test all questionnaires, survey links and other
research materials;
 Process and analyse data; and
 Report on results.
A summary of the quality assurance processes undertaken as
part of this research are outlined herein. These are all
compliant with ISO 201252:2012 requirements at minimum,
and on several fronts, exceeded these.
Survey Programming and Conduct



Question routing for all variations of survey participants
were to specification e.g. residential vs. business,
electricity only vs. dual fuel.

 After the pilot was conducted survey responses were
checked to ensure the right number of participants were
included and being asked the right questions (i.e. that the
question logic and flow was correct).
Survey Data Checking
 Lightspeed conducted a preliminary check of the data and
removed participants who had clearly not taken the survey
seriously, as evidenced by nonsense or invalid responses to
open-ended questions or unusually quick survey completion
times i.e. those who did the survey in less than 5 minutes
when the average completion time was 18 minutes.

 Newgate Research conducted further checking of the data
including ensuring that:


The weights were correctly applied;

 The strict privacy measures for the study were clearly
outlined for participants within the survey (see Appendix 3).



All questions and response options were included in the
data file;

 The online and CATI survey scripts were thoroughly
checked by at least two researchers, to ensure that:



Each question had the right base size i.e. the right
number of people answered each question;



The sum of any single response options was 100%; and



Constructed variables and sub-totals were correctly
created as per the specifications.






The screening questions were applied correctly i.e. only
main or join decision makers could participate and the
participants must be living in Victoria;
The question wording was as per the specification;
The question logic was as per the specification i.e. all the
‘go to’ and ‘skip’ instructions were working properly; and
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QUALITY ASSURANCE CONT’D
Bill Data Checking
 Lightspeed had two dedicated quality assurance resources
in place to check every bill that was manually entered. They
were tasked with checking every field on every bill against
the data that was entered.
 In turn, Newgate Research randomly checked 10% of the
automated and manual data entry. This checking involved
the following steps:



Ensuring dollar ($) and cent (c) amounts for columns with
rates were entered correctly; and



Looking for any unusual or invalid data e.g. billing periods
longer than about 95 days, billing periods that did not
match the ‘supply days’, unusually high bill amounts, high
usage amounts or rates, invalid retailers or distributors etc
– then inspecting the source information on the bill and
ensuring that errors were corrected.



A new column was added into the Excel file that included
a randomly generated number between 1 and 1,000;

 Any issues encountered in the Phase One bill data were
corrected and flagged with the data entry team to ensure they
were addressed during the Phase Two data entry.



The data was sorted by this random number and the first
25 automated and 25 manually entered entries were
checked against the bills provided;

 The bill data entered for Phase Two was subjected to the
same rigorous checking outlined above.



This included a mix of electricity and gas bills; and

 All personally identifying information from the survey and bills
was removed from any data files sent to the Department.



The checking ensured that all fields available on the bill
were correctly entered into the database.

De-identified Bill Checking and Handling

 Further bill data checking conducted by Newgate Research
included:


Checking for duplicate bill entries i.e. based on the meter
number (NMI);



Ensuring that data was present for fields that appear on
most bills e.g. retailer, distributor, billing period, total
amount of bill, usage amounts, rates per unit of energy
used, supply charge etc.;



Ensuring that all dates entered into the database were in
the dd/mm/yyyy format;

 Newgate Research checked that all bills were accounted for.

 We checked 100% of the bills provided to the Department to
ensure that identifying information had been redacted. This
included the customer’s name, address, account numbers,
NIM number, barcodes, BPAY reference numbers etc.
 The Department signed a Deed of Confidentiality with respect
to its handling of the bills prior to their secure provision.
Reporting & Presentation
 All charts and figures were checked by a second researcher.
 Two senior researchers prepared and reviewed
the report, and undertook a final proof.
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OVERVIEW OF
SURVEY RESULTS

ROUGHLY HALF OF VICTORIAN CONSUMERS SURVEYED
THOUGHT THEY WERE ON A CONTRACT OR PLAN

Small
Business

Residential

51

51

Electricity
(% on a contract or
plan)

40
9

41
7

Yes
No
Don't know

Study participants were asked
whether they were currently on any
kind of contract or plan for their
electricity or gas service. It is
important to note that this is a
perception-based measure and this
terminology is used instead of
“market offer” and “standing offer”
because we know from numerous
other studies that consumers are not
familiar with the latter terms. The
results are in no way intended to
provide a measure of the proportion
of consumers that are actually on a
market or standing plan / contract.

54

50
Gas
(% on a contract or
plan)

39
11

40

6

The fact that only around half of
those surveyed thought they were on
any kind of contract or plan illustrates
some of the confusion and lack of
understanding about the energy
market that exists among
consumers.

Base: All participants (Residential n=2,180, Business n=651) Has mains gas (Residential n=1,821, Business n=347)
Q3/5. Are you currently on any kind of contract or plan for your electricity/gas service?
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THE MAJORITY REPORTED CURRENTLY RECEIVING REWARDS
OR DISCOUNTS FROM THEIR ELECTRICITY OR GAS PROVIDER

Small
Business

Residential

76

70

Electricity
(% receive rewards
or discounts)

5

19

4

26

Yes
No
Don't know

74

Gas
(% receive rewards
or discounts)

8

18

75

5

20

Around three quarters of consumers
reported that their energy provider
gives them some kind of specific
reward or discount.
We note that this has been and
remains the highest incidence of all
jurisdictions in the National
Electricity Market, as per the
AEMC’s annual competition reviews.
As with the previous question, this is
a perception measure, and it is not
intended as a measure of how many
consumers actually receive the
discounts available to them as part
of their plan – i.e. some consumers
may not meet the criteria for
receiving a particular benefit
associated with their plan; for
example, they may have a pay on
time discount but fail to pay on time
and therefore not receive the
discount.

Base: All participants (Residential n=2,180, Business n=651) Has mains gas (Residential n=1,821, Business n=347)
Q4/Q6. Does your electricity / gas provider give you any specific rewards or discounts?
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MOST RATED THEIR VALUE FOR MONEY AS AT LEAST FAIR –
HOUSEHOLDERS GAVE HIGHER RATINGS THAN BUSINESSES
Ratings were fairly consistent among various demographic sub-groups, including among those who had switched energy
company or plan vs. those who had not. Not surprisingly, those with lower energy bills gave higher value for money ratings.

Average Rating
(Out of 10)

Rating of overall value for money (%)

43

38

14 4

5.9

Residential
43

39

35

13

43

5

6.0

19 3

5.5

17 2

5.6

Small
Business
35
Good to excellent (7-10)

46
Fair (4-6)

Poor (0-3)

Don’t know

Base: All participants (Residential n=2,180, Business n=651) Has mains gas (Residential n=1,821, Business n=347). Q1. How would you rate the overall value for
money of the electricity products and services you receive, where zero means you think your company provides very poor value and 10 means you think it provides
excellent value for money? / Q2 - Thinking about your gas mains provider, how would you rate the overall value for money of the gas products and services you receive?
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MORE THAN HALF HAD SWITCHED THEIR ENERGY COMPANY
OR PLAN IN THE LAST 3 YEARS – A THIRD IN THE LAST YEAR
Switching Activity (% at least once in the last …)

12 months

3 years

18%
17%
28%

39%
29%
52%

TOTAL Gas Company / Plan

15%
13%
23%

31%
21%
43%

TOTAL Electricity or Gas Company / Plan

31%

55%

Company
Plan

19%
17%

39%
29%

TOTAL Company or Plan

30%

53%

Company

17%
17%

31%
22%

27%

42%

33%

55%

Electricity
Company
Plan

Residential

TOTAL Company or Plan
Gas
Company
Plan

Electricity

Small
Business

Gas
Plan
TOTAL Gas Company / Plan
TOTAL Electricity or Gas Company / Plan

Base: All participants (Residential n=2,180, Business n=651) Has mains gas (Residential n=1,821, Business n=347).
Q7. A) In the past 3 years, how many times have you changed the following? B) how many were in the past 12 months?
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WANTING CHEAPER PRICES AND BEING OFFERED A DISCOUNT
OR BETTER PRICE WERE THE STANDOUT FACTORS DRIVING
SWITCHING FOR BOTH HOUSEHOLDERS AND BUSINESSES

Top 10 reasons for switching (%) - Residential

Top 10 reasons for switching (%) - Business
53

Wanted a cheaper price

44

Was offered a discount or better price

18

Moved house / moved out of home

58

Wanted a cheaper price

47

Was offered a discount or better price
Unhappy with customer service / company

11
10

Got a high bill and wanted to change

11

Got a high bill and wanted to change

Came to end of existing contract & wanted to
change

10

Moved premises

9

Unhappy with customer service / company

10

Came to the end of my existing contract
and wanted to change

6

Was approached by a door-to-door sales
person

7

Was approached by a door-to-door sales
person

6

Wanted to have gas and electricity with the
same company

6

Wanted to have gas and electricity with the
same company

6

Wanted Green Power

6

Got solar panels (Solar PV)

6

Got solar panels (Solar PV)

5

Wanted Green Power

3

Base: Those who have switched energy company, plan, or deal in the last 3 years (Residential n=1,209, Business n=357)
Q8. The last time you switched your energy company, plan or deal, what actually made you decide to switch?
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THE MOST IMPORTANT FACTOR IN THE DECISION TO SWITCH
WAS THE DISCOUNTS OFFERED – BY FAR
Importance of factors in decision to switch energy company, plan or deal (%)

The discounts offered
Residential

50

The customer service on offer

42

The brand and reputation of the company

22 1
34 4

51
37

The brand and reputation of the company

Very important (7-10)

13 2

85

The customer service on offer

The availability of green or renewable energy plans

35

29

The discounts offered
Small
Business

12 3 1

35

33

The availability of green or renewable energy plans

84

26

Fairly important (4-6)

31
33

29

Not important (0-3)

11 3 1
16 2
27 3
41 4

Don’t know / NA

Base: Those who have switched energy company, plan, or deal (Residential n=1,209, Business n=357)
Q9. Please rate how important each of the following factors was in your decision to switch your energy company, plan or deal. 0= not at all important, 10=extremely important.
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NON-SWITCHERS DIDN’T SWITCH BECAUSE THEY WERE HAPPY
WITH THEIR CURRENT RETAILER, ‘TOO BUSY’ OR THOUGHT IT
WAS TOO CONFUSING
Top 10 reasons for not switching (%) - Residential

Happy with current retailer / arrangement /
plan

23

Top 10 reasons for not switching (%) - Business

Happy with current retailer / arrangement
/ plan

Too busy / I don't have time

22

Too busy / I don't have time

It's too confusing / not enough information
on best deals available

22

It's too confusing / not enough information
on best deals available

Too much hassle / couldn't be bothered /
too lazy

19

They are all the same / it would make no
difference to the price I pay

16

8

The saving wasn't worth the effort

32
19
17

Too much hassle / couldn't be bothered /
too lazy

14

They are all the same / it would make no
difference to the price I pay

12
9

The saving wasn't worth the effort

Did not want to lose my solar bonus / feedin tariff

7

My company / plan had a better
discount/cheaper price

5

My company / plan had a better
discount/cheaper price

6

Did not want to lose my solar bonus /
feed-in tariff

5

Did not want to pay reconnection fees

5

Did not want to pay reconnection fees

2

I am on a contract / didn't want to pay
penalty or exit fees

4

I was worried I'd lose concession /
payment arrangement currently getting

2

Base: Those who have switched energy company, plan, or deal in the past 3 years (Residential n=971, Business n=294)
Q11. Are there any reasons you haven't changed your energy company or plan in the last 3 years? Multiple response accepted.
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GENERAL INTERNET SEARCHING FOR THE BEST PRICE OR
SAVING WAS THE MOST COMMON WAY SWITCHERS HAD FOUND
INFORMATION – THEN DIRECTLY APPROACHING RETAILERS
Top 10 information sources (%) - Business

Top 10 information sources (%) - Residential
Google / general internet
search

39

Looked at price / best price /
saving

31
28

Retailer website

21

Phoned retailer

14

Price comparison website

Brochures / flyers and other
direct mail
Received a call from a sales
person
General advertising e.g. TV,
Radio, Newspaper

Looked at price / best price /
saving

24

Phoned retailer

24
20

Retailer website

12

Price comparison website

9

10

Received a call from a sales
person

9

9

Brochures / flyers and other
direct mail

8
7

35

Door-to-door sales person
visiting the home

12

A friend or family member
Door-to-door sales person
visiting the home

Google / general internet
search

8
7

A friend or family member
General advertising e.g. TV,
Radio, Newspaper

4

Information sources were
similar between residential
and business consumers.
Quite a few went directly
to retailers’ websites or
telephoned them – more
so than the proportion who
visited a price comparison
website.

Base: Those who have switched energy company, plan, or deal in the past 3 years (Residential n=1,209, Business n=357)
Q10. The last time you changed your energy company, plan or deal, which information sources did you use to help with your decision? Multiple response accepted.
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AROUND THREE IN TEN CONSUMERS WERE AWARE OF
VICTORIAN ENERGY COMPARE (PROMPTED)

Residential

Awareness
(% Yes)

Use
(% of those
aware)

Use
(% of all
consumers)

30%

43%

13%

33%

35%

12%

Small
Business

Among residents who were aware of the Victorian Energy Compare website, just over four in ten had used it: 43%, equating to
13% of all those surveyed. Among all participants, residents who preferred to speak a language other than English at home
were far more likely to have used the site (25% vs. 11% of those who did not). Those who had a special payment arrangement
with their energy provider due to financial difficulty (10% of those surveyed) were also more likely to have used the site (22%
vs. 12% of other study participants).

Base: All participants (Residential n=2,180, Business n=651). Has mains gas (Residential n=1,821, Business n=347). Q12 - Have you heard of the independent
government comparator website called Victorian Energy Compare? / Base: Those who have heard of Victorian Energy Compare (Residential n=692, Business n=218)
Q13. Have you ever used Victorian Energy Compare to find a good energy plan or deal?
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APPENDICES

APPENDIX 1:
PARTICIPANT
PROFILE

RESIDENTIAL PARTICIPANT PROFILE (FROM SURVEY DATA)
Demographics
Gas
Gender

Age

Location

Electricity Bill Amount (Recalled)

Gas Bill Amount (Recalled)

Home Ownership

Household Makeup

Sub-group

Weighted
n
%

Unweighted
n
%

Dual Fuel
Female

1,821

82

1,824

84

991

49

991

45

Male

1,189

51

1,189

54

18-34

340

30

341

16

35-54
55+
Metropolitan
Regional
High ($500 +)
Medium ($300-$499)
Low ($0-$299)
Don’t know
High ($300 +)
Medium ($200-$299)

826
1,014
1,764
419
251
498
1,240
194
130
155

38
32
75
25
11
22
58
9
6
8

827
1,015
1,761
419
251
499
1,240
193
130
156

38
46
81
19
11
23
57
9
7
8

Low ($0-$199)

1,339

67

1,340

68

Don’t know

340

19

338

17

Own outright

979

38

979

45

Paying a mortgage

766

38

767

35

Renting / leasing

421

24

423

19

Other
1 person household
2 person household
3-4 person household
5 + person household
Children under 18 living at home (% yes)

14
471
926
634
149
526

1
23
40
30
7
26

14
471
927
635
150
527

1
22
42
29
7
24
29

RESIDENTIAL PARTICIPANT PROFILE CONT’D
Demographics

Has the following
technology…

Sub-group

Education Level

Household Income

Unweighted
n
%

Solar panels

451

18

451

21

Batteries for storing electricity

16

1

16

1

1,570

69

1,572

72

Home energy management system

283

14

284

13

App to remotely control / adjust appliances

116

8

116

5

1,453

73

1,456

67

Unemployed

55

2

55

3

Retired

542

17

542

25

Other (Student, home duties etc.)

172

10

172

8

No higher than a high school certificate

463

19

463

21

1,091

52

1,093

50

Post graduate degree

607

28

608

28

High ($100,000 +)

861

41

864

40

Medium ($50,000 - $99,999)

616

30

616

28

Low ($0-$49,999)

345

15

345

16

Don’t know or Refused

358

15

358

16

Aboriginal or Torres Strait Islander

30

2

30

1

Prefer to speak a language other than English at home or
with close family members

230

12

230

11

466

21

466

21

159

10

159

7

A digital interval ‘smart’ meter (aware of having one)

Working (FT, PT, casually or self-employed)
Employment Status

Weighted
n
%

College/TAFE or Undergraduate

Identifies with the following… Receives a government rebate or concession on energy
bills
Has special arrangement with gas / electricity provider
due to financial difficulty

30

BUSINESS PARTICIPANT PROFILE
Demographics

Sub-group

Unweighted
n
%
651
100

TOTAL

Business

Gas

Dual Fuel
Metropolitan
Regional
High ($1000+)
Medium ($500-$999)
Low ($0-$499)
Don’t know
High ($300+)
Medium ($200-$299)

347

53

494
157
76
130
445
0
67
45

76
24
12
20
68
0
19
13

Low ($0-$199)

208

60

Don’t know

27

8

Own outright

265

41

Paying a mortgage

154

24

Renting / leasing

228

35

Other
5 or less
6 to 19
20 or more
Solar panels
Batteries for storing electricity
A digital interval meter
Home energy management system
High ($500,000 +)
Medium ($100,000-$499,999)
Low ($0-$99,999)
Don’t know or Refused

4
505
94
52
108
6
479
85
185
180
178
108

1
78
14
8
17
1
74
13
28
28
27
17

Location

Electricity Bill Amount

Gas Bill Amount

Business Ownership

No. of Employees

Has the following technology…

Business Revenue
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APPENDIX 2:
WEIGHTING
FACTORS

WEIGHTING FACTORS USED
All survey participants & those who provided valid and
complete electricity bills

Weighting: Age x
Gender (Residential
Only)

Those who provided valid and complete gas bills

Males

Females

Total

Weighting: Age x
Gender (Residential
Only)

Males

Females

Total

18-34

15%

15%

30%

18-34

14%

13%

27%

35-54

17%

21%

38%

35-54

20%

23%

43%

55+

18%

14%

32%

55+

18%

13%

30%

TOTAL

51%

49%

100%

TOTAL

52%

48%

100%

Weighting: Location
(Residential & Business)

Total

Weighting: Location
(Residential & Business)

Total

Melbourne

75%

Melbourne

82%

Regional Victoria

25%

Regional Victoria

18%

TOTAL

100%

TOTAL

100%
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APPENDIX 3: SURVEY
INSTRUMENTS
Please double-click icons to open

NEWGATE AUSTRALIA
Sydney
+61 2 9232 9550
Level 18, 167 Macquarie Street
Sydney NSW 2000

Melbourne
+61 3 9611 1850
Level 18, 90 Collins Street
Melbourne VIC 3000

Canberra
+61 2 9232 9500
John McEwen House
7 National Circuit
Barton ACT 2600

Brisbane
+61 7 3009 9000
Level 14, 110 Eagle Street
Brisbane QLD 4000

