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The Barwown Water Group
has a combined annual
turnover of jus’r over

$250M

i We Serve a
o community of nearly

- 300,000

people across more than and spends around

SSOM

in capital and related
infrastructure works each year.




The OCI
change
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Primary Style - Avoidance

 Push decisions upward
« Take few chances

« Make popular rather than
necessary decisions
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Secondary Style - Conventional

«  Always follow policies and
procedures

« Make a good impression

« Conform

Q@ BarwonWater
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Primary Style ] Secondary Style — Avoidance
Humanistic — Encouraging
- Be supportive of others * Push decisions upward

« Encourage others + Take few chances

» Make popular rather than
necessary decisions

» show concern for the needs of others
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Passive Defensive Styles 2018 vs 2022
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The Journey
of Culture
and Strategy
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@ BarwonWater

Importance

of culture Future culture

Previous culture (high performance)

Respectful,
open,
supportive

Under utilised
and untapped
potential

Siloed

Progressive,

. innovative,
Proud Agile, driven
and loyal Safe, dynamic, d
comfortable, vibrant engage
secure

R

Ea I‘ly 201 7 Transitioning, Open-minded, DeSiI'Ed
CUIture unce.r.tain' cultu re
waiting
Rigid,
Stale, risk adverse, Personal growth,
lazy hierarchical opportunities . )
; bureaucratic ommunity
boring minded,
customer

centric

Collaborative,
inclusive,
friendly

Balanced
and diverse

Consistent,
aligned,
delivering



Drivers for

change

By genuinely engaging with our
community, we have heard - loudly
and clearly — that our customers want
us to lean in and help address global
challenges in partnership with them,
so that we can protect and enhance
all that makes our region great.

(LIMATE
CHANGE

WATER IS
EQITY (ENTRAL 'N
DIVIDES HELPING oVUR

REGION ADDRESS
THESE 4LoBAL
CHALLENGES

RAPID
TECHNoLoGICAL
DEVELOPMENT

@ BarwonWater

PoPULATION
GROWTH

ECoNoMIC
TRANSITION



Customer
centric

Regional
Prosperity

@ BarwonWater

~ Secure,
e ""; 5 ustainablﬂ
4 water

o
4 il

* environment



@ BarwonWater Zero

Pathway from 43,000 tonnes of
emissions to Zero Net by 2030 =

Renewable Energy Program Annual generation | Operational
(GWh)

100% Renewable

Electricity and

Black Rock solar farm 2019 zero scope 2
Torquay & Kadak depot solar 0.4 2018 emissions by 2025
Wourdee Boluc solar and battery 0.4 2019
Montpellier mini-hydro 1.0 2019 Just over 65 GWh/year

_ generated
Colac biogas / Colac RON stage 1 5.5 2021
Zero Emissions Water PPA (Kiamal solar farm) 7.6 2021 ECIUiV. 4&000 tCO2-e
Barwon Renewable Energy Partnership 45 2022 emissions reduction in
Regional Renewable Organics Network 2.5 2024 2025

Carbon Sequestration Program Annual emissions By Net zero scope 1
offset (tCO2-e) emissions by 2030
Victorian Water Industry Carbon Offsets Partnership 14,000 2030
17,000 tCO2-e/year
Barwon Carbon Sequestration Partnership 3,000 2030 removed from the

atmosphere

40,000t



Renewable Organics Network - Regional

PRODUCTS

Benefits Profile:

» Recycle 40,000 tonnes/year of
organic waste into high value

6 products.
w @ (0

REGIONAL Grain Beef * Reduce emissions by 10,000 to

COMPOST

ANAEROBIC ENCLOSED
DIGESTION COMPOSTING

DEMAND 15,000 tonnes per year -
BETWEEN

h A 4

> TRAIN 2
i CARBONISATION .
“ (baking waste at a high temperature)

ORGANIC
WASTE

£, Yo equivalent to taking 4,000 cars
N3 2 g g4,
@’ 5:.& M off the road

Vegetables Grapes Grass

RENEWABLE
ENERGY

» Generates 2.5 gigawatt hours
of electricity - equivalent of

Q J ”’ 500 households
Chook Cows

Sheep » Create 75 construction jobs
and 36 ongoing jobs

v

» Reduce waste and energy
. costs

» Keep water bills affordable for
i our customers

& BarwonWater
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| Barwon Asset Solutions |

Increase in

.1/“ employment of

Aboriginal and
s 8 7M Torres Strait Islander
° people from

Added to the 0.5% to 3.1%
bottom line

What we've achieved...

From 56 to 105
Geelong based
employees


Presenter Notes
Presentation Notes
Increase in employment of Aboriginal and Torres Strait Islander people from 0.5% (2017/18) to 3.1% (2021/22)



Caring for Country

@ BarwonWater
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Barwon Water's ELT Leadership Team Commitment

OUR BEHAVIOUIIS
 Identify, utilise and i ummryams_

OUR TRADEMARK

- We are known for building a culture of oy
; W‘F:lm:'mu et talents, capabilities and
nuhul but‘ III S e '~ engagement of our people to'®

-mummwm & achieve exceptional customer
\ SR L _. Sl community outcomes

@ BarwonWater



Brand
essence

The brand ezsence is the core, overarching
thought. The brand essence enables the

encapsulation and communication ofall that our
brand 1sabout in a simple and cohesive way.

The essence transcends a logo ortagline and

createsa reference point that allows our brand
to respond to an ever-changing communications
enwirenment.

@ BarwonWater
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We care

We care about our:

> Customers > Environment

> Community *» Employees

> Region, our home




Competency
framework

Lead 2030 Team 2030

Develop 2030

@ BarwonWater



Belonging
at Barwon

R

T

3 :

BarwonWater



Managing
through
COVID
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Caring for staff during the pandemic
while delivering our essential services

- What we did?

@ Establishment of @® Equipment for
Connect +, a program  employees

@ Future Ways of @ A focus on prioritising
Working (FWOW) resilience
@ Tackling fatigue @® Personal Energy
Management Program
@® Virtual health @® Safety Leadership
activity programs Development Program

91%

favourable

86%

favourable

92%

favourable

3%

{;/} Outcomes

"My people leader genuinely cares
about my wellbeing”

"My people leader is regularly
checking in with how | am doing
(not just work related)”

"Our leaders at Barwon Water and
Barwon Asset Solutions have
demonstrated that employee health
and wellbeing are a top priority

Rise in EAP services by staff
compared to 2018/19.



!Engaging
in the
Future
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@ BarwonWater
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WHAT WE DELIVER

Our
organisation

WHY WE EXIST

REGIONAL
PROSPERITY

OUR VALUES

&5 Wat (ARING | SAFE | INCLUSIVE | ACCOUNTABLE | (oURA4EOVS
arwonVvater


Presenter Notes
Presentation Notes
Agile and adaptive 
Deliver value for customers 
Align our organisation goals, with customer focus 
Still committing to how we have been working 


Performance
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Health, safety and wellbeing

2020/21 Safety and wellbeing performance

Injuries . Incidents ' Claims Risk Management

First aid injuries ;glff n?atzﬂz‘t 0 Standard claims 3 0 Number of OHS meetings held
Medical treatment ; ty Percentage of internal audits/
only injuries kg 0 TR 05t catins 88 0' inspections conducted as planned

Rate per 0 Percentage of reported incidents
Lost time injuries 100 FTE 0 Rate per 100 FTE 90 /o investigated

@ Psychosocial safety climate Pulse cultural survey results

69%

+33% increase
from 2019

70%

+28% increase
from 2019

60%

+18% increase
from 2019

81%

+17% increase
from 2019

Senior leaders show support for stress
prevention through involvement and
commitment.

Senior leaders consider the psychological
health of employees to be as important as
productivity.

All levels of my organisation are involved in
the prevention of stress.

In my workplace, there is good
communication about psychological safety
issues that affect me.

| feel safe carrying out my role during the
COVID-19 Pandemic

We have adapted well to changing working
conditions, such as remote work, working
in cells, new PPE, etc.

| feel supported to balance work, family and
other commitments.

Barwon Water (or) Barwon Asset Solutions have
supported me during the COVID-19

Pandemic.

Woe are staying connected as a team /
organisation during the COVID-19 Pandemic

| have what | need to effectively work remotely

@ BarwonWater



High performance: Efficiency

Growing base & continued productivity

145,600 148,214 151418 154,266 158,109 161,695 165,804 169,660 173,461 177,289
$1,500
$1,000
$500
$0
2013/14 2014/15 2015/16 2016/17 2017/18 2018/19 2019/20 2020/21 2021/22 2022/23
. RAB —Customer numbers
$1,000
e $1,103 $1,054
$800 ' $1,025 $1,018 $1,016 $1.010 $994 $981 e
$971
$600 +—
$400 +— S
$200 +— —
$0
2013/14 2014/15 2015/16 2016/17 2017/18 2018/19 2019/20 2020/21 2021/22 2022/23
Opex/customer —Average residential owner occupier bill (165kl) ($2017-18)

@ BarwonWater

180,000

130,000

80,000

30,000

-20,000

$1,400
$1,200
$1,000
$800
$600
$400
$200
$0
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Key Message
‘We continue to provide outstanding customer and community value’
Although our customer base is growing and our RAB grows accordingly, we continue to reduce our opex per customer and provide low (relative) customer bills



High performance: Customer experience

Vic benchmark
/Rank

Trust 1 ESC Customer Perception Survey (June20-Feb21)

Reputation 1 ESC Customer Perception Survey (June20-Feb21)

Value for Money 1 ESC Customer Perception Survey (June20-Feb21)

Overall Performance 1 ESC Customer Perception Survey (June20-Feb21)

Call handling 1 ESC Performance Report 2019-20 Validation of

Hardship Grants 1 ESC Performance Report 2019-20 the

Legal actions non payment bills 1 ESC Performance Report 2019-20 engagement
' ' and support

Water quality complaints (per 100 customers) 4 ESC Performance Report 2019-20 ~ we have

Complaints to EWQV (per 1000 customers) 0.26% EWOQV 2019-20, BW balanced scorecard target is .55% provided to

Stakeholders satisfied/very satisfied 85% . customers

Stakeholders - Trust 87% BW Stakeholder perception survey June 2020

Businesses — satisfied/very satisfied 85% . .

Business - trust 93% BW Business perception survey March 2021

Net Promoter Score 73 BW balanced scorecard (target 64). Global benchmark is 50.

First point resolution 89% BW balanced scorecard. Target 82%

@ BarwonWater
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Presentation Notes
Key elements of our CX program include our ‘Voice of Customer’ program, CX awareness, ownership and capability uplift, accessibility program, valuable customer support, a multi-channel approach and improved call handling.
It’s paying off - we’ve been announced as a finalist in this year’s AWA OzWater Customer Experience Award for the work we’re doing with our customer experience program.
The high-profile awards recognise the importance of delivering excellent customer experience across the water sector nationally.
Our transformational Customer Experience (CX) program is resulting in significant customer service improvements, efficiencies that are helping to keep bills affordable and a deeper level of engagement with our customers and community.
Earlier this year, our customers rated us as number one for trust, reputation, value for money and satisfaction in the ESC Customer Perception Survey. This is testament to our strong customer focus and success of our CX program.
Our exceptional results reflect the “we care” commitment of all employees, from our frontline Customer and Community teams and operational crews on site, to our strategy and corporate support teams working hard behind the scenes. 
Every single customer interaction matters, whether it be on the phone, out in the field or on social media. Being proactive, responsive, accountable and caring rather than reactive and defensive really makes a difference in the eyes of our customers. 



Desired future culture
(as described in 2017)

Progressive,

Adil innovative,
p gile, driven, Collaborative,
y.l;)amltc, engaged inclusive,
vibran friendly
) . Balanced
Open-minded, Desired and diverse
culture
Personal growth, Con.sistent,
opportunities dall|.gne.d,
Community elivering
minded,
customer
centric

Current culture
(as described in early 2021)

Quality water Community &
and sewerage SIELIC Connection to
services Focussed community
Trusted Innovative
High
Dependable, performing
helpful, reliable
service provider
Progressive

Ambitious

Sometimes Caring

too caring? Evolving and

improving

Some
bureaucratic,
slow processes

@ BarwonWater



@ BarwonWater
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Many thanks for giving me the honour of opening the Forum. I hope you have a very successful session. 
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