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Executive Summary

The 2025 Consumer Sentiment survey involved an online survey of over 1,500 Switching and market dynamics
residential and small business consumers (i.e. bill payers or decision makers). The
survey was conducted between 14 July and 6 August 2025 and highlights the
following:

Switching activity remains relatively low, with over half of residents and businesses
never having changed power companies. However, personalised information about
savings and services significantly increases the likelihood of switching.

Affordability and financial pressure Use of comparison tools

Electricity affordability remains a significant issue for both residents and small There is a clear opportunity to strengthen the information available to consumers,
businesses. Around four in 10 residents and one in three small businesses are not enhancing confidence and facilitating switching.
confident they can afford their power bills over the next six months.

Reliability and security of supply

Low awareness of support Current experience of supply is broadly positive, with most rating their local

Confidence in accessing support when struggling to pay electricity bills is low. Fewer  electricity as reliable. However, leterm confidence is weaker: only a minority feel

than onethird of residents and small businesses are confident that help is availahle assured that New Zealand will generate enough power to meet future demand. Key
or that they know where to go if unfairly treated by their power company. This risks identified include insufficient generation capacity, ageing infrastructure, and
represents both a consumer vulnerability and a reputational risk for the sector. climaterelated disruptions.

Engagement and Segmentation

Engagement with monitoring and managing electricity use is uneven. A minority
actively monitor usage and feel more empowered, but many do not. Segmenting
residents and small businesses by engagement and affordability highlights four
distinct groups:

A Comfortable / Engagedho are confident and in control,

A Comfortable / Lesengagedwho are unconcerned but at risk of inertia,
A Pressured / Engagesho try hard but still struggle, and

A Pressured / Lessngagedwvho are both disengaged and under pressure.

Using these segments to guide policy development and communication will help p
2 ensure key consumer differences are taken into account. TheNaV'[gatorS
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Background

The Electricity Authority Te Mana Hiko has a statutory responsibility to
promote competition, reliability, andefficiencyin the New Zealand
electricity industry, whilprotecting the interests of domestic and small
business consumers. Monitoring consumer sentiment is a critical part of
this mandate, helping the Authority understand how well the market is
delivering fair, reliable, and affordable outcomes for households and
businesses, and where additional action may be required.

Since 2021, annual consumer perception and sentiment surveys have
LIN2 UARSR || O2yaArauasSyd YSEadnNB 27
supply and market performance. These surveys have measured
confidence in competition, affordability, and system reliability, alongside
O 2 y & dzY StNdayexpRrierices with power companies.

In 2022,2024, the Consumer Advocacy Council (CAC) also
commissioned sentiment surveys, which reinforced the importance of
affordability and system resilience as priority concerns for consumers.
The newly designed 2025 Consumer Perceptions and Sentiment Survey
Integrates key questions from previous consumer sentiment work by the
Authority and the CAC.

The newly designe2D25 Consumer Perceptions and Sentiment Survey
continues this integrated approach. It captures the views of a large sample
of residential and small business bill payers and / or dearsaiers,

ensuring robust representation across household types, regions, and small
business sectors.

The survey covers topics of growing importance as New Zealand
transitions toward a more renewable energy system and demand
continues to rise, including:

: SK cor%/szusrr{érfpéréétheioSnsN E% t%e epecg\n‘%it?/ r%arkzety S5O0 R Ol

A satisfaction with power companies

A affordability pressures

A trust in the sector

A switching behaviour

A awareness of support measures

A confidence in the future resilience of the electricity system.

CKA& &SINXQNa adzZNwSeée Sadailterfhmeénitodng | R
of consumer outcomes. These data points are a key input into the

l dzOK2NRAR e Qa | O02dzy oAt Adé NBLI2ZNIA
regulatory and policy initiatives are informed by the lived experiences of
residents and small businesses.

TheNavigators



Objectives

The overall objective of the Consumer Perceptions and Sentiment Survey is to provide the Electricity Authority Te MiémanHakalence base to monitor
how New Zealand consumers experience and perceive the electricity market.

The specific objectives of the 2025 survey are to:

A Create a baseline from which to track consumer sentiment over timsviding a consistent measure of how residential
households and small businesses view affordability, competition, reliability, and trust in the electricity sector.

A Assess affordability pressuredzy RSNA U YRAY I K2g St SOUNAROAGE O2ada I NB AYL
a benchmark for affordability concerns so they can be compared with subsequent years.

A Measure satisfaction with power companies and serviceapturing experiences of customer service, ease of switching, and
perceived fairness of billing and pricing.

A Gauge confidence in security of supppcluding what risks consumers see to reliability, awareness of options to help reduce
risk of supply problems and willingness to try these options.

A Understand small business perspectivédentify attitudes and pressures of business consumers, given their unique operating
challenges.

A Support regulatory and policy planningnsuring consumer voices inform Electricity Authority initiatives to promote
competition, reliability, efficiency, and fairness in the electricity industry.

5 TheNavigators



Methodology

How satisfied are you with
your power company?

Very satisfied
Somewhat satisfied
Neutral

Somewhat dissatisfied

Very dissatisfied

Unsure

Survey Design

A Mobile first

A Short, simple wording

A Intuitive and visually engaging
A Pilot tested

A Builtin quality controls

The average length of the questionnaire was
15 minutes

The survey was conducted between 14 July
and 6 August 2025

Sample Design

A sample o1,005residential andb10
small business consumers (defined as
either bill payers or decision makers).

Quotas were established to ensure a broad
representation of ages and genders across
regions.

The samples (residential and business)

were weighted using Stats NZ population
estimates.

TheNawvigators



Methodology

How satisfied are you with

your power company?

Very satisfied
Somewhat satisfied

Neutral

O
O,
O

Somewhat dissatisfied O

O
O

Very dissatisfied

Unsure

Sample and reporting detalil

A Target population:NZ residents and small businesses responsible for bill paying and/or
electricity decisions.

A Sample sourceRecruited from the Dynata national online panel with email anebiesed
Invitations issued to a random selection within strata.

A Stratification/quotas: Region, age, and gender quotas aligned to Stats NZ population
benchmarks to achieve national coverage (with sample controls to avoid over/under
representation).

A Eligibility screenersResidency, age, and role in electricity decisions.

A Weighting:We applied the following RIM (Random Iterative Method) weight variables to both
completed surveys (bill payers and decision makers) as well as the disqualitiddojamm
makers) dataset:

Residents Age/Gender/Region/Ethnicity/Household size/Location (urban vs rural)
BusinessesBusiness Type/Number of employees/Region
A Once the dataset was weighted to general public proportions, weighted tables were run for
demographics based solely on the completed sample (i.e. electricity bill payers/decision
makers).
A NOTETotal values may not always equal 100% due to rounding error or % representing multipl

responses. p
TheNawigators



Highlights of key data points from the residential consumer survey

For New Zealand residential electricity consumers we found that:
Affordability & Protection

A Fewer than half of households gieir power bill as affordable;
I 16% of households consider their power bill is not at all affordable or not
very affordable.

A 38% are not confident they can manage their bill over the next six months.

A Only 29% are confident that support is available if they struggle to pay, and
just 30% know where to seek help if treated unfairly.

A Onethird (33%) fit into our definition of vulnerability, lacking confidence in

both affordability and support. Females, those betwees8¥years and rural
and small town consumers are more likely to fit into this definition.

Switching

A Around 1 in 5 (21%) switched power companies in the past two years.
I 58% have never switched at their property.
A Switching is primarily motivated by savings (44%) or discounts (27%).

A Only 21% see themselves as likely to switch in the next year, but receiving
personalised information about savings lifts this to 38%.

Ano’s 2F O2yadzYSNA YSi

power companies in the past 12 montrsd show little likelihood of doing so
in the next 12 months.)

2dzNJ RSTAYAUGA2Z2)Y

Efficiency & Engagement

A 57% monitor their electricity use closely, while 43% do not.

A Monitoring is linked to greater confidence in understanding bills, appliances, and |

to reduce costs. Encouraging energy monitoring and making bills easier to under:
presents an opportunity to empower households to switch and to reduce energy c

A Segmentation identifies four groups:

| Comfortable / Engaged1%) confident and engaged.
| Comfortable / Lessngaged (26%) disengaged but can afford.
|

Pressured / Engaged (17&®ngaged but struggling with affordability.
| Pressured / Lessngaged (16%) disengaged and struggling.

A 26% believe they are on a tirsd-use plan (noting this number is higher than the
actual estimated uptake due to some ratfribution of other timebased product

offers), with over half (57%) of all consumers being open or unsure. And most wh
adopt them find them easy to adapt to.

A Almost a third are bundling power with another service, most often internet servic

Reliability & Security of Supply

A Most see local, supply as reliable (81%) but only3
7 terth Aot Buppfy A B ® U KS e

A One in four (25%) doubt there will be enough electricity to meet future demand.
A Key risks perceived by consumers:

| insufficient generation (34%),
climate/natural disasters (28%),
ageing infrastructure (22%) and
cyber attacks (5%).

No

1% are confident apqut,the lon
DS 20 aoAuOKS

= =

Qe

TheNavigators



Highlights of key data points from the small business decision -maker survey

For small businesses we found that:

Affordability & Protection

A Just under half view their bill as affordable;
| 12% say not very or not at all affordable.

A 35% doubt their ability to pay bills in the next six months.

A Only 25% are confident that support would be available if they struggled, ang
just 32% know where to get help if treated unfairly.

A Almost onethird (31%) fall into the Vulnerable category, lacking confidence in
both affordability and support.

Switching
A 21% switched in the past two years; 58% have never switched.
A Main motivators are saving money (43%) and discounts (27%).

A Only 22% say they are likely to switch in the next year, but personalised
information lifts this to 33%.

A Nearly half (45%) have neither recently switched nor show signs of switching.

Efficiency & Engagement
A Only 19% monitor usage very closely;-qnarter rarely or never monitor.

A Those who monitor more closely report much higher confidence in
understanding usage and bills.

A Segmentation highlights four groups:

Comfortable / Engaged (33%¢ngaged and comfortable with bills.
Comfortable / Lesengaged (38%) disengaged but can afford.
Pressured / Engaged (158&®ngaged but under financial pressure.
Pressured / Lessngaged15%) disengaged and struggling.

= = = =

A Only 19% use timef-use plans, though 42% express interest; most who
adopt find them easy to adapt to.

Reliability & Security of Supply

A Over 80% rate their local supply as reliable, though confidence itelong
supply is modest, with 37% being confident.

A 27% are not very or not at all confident that there will be enough electricity to
meet future needs.

A Concerns: insufficient generation (38%), ageing infrastructure (25%),
climate/natural disasters (23%) and cyber attack (5%).

TheNavigators



Key differences between Residential and Small Business consumers

There are minor differences between businesses and residents in this research. This is likely due to most small btisremsgdaneing sole
operators (76%) working from home (80%). However, the following differences do appear:

A Small businesses are less likely to monitor their power
| Household 'not very or not at all' 15%
| Business 'not very or not at all' 26%

A Households are more likely to be on a tinwé-use plan and more likely to have made changes
| Household 26% vs Business 19% are on TOU
| Household 42% vs Business 23% made big changes
A Households are more likely to have bundled internet
| Household 24% vs Business 16%

A Businesses are more aware of solar and battery options to secure supply
| Household 59% vs Business 69%

A There are differing motivations for considering options to secure supply
| ¢KS K2dASK2tRQa YIAY NBlFazy Aa a2
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Results for the
Residential Consumer
Survey
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Residential Consumer Sample Profile

Q6 Which ethnic group do you belong to?
Zealand European
asian [J 279
vizori [ 13%

Pacific peoples I 6%

Middle Eastern / Latin | 10¢
American / African ’

Other | 2%

Q44 Which of the following best describes the total annual
income of your whole household before tax. Or if you are
living in a flat or shared household, what is your personal
total annual income?

Less than $30,000 |G 14%
$30,000 to $70,000 [ GG -
$70,001 to $100,000 |G 13%
$100,001 to $150,000 |GGG 212
More than $150,000 | 16%

n = Total sample 1,005 adult New Zealanders

Q5 Which gender do you identify with?

Q7 Which of these age groups do you belong to?

18-24 years NG 4o
25-29 years [N
30-34 years NG 10%
35-39 years NG © 5
40-44 years INNGINGNGNGNGNGNGNEEEEEEEEEEEE © 0
45-49 years [IININGNGIGNGEEEEEEE ©°-
50-54 years INNINIEIGNIGNGNG
55-59 years INGGININGG 100
60-64 years IIINIGIGININGNGGG o
65-69 years IHNIGTIIGEE S0
70-74 years NN 76
75-79 years INEGNGIGNININGGG -5
80-84 years IINIEGNG 3%

85+ years [l 1%

TheNavigators



Residential Consumer Sample Profile

Q8 Which of the following regions best describes where Q10 Do you live in a city, town or in a rural
you usually live? area?
North North Auckland _ 7% Large City - e.g. Auckland, Wellington, .
S et pudians R e
Central Auckland I o0 Small City - e.g. Palmerston North,
castAuckiand 2% Gl L] e
Wellington B 10%
' Large towr.m —.e.g. Cambridge, Levin, I 8%
Waikato B 0% Tokoroa, Feilding (10,000 to 29,999)
South Auckland B 7%
Manawatu-Whanganui [ 5% e e ] o
Taranaki 3%
Bay.of Plenty - 6% Rural area- e.qg. lifestyle bIrZi:z:cZaprlr:;o; I 16%
Northland B 2%
Hawke’s Bay B 2%
Gisborne 0%
South Canterbury 14%
Island o 6%
Southland 2%
Marlborough 1%
Tasman 1%
Nelson 1%
West Coast 1%

n = Total sample 1,005 adult New Zealanders

13 TheNavigators



Residential Consumer Sample Profile

Q39 How many people usually live in your Q41 Do you own or rent your home?
: : S
household, including yourself? own [ 0%
1 myself [ 19% Rent: | 36%

Other arrangement ] 4%

- I+

0
3 - 15% Q42 How would you describe your home’s condition?

4 [N 5% Well insulated | INENEmN— 2 >%
Moderately insulated | /5

5 or more [ 9% Poorly insulated [N 11%

Unsure | 1%

Q40 Does your household include any of the Q43 What is your main source of heating that your
following? household uses in winter?
i - B¥
children under 14 || 27% Heat pump 56%
Electric heaters | N 15%
Adults over 65 - 27% Wood burner or fireplace I 15%
Central heating Il 5%
People working from home
. . - 23% No heating ll 4%

most days

, . Gas heater (bottled or flued) ll 3%
A person relying on electricity 49
(0]

for medical or health reasons Underfloor heating 12%
Other | 1%

36%
Unsure | 0%

None of the above

n = Total sample 1,005 adult New Zealanders

14 TheNavigators
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7\ Overall summary: Control beliefs in the residential consumer market

kY

Q12 We'd like to understand how confident you feel about your electricity situation and the choices available to you. How

The 11 control belief attributes have been confident do you feel about each of the following?
groupgq into the key focus .areas f.OI’ the I'll be able to afford my power bill over the next 6 _ 27% -
Electricity Authority to provide a higével Affordability months
overview of r_eSIdentlaI consumer confidence. & Protection | know where to get help if my power company _ 26% _ 8%
For each attribute, respondents were asked treats me unfairly
how confident they felt. There is support available if I'm struggling to pay _ 24% _ 15%
my power bill
The areas where confidence is lowest are In | o . oron s xR
the availability of support if they are struggling Bl SAlle R MR R LIRS R e
to pay their power bill or if their power Switching There are enough power companies to choose from _ 33% -
company treats them unfairly. Over 30% of to find a lower price
consumers say they are not very or not at all | have enough information to know which power _ T -
confident in these areas. company is best for me
. . . . | know which appliances use the most electric.ity in _ 20% -
Confidence in security of supply is also low, Efficiency & my home / business
with 25% saying they are not confident that T | understand how the charges on my power bill are _ 30% -
there is enough electricity for future needs. caleulated
| know how to reduce my power costs without _
sacrificing comfort or wellbeing 35% -
Reliability & My power supply is there when | need it with no _
: y unexpected outages 2ok -
Security of
There is enough electricity to keep New Zealand _ a
supply homes and business powered in the future shie _ &i
B Very confident B Quite confident I Ssomewhat confident [l Not very confident B Not at all confident Unsure

16 n = 1,005 adult New Zealanders Th.e Na\ﬁgators
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/ .\ Affordabllity pressures leave over a third uncertain about paying their power bill

iM%

. 1 - Q32 Thinking about your power bill, how affordable is it for Q12 How confident do you feel about each of the
Perceptlons of affordablllty are mixed. your household/business in terms of your overall budget following: ’I’ll be able to afford my power bill over the
and priorities? next 6 months’?

Fewer than half of New Zealanders consider

their power bill to be comfortably affordable, Yeryatfordable it doesntt . ) N .
17% say it is very affordable and 30% quite impact other priorities - . ery contident -3 6

affordable. A further 37% describe It as

somewhat affordable, noting it places pressure
on their budget, while 16% find it not very or Quite affordable - | need to

not at all affordable. manage other spending carefully

Looking ahead, 62% feel confident they can g .
e _ omewhat affordable - it puts 379 ; 579
manage their bill over the next six months, but Soie presslire oy bUdGet b SpilisiiicEeoniiie ik b
38% express doubt. This includes 27% who are
only somewhat confident and 10% who are not
very or not at all confident. - i EVe anTTarE . o
Not at all affordable - | struggle 3%
to pay it or need support

30% Quite confident

A3 "4

Not very affordable - | often
have to cut back or go without
other things to pay it

These results highlight that while most
households are coping with the cost of
electricity, a significant minority remain

Not at all confident I 2%
vulnerable to affordability concerns.

Unsure 0% Unsure 1%

n= 1,005 adult New Zealanders

18 TheNavigators



\ Affordability pressures hit hardest for low -income households but affect all income

groups

i

For households earning under $30,000
annually, power bills create significant strain
27% say their bill is not very or not at all
affordable, and a further 44% report it puts
pressure on their budget. Fewer than one in
three in this group find their bill comfortably
affordable.

Financial pressure is not limited to lower
incomes. Across middiacome households,
around half describe their bill as at best
somewhat affordable. Even among the highest
earners (over $150,000), 30% still describe
their bill as only somewhat affordable,
suggesting that budget pressure due to power
bills cuts across all income levels, though with
greater intensity for those on lower incomes.

19

Q44 Which of the following best describes the total annual income of your whole household before tax? Or if you are living in a
flat or shared household, what is your personal total annual income?

32%

21%
18%

l I ]

$30,000 to $70,000 $70,001 to $100,000 $100,001 to $150,000 More than $150,000

14%

Less than $30,000

Q32 Thinking about your power bill, how affordable is it for your household/business in terms of your overall budget and
priorities?

Very affordable - it doesn’t . .
impact other priorities .12/0 Net - 16%

vet DIN15% o 8%, IS o

29% 45% 47% 51% 64%
17% 29% 32% 33% 39%

Quite affordable - | need to
manage other spending carefully

Somewhat affordable - it puts
some pressure on my budget

Not very affordable - | often
25%
have to cut back or go without .. - ’

44% 37% 39% 35% 30%

B 13% B 129 B 119 N 5%

Not at all affordable - | struggle I 59 I 4% |3% I 2%

to pay it or need support

Unsure 1% 0% 1%

n = Total sample 1,005 adult New Zealanders
n = Household income <$30k 132470k 316 |- $100k 176 |- $150k 220 | $150k + 161

TheNavigators
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\ Low confidence Iin accessing support leaves many consumers vulnerable

kY

Consumer awareness and confidence in
support services are low.

Around onethird of New Zealanders (32%) say
they are not very or not at all confident that

help is available if they struggle to pay their

power bill. A further 15% are unsure, and 24%
only somewhat confident. This leaves less than
one in three (29%) feeling assured that support
exists.

Confidence is also limited when it comes to
seeking help if treated unfairly by a power
company. More than a third (35%) lack
confidence in knowing where to turn, and only
30% feel confident they would know how to
access help.

These findings highlight a clear opportunity to
strengthen awareness and trust in the
availability of consumer support.

Q12 How confident do you feel about each of the
following: ‘There is support available if I'm struggling to
pay my power bill?

Very confident 13%

16%

Quite confident

Somewhat

24%
confident °

Not very confident 22%

Not at all confident 10%

Unsure 15%

n= 1,005 adult New Zealanders

Q12 How confident do you feel about each of the
following: 'l know where to get help if my power company
treats me unfairly’?

Very confident 10%

Quite confident 20%

Somewhat

26%
confident i

Not very confident 25%

Not at all confident 10%

Unsure 8%

TheNavigators
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/ .\ Opportunity to strengthen both affordability and awareness of support
oﬂo <
10
TR °
Z
The analysis on this page reveals the overlap Conff&%hncein 'There is support available if I'm struggling to pay my power bill’ x ’I’ll be able to afford my power bill over the next
between confidence in being able to afford mm%“ ’ ¢KSNB Ad &dzLJLR2NI | @FAfrofS AT
power bills over the next six months and struggling to pay my power bill
confidence that support would be available if @ Somewhat  Notvery Not at all
they were Struggling to pay their pOwer bl” > Very confident Quite confident  confident confident confident Unsure
o
Z .
A significant group, 33% of New Zealanders, falll o HSGCeh ey

Ayiad2 2diN RSTAYAIAZY 2
0KSé IINB 4 o0Sald aazy
either their ability to pay or in the existence of
support to help them if they struggle.

This highlights a dual challenge: financial strain
combined with uncertainty about assistance,
leaving many households at greater risk of
hardship.

Gzt Y SNI 0 f Sé

a
GKIL O2YTFTARSY (6

Quite confident

Somewhat confident

I
the next 6 months

Not very confident

LQf ¢

Not at all confident

Unsure

n= 1,005 adult New Zealander

0%

0%

Net

Vulnerable
o 086 - = 33%

TheNavigators
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A Almost half the lowest Vulnerability is highest amongst female consumers ageé8¥ears old and lowest

N
. . amongst males aged 134 years.
.ﬁ’i\ income bracket fall into the J J 4
il

Vulnerability declines with increased household income and is more prevalent in
Vulnerable group 4 5

smaller towns and rural areas.

Profile of the "Vulnerable’ cohort: % that lack confidence that they can pay their bill in next 6 months and lack confidence that there is support available if they are struggling to pay

By age and gender By household income By area

Large City - e.g. Auckland,

33% Wellington, Christchurch,
° Less than $30,000 48% Hamilton, Tauranga, Lower
Hutt, Dunedin (population

over 100,000)

Female 18-34years

31%

Small City - e.g. Palmerston

North, Whangarei, Nelson,
$30,000 to $70,000 39% Napier, Invercargill,
Rotorua, Whanganui (30,000

£099,999)

Large town - e.g. Cambridge,
$;(1)00(?é(§8 _ 33% Levin, Tokoroa, Feilding
' (10,000 to 29,999)

35-64 years 43%

35%

21%

32%

65+ years

Male 18- 34 years 16%

Small town- e.g. Thames,

$100,001 to 5 Stratford, Gore, Te Kaiti, 5
$150,000 28% Wairoa, Hokitika (1,000 to =50
35-64 years 33% 9,999)
- Rural area-e.qg. lifestyle
More than $150,000 16% blocks, farms or remote 41%
0, ’

22 TheNavigators



42% of renters are in the The incidence of falling in the Vulnerable group is highest amongst Renters, and those
vul b considering their residence to be poorly insulated. This is likely to be related to the
uinerable group lower socieeconomic status of people in these households.

Profile of the 'Vulnerable’ cohort: % that lack confidence that they can pay their bill in next 6 months and lack confidence that there is support available if they are struggling to pay

By Accommodation By Insulation By Household Size

1 myself 43%

25%

Well insulated

Own

30%

Moderately
insulated

42% 34%

Rent

Poorly insulated 49%

34%

29%

Other arrangement 36%

Unsure 45%

5 or more

23 TheNavigators



/ .\ One In five have sought help managing their power bill

iM%

.. i ?
The vast majorlty of New Zealanders have Q33 Have you ever sought support to help manage your power bills or account?

never sought support to help manage their
power bills or their electricity account.

No, | haven’t sought .
A minority of consumers (20%) have sought

support to help manage their power bills in the

past. These consumers have drawn on a wide Zfrsr;;aonuyr i -8%

variety of support mechanisms, including their

power company, a budgeting service, friends Yes, Budgeting .

2NJ 6Knyldz FyYR O2YYdzy Al se®NH I y)\-d/")\ 2V &

Only 23% of the Vulnerable group (those Yes, Friends or -6%

lacking confidence both in affording their bill L

and that support is available) have sought Yes, Community

support in the past. This is not significantly organisation or .5% % who have ever sought support to help manage power

social support age..

different to the 19% of those who are not bills or account

Vulnerable, reflecting that current vulnerability
IS not strongly associated with past support
seeking behaviour.

Yes, Consumer NZ . 3%
Not Vulnerable

Yes, Electricity

broker or switching I 1%
service

Yes, Other ‘O%

23%

n = Total sample 1,005 adult New Zealanders

24 n = Not vulnerable 670 | Vulnerable 335 The NaVigatorS



/ .\ Three guarters of consumers are satisfied with their power company

iM%

Q13 Who is your power company?

vercory | -

Most New Zealand consumers are satisfied
with their power company.

Only a small proportion are somewhat or very
dissatisfied. 17% are neutral, and 74% are very
or somewhat satisfied.

Meridian Energy _ 8%
powershop [ -
Electric Kiwi _ 6%
Frank Energy _ 3%
2Degrees _ 3%
Pulse Energy Alliance _ 3%

Octopus Energy . 1%
Nau Mai Ra [Jj] 1%

Q14 How satisfied are you with your power company?
(Average across all companies)

40%

25

Hanergy I 0%

Plus Energy J] 0%

Wise Prepay Energy I 0%
Toast Electric [ 0%

Hunet Energy I 0%

ocne I -+

n= 1,005 adult New Zealanders

34%

17%

0,
& _eh

Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
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| Perceived price and value Almost half (45%) of those who were satisfied with their power company made at
® O - least one reference to the price or value received. This included mentions of overall
.M’i‘ dominate reasons for
00

_ _ affordability, rewards, deals or offers to join.
satisfaction

Q14: How satisfied are you with your power company? / Q15: And why do you feel that way?

Net
Reasons for satisfaction
Affordable Price / Good Value ® 31%
Rewards / Discounts / Deals —0 12% 45
Price / Value Free Power / Free Hours Benefit —Q 7% %
Dissatisfied New Customer / Recent Join / Offers —@ 2%
804 Bundling / Package Deals —® 3%
Customer Service (Positive) ® 23%
Neutral & Unsure Customer Experience App / Online Tools / Usability —® 7% 29
18% Customer Service Issues / Communication -@ 1% %
No Issues / General Satisfaction No Issues/General Satisfaction ® 27% 27
Reliability / Outages ® 15% %
Supply Solar & Renewables (Buyback/Benefit/Issues)—® 4% 19
> Access Barriers / Meter / Policy Rigidity ® 1% %
T I Loyalty / Tenure / Recognition —® 9% 15
Trust / Transparency / Brand —® /% 0
Satisfied Plans Plan Options / Fit / Flexibility —0 10% {8
74% . Switching / No Differentiation / Market Pari.. ——@ 5% %)
Market Dynamics o ,
Limited Choice / Market Power Concern ® 1% %
Billing & Payments Billing IssueslfClarlty/‘pﬂtféuracy —@® 3% 6
Payment Options / Flexibility / Prepay —® 3% 0
Business Use / Costs Business Use / Costs —@ 2% é)
Other Other & Unsure / Indifferent / Not Compared —@ 4% %
%

n= 1,005 adult New Zealanders n = Satisfied 744
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S Price and value also Among the small proportion of consumers who are dissatisfied (8%), the main reasons
: : : their dissatisfaction is related to pricing and value, followed a distant second by custome
reasons for dissatisfaction -
experience.
Q14: How satisfied are you with your power company? / Q15: And why do you feel that way?
Net
Reasons for dissatisfaction
Price High / Cost Concern ® /8%
) New Customer /Recent Join / Offers ®1% 80
Price / Value ,
Bundling / Package Deals ® 1% %
Dissatisfied Rewards / Discounts / Deals ® 1%
8% Customer Service Issues / Communication —_—0 20%
} Customer Experience App /Online Tools / Usability ® 2% §3
Neutral 8; Unsure Customer Service (Positive) ® 1% &
Lek . Billing Issues / Clarity / Accuracy —® 14%
Billing & Payments 15
Payment Options / Flexibility / Prepay -® 3% %
RetallarBrand Trust / Transparency / Brand —® 11% 15
Loyalty / Tenure / Recognition —® 6% %
Access Barriers / Meter / Policy Rigidity —® 6%
Supply Solar & Renewables (Buyback/Benefit/Issues) @ 3% i
Gabistiod Reliability / Outages ® 3% %
74% Plans Plan Options / Fit / Flexibility —® 6% 6
) Switching / No Differentiation/ Market Pari.. —@ 4% %
Market Dynamics _ _ 7
Limited Choice / Market Power Concern -® 3% %
No Issues / General Dissatisfaction No Issues/General Satisfaction ® 3% 3
Gitiar Unsure / Indifferent / Not Compared ®1% %)
Other ® 1% %

n= 1,005 adult New Zealanders n = Dissatisfied 84
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