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AusNet
We are Victoria’s largest diversified 

energy network business. 

• Electricity transmission

• Electricity distribution

• Gas distribution

• Development and Future Networks

1,700+
employees

1.6 million+
customers

$14 billion+
In assets
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Barriers of our own making

• Lack of cultural representation

• Translation only

• Authority can = distrust

• Business need over cultural need

• Designed for the English audience first

• No complete journey

• Failing to meet customers where they are
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What is most needed 

for learning is a 

humble mind
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“As a starting point, we're wanting to create a linguistically diverse hub on our 

website with information on electricity and gas in languages identified within our 

serviceable area. We might also want to compliment this with key social posts.

As a next step we also run two major campaigns a year Be Power Prepared and Be 

Gas Ready (essentially a summer and winter campaign specific to electricity and 

gas for usage, risk reduction, empowerment etc.)

As a final note we'd also love a SME steer on the best way to present interpreter 

services on letters / emails as well.”



2023 business case

Electricity 
Roadmap 2024

Aug 2025 

first multicultural 
campaign

Emergency 
readiness

Gas discovery & 
roadmap build

Winter 2026 

first co - designed 
campaign

Multicultural 
earned media pilot

Rapid messaging 
deployment

Connecting 
through trusted 

leaders



‘25 Winter campaign

2.9 million reached

Priority communities 

& channel strategy

What did we learn?



A succession of disasters affecting Australia left communities, 

regions, and states with physical, mental, and resource 

exhaustion during 2019–2022. Fire, pandemic, and flood 

occurred in successive waves.

Leading to indicators of community disaster fatigue:
• Anticipatory anxiety and fear about what's coming next

• Disengagement as a means of self-protection

Catastrophe fatigue



• Remap our priority communities
• Appoint a Cultural Advisory Group
• Community self identifies concerns in winter
• Campaign & media plan is co-designed
• We build a whole experience in language
• We lean on community leaders as talent & connectors 

26’ Winter campaign



Cultural insight

Content strategy

Media strategy









Our focus for Q4

Relationships with 

multicultural media

Closed group 

engagement

Community 

connectors 

through a CAG



The power of private chat groups



Cross industry collaboration

E: monica.daniel@ausnetservices.com.au

P: 0457 470 276

mailto:monica.daniel@ausnetservices.com.au
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