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Retail consultation procedure

This notice and the attached draft AER Retail Rgdnformation Guideline
(Guideline) have been published in accordance thigtretail consultation procedure
set out in r. 173 of the National Energy RetailéduRetail Rules).

The AER invites comments on the attached noticeGuideline. Responses to this
consultation will inform the AER in its approachgace disclosure under the
proposed new retail framework and the developmeits dinal guideline.

This is the final stage of the AER’s consultationtbese instruments. As advised in
Standing Committee of Officials Bulletin No 1902 March 2011, all activities
carried out by the AER prior to the commencemernhefNational Energy Retail Law
(Retail Law) and Retail Rules (such as consultatioaking instruments and decision-
making) will be supported by appropriate transigiioprovisions enacted by
participating jurisdictions to ensure instrumemid decisions made as a result of
these activities are valid and take effect on conwament of the National Energy
Retail Law and Rules.

Written submissions on this notice and the drafid@line are invited byt July 2011.
Submissions can be sent electronicallyBRInquiry@aer.gov.awith the title

“Draft AER Retail Pricing Information Guideline tta Sandhya Jaishankar” or by
mail to:

General Manager

Markets Branch

Australian Energy Regulator
GPO Box 520

Melbourne VIC 3001

Submissions provided by email do not need to beiged separately by mail.

PLEASE NOTE:

The AER prefers that all submissions be publicly available to facilitate an informed and transparent consultative
process. Submissions will therefore be treated as public documents unless otherwise requested, and will be placed
on the AER’s website (www.aer.gov.au). Parties wishing to submit confidential information are asked to:

= clearly identify the information that is subject of the confidentiality claim
=  provide a non-confidential version of the submission for publication, in addition to the confidential one.

The AER does not generally accept blanket claims for confidentiality over the entirety of the information provided.
Such claims should not be made unless all information is truly regarded as confidential. The identified information
should genuinely be of a confidential nature and not otherwise publicly available.

In addition to this, parties must identify the specific documents or relevant parts of those documents which contain
confidential information. The AER does not accept documents or parts of documents which are redacted or ‘blacked
out’.

For further information regarding the AER’s use and disclosure of information provided to it, please refer to the
ACCC-AER information policy: the collection, use and disclosure of information, which is available on the AER
website under ‘Publications’.




1 Requirement to develop the Guideline

Under the Retail Law, the AER may make and amentdiRericing Information
Guidelinest The purpose of this Guideline is to provide guitiato retailers in the
presentation of standing offer priéesd market offer pricesthereby assisting small
customer$to consider and compare standing offer pricesnaaket offer prices
offered by retailers.

Most jurisdictions in the National Energy Market have introduced fathil
contestability, which allows consumers to enteo @b energy supply contract with a
retailer of their choice.

Consumers play a vital role in maintaining effigciemarkets through their choices.
Those choices encourage retailers to provide inineveetail offers and participate in
an open and competitive market. However, for coressrto engage effectively in
retail markets, they need to be aware of choicagable to them. They also need to
be able to access relevant information to be abfeake informed switching
decisions to find the best offer for their circuamstes. This will also encourage
greater competitive tension in energy retail market

In an effectively functioning competitive markebnsumers would make switching
decisions that would promote market efficiency. ldger, consumer research
conducted by Wallis has revealed that:

[T]here is evidence that trying to compare pricegifficult for customers and
this is likely to become more complicated as inrioves such as Smart
Meters are introducell.

Despite retailers engaging with customers, theewidence that customers are
making inefficient switching decisions. For instansurveys conducted for the
Independent Pricing and Regulatory Tribunal (IPARTINew South Wales found
that almost 70 per cent of households that hadeshiato a negotiated contract did
so because they thought it would lead to lowertatgty bills. However, a 2008
survey found that only 33 per cent felt that thoelils had gone down and 18 per cent
felt that their bills had increaséd.

The AER considers that these ineffective switcldegisions are partly a result of
limited and confusing information on retail offdrsing made available to customers.
For instance, research conducted by Wallis revelad

! See s.61, National Energy Retail Law

2 A standing offer is an offer that is providedatsmall customer, for or in connection with theesal
and supply of energy, under a standard retail aottr

% A market offer is an offer that is provided tsraall customer, for or in connection with the sael
supply of energy, under a market retail contract.

* A small customer is a customer who is a resi@éntistomer or a business customer who consumes
energy at business premises below the upper corguntpreshold.

® Victoria, South Australia, New South Wales, Qu#and and the ACT.

® Wallis Consulting GroupAustralian Energy Regulator — Retail Pricing Infation Guidelines
June 2010, p.6.

" IPART, Review of regulated retail tariffs and charges dtectricity 2010-2013, Electricity — Final
Report March 2010, p 51.



...none of the respondents in Victoria (where retailge obliged to publish
PDSs on their websites) had been given or werereeféo a Pricing
Disclosure Statement (PIS)

Wallis found that the participants in the markete@rch program responded
positively to the PDS documents when they were shimthem. Wallis stated that:

[T]here was general agreement that such informationld be useful for
consumers when making a choice between retdilers.

In the AER’s view, it is important that there isabust regime in place to ensure that
customers have access to clear, relevant and temisisformation to enable them to
make informed choices about energy offers. The ABRS, for example, that there is
a significant amount of marketing undertaken byrgyeetailers and their
representatives. It has been estimated that emetaijers and their sales agents
contact thousands of consumers as part of theketing campaigns, with around
40,000 homes door-knocked each working fayonsumer switching in the retail
energy market is often driven by these types adssapproaches, so any information
provided to encourage a consumer to switch shoaljorbsented in such a way that it
will help the consumer to consider and compareartfe@mation against other offers
or their existing arrangements. The Guideline tdlan important tool in this regard.

The AER further considers that specifying the mamame form in which information

is presented and, importantly, creating consiste&ficame, can give consumers
confidence in the accuracy and comparability of thformation. This, coupled with
clearer guidance around when customers shoulddsvéded with pricing information,
will help customers make more informed switchingigiens, reduce search costs and
encourage a more effective and competitive enazt@yl market.

The need to make information about energy reté@rsfreadily available to
customers is also reflected by the fact that masigipating jurisdictions have
existing price disclosure obligations on retail@iise AER notes that New South
Wales recently introduced requirements on retailétts respect to the provision of
pricing information to customers. In its final repon “Electricity and gas retail price
disclosure and comparison guidelines,” IPART staited it found:

[T]he current information about electricity prices retailers’ websites fails
to adequately inform customers of the price thevld@ay if they accepted
an advertised offe?.

8 Walllis Consulting Groupiustralian Energy Regulator — Retail Pricing Infation Guidelines
June 2010, p 2.

® Wallis Consulting GroupAustralian Energy Regulator — Retail Pricing Infation Guidelines
June 2010, pp 3-4.

19 Energy Assured Ltd’s submission to ACCC on thgiplications for authorisation A91258 &
A91259, 17 March 2011, p 4.
http://www.accc.gov.au/content/index.phtml/itemB326/fromltemid/278039/display/submission
M Victoria, South Australia, Queensland and NewtB\ales.

12 |PART, Electricity and gas retail price disclosure and gmamison guidelines - Final Repodune
2010, p 2.




IPART is of the view that its disclosure guidelwweuld:

[A]ssist small customers find the best availabkerofor their electricity
and/or gas supply, and improve price transparemtlyd NSW retail energy
market®

Further, the Essential Services Commission of SAustralia (ESCOSA) made
recent changes to its price disclosure regimespwave price transparency and more
effectively meet the needs of small customers énSbuth Australian retail markEt.

1.1 Possible effects of the guideline

It is anticipated that the Guideline will createamsistent and streamlined national
price disclosure regime for retailers to adherd-tother, the centralising of current
jurisdictional regimes in a single framework, wabcountability to a single regulator,
will create savings for retailers in managemerthese obligations.

The AER acknowledges that the Guideline contaigairements that are of a
prescriptive nature. However, it considers theggirements are ultimately in the
interests of end use customers and that any conggliaurden on retailers is
outweighed by the benefit that compliance with@wedeline affords to customers
and the broader functioning of the market.

The AER also notes that the Guideline and the tieguEnergy Price Fact Sheets
(fact sheets) provided by energy retailers forny @mie component of the broader
range of tools that will be available to assistsuoners to compare energy offers and
make informed purchasing/switching decisions. Aipg comparator website
currently being developed by the AER will providmesumers with the ability to
generate pricing information more closely alignathwndividual circumstances as a
basis for comparing products and offers. The Gindeadlso prescribes the manner in
whichretailersprovide information to the AER for use on that wiéd

13 H

Ibid, p 1.
14 ESCOSAConsumer Information Requirements for the EnerggiRdarket in South Australia —
Final Decision December 2010.



2 Context in which draft procedures and
guidelines have been prepared

The National Energy Customer Framework is the fataje in the transition to
national regulation of the energy markets. The Btamial Council on Energy’s
(MCE’s) consultation on the National Energy Custof&@mework started in 2006
and included extensive consultation on two expodtaéts in 2009 and 2010.

The Customer Framework comprises the National Bneegail Law, Rules and
Regulations. The National Energy Retail Law (Soiistralia) Bill 2010 was
introduced in November 2010. At the same time MIGE released the National
Energy Retail Rules and Regulations to be madenéhenal legislation giving

effect to the Retail Law and Rules passed bothd®aog South Australian Parliament
on 9 March 2011, and received Royal Assent on 1itM2011. The MCE agreed on
10 December 2010 that jurisdictions would work todva common commencement
date of 1 July 2012.

Part 2, Division 11 of the new Retail Law creatgsiae disclosure regime which
aims to assist customers to compare prices andipt®dffered by retailers. It obliges
retailers to publish and present their prices errlquired manner. It also requires the
AER to develop an online price comparator. To sufpibas role, the Retail Law
empowers the AER to develop Retail Pricing InforioraGuidelines (‘Guideline’).
The guideline specifies the manner and form in Whetailers are to provide details
of their standard and market offer prices when ighbig, advertising or notifying the
AER of these prices.

To meet the goal of the Guideline, the AER hasgrilesd requirements on retailers
to create and publish Energy Price Fact Sheetsgfsets) as a medium in which
information on retail offers is presented to sncaktomers. The Guideline also
includes specific conditions around the provisibthese fact sheets during different
types of marketing activities, such as door to ds@des, telemarketing etc.

In addition, the AER has been given a role in depiglg an on-line price comparator
service for States and Territories which ‘opt ifhis comparator service will most
likely provide customers with an ability to entkeir personal energy usage/cost
information to obtain advice on retail offers thaiuld be most appropriate for their
circumstances. The comparator service will theesha likely to provide customers
with personalised cost estimates, assisting thematce effective switching decisions.
In developing the Guideline, the AER has souglstteamline requirements it
imposes on retailers in relation to the informatie@y must provide to consumers,
specifically by adopting the fact sheets as thenmsaurce through which it obtains
data for publication on the comparator website.

The AER commenced preliminary consultation on tlhed€&line with an initial issues
paper published in March 2010. This was followedh®y/release of a position paper
and an earlier draft Guideline in September 201@s€ documents set out the AER’s
preliminary views on a range of issues and outlinew the Guideline would apply to
the presentation of retail offer information. AppenA to this document lists the
organisations who responded to our September 264iign paper.



The current draft of the Guideline has been infating submissions received to the
issues paper and position paper as well as markearch undertaken by Wallis
Consulting Group (Wallis). Copies of the earliensoltation documents, along with
the submissions received to these papers, areabieain the AER website.

The AER has also hosted public forums in May antbfer 2010 to inform the
development of the Guideline. They have been atigfny representatives from retail
businesses, consumer organisations, ombudsmanaeadjevernment departments.

The draft Guideline is attached at Appendix B @ tiotice.

2.1 Interaction with the Retail Rules

The AER recognises that there is some interactatwéen the requirements in
section 53 of the Retail Law and rules 62 to 6thefRetail Rules and this Guideline.
In particular, the Retail Rules place an obligathonretailers to provide required
information to small customebsfor e the formation of a market retail contractasr
soon as possible after the formation of the contract. Required informatiocludes
prices, charges, payments and penalties, contedaiis] customer rights and retailer
responsibilities that apply under a retail offeatth customer enters intd.

The AER notes that this Guideline is not intendedubstitute for the above
disclosure requirements under the Retail Rules.évew the AER understands that
some retailers may choose to use an Energy PriieSheet (fact sheet) to meet the
above requirements.

15 For further information, see rr. 62-64 of the &eRules.



3 Issues involved in the preparation of the
Guideline

This section provides an overview of the main issargsing from submissions and
the AER’s response to those issues.

The issues covered include:

= the two proposed approaches for presenting reffail pricing information
= the types of offers that will be covered by the d&line

= scope of the guideline with respect to price veoret

= clarification around requirements on retailers iesgnt retail offer information in
a specific format.

3.1 Method of presenting prices

The AER considers that unit pricing with standagdisinits (‘standardised unit
pricing’) is the most effective method of presegtretail prices on fact sheets.
Standardised unit pricing would require retail@rslisplay the price of energy and
fixed charges by their unit of measure—i.e. in Wiédt hours (kWh) for electricity or
in mega joules (MJ) for gas—in a standard tablenfdir The AER considers this
method will facilitate the provision of clear analsdy comparable pricing information
to customers and promotes transparency and accur#oy presentation of retail
offer prices.

The AER also closely considered whether annualestghates (i.e. an estimate of
how much different types of households would begba over the course of a year)
should also be included on the fact sheets. ThR A&s referred to use of both
standardised unit pricing and annual cost estimagdhe ‘combination approach.” A
number of consumer groups preferred the combinaipgmoach, considering that it
creates a ‘layered’ approach to pricing informatimmvides customers with
information that is simpler to interpret and alsquires fewer calculations to be
made. They argued that consumers would be ablenpare a single figure to assist
in finding the best deal for their household, rati@n having to do calculations
based on unit prices alone. Consumer groups atg@drthat any inaccuracies
inherent in the annual cost method can be dedit lyitincluding a disclaimer about
the potential inaccuracies of the cost estimates.

The AER recognises that there may be value in usiegombination method to
present retail prices. In considering the advargagel disadvantages of the
combination method, the AER acknowledges that drocast estimates may be
simpler and potentially easier for customers to enakmparisons between offers. It
would potentially enable quicker “approximate” asswents of which retail offers are
better suited to them.



However, the AER notes that there are some dowsisiite the combination
approach which need to be taken into account wieermiining the approach that
would be most useful to consumers overall. Firgbg, AER is concerned by evidence
that customers have difficulty with placing thenveslin the appropriate consumption
bands, potentially resulting in their under/ovamaating their consumption. Market
research conducted by the energy regulator in Getain, Office of the Gas and
Electricity Markets (Ofgem), revealed that whemgsannual cost estimates,
customers often placed themselves in the wronguropgon category and hence
selected a tariff that was not suitable for thecumstances®

A contrary view is that without annual cost estiesato simplify the comparison
process, consumers could choose a suboptimalfofféneir household because they
are unlikely to analyse their own consumption arakenthe calculations. However,
the simplification of information in the annual t@pproach, in some ways, provides
‘face value’ information to customers, potentiathgating the impression that the
annual costs presented in the table are exactly avbansumer is likely to pay for
their energy use. While annual cost estimate appeare a simple method to
compare energy offers, it may in fact be inaccuaaid confusing, depending on the
individual household and which consumption bandrssamer places themselves in.
As an alternative, the standardised unit pricingho@ presents customers with
accurate prices and encourages consumers to thak how their energy usage is
being charged.

A further, more practical, disadvantage of the coation approach is that it requires
longer fact sheets with more tables and detailclvimmay make it more difficult for
consumers to find the information they need.

The standardised unit pricing information presemedact sheets will also be
supplemented by price information available to consrs via an online price
comparison service. As previously mentioned, th&A&currently developing an on-
line price comparison service which will most likéle designed to provide customers
with both the unit price of an offer as well asiagividualised annual cost estimate.
That is, customers can enter information about #r@ergy use or household type into
an online comparator which will then present theith \wersonalised annual cost
estimates for various retail offer. Consumers tlmahot have access to the internet
will most likely be able to call an information &rand request for the information to
be printed and mailed to them. In light of thelio- price comparison service, the
AER considers that there is unlikely to be sigmifitadditional benefit in developing
annual cost estimates for fact sheets that arelbigth approximations only and may
lead to customer confusion.

While currently not a significant issue, adoptimmaal cost estimates under the
combination approach could be further complicatethe future if there is greater use
of time-of-use tariffs. There will be challengesafved in developing accurate load
profiles for the “average” consumer. For examplignoaigh the annual usage of a
single stay-at-home parent and a working couple lb@agimilar, their daily
consumption profile would be very different andréfere their annual costs would
vary significantly under time-of-use offers.

16 Ofgem,Energy Supply Probe Retail market remediegpril 2009, p 16.



To provide greater transparency around the presemtaf unit prices, the Guideline
places obligations on retailers with respect tdarpg certain terms on fact sheets.
For instance, retailers will be required to exphaimat a ‘kWh’ and ‘MJ’ is, as well as
define ‘daily supply charge’. This is designed $siat customers to better understand
the information presented on the fact sheets. TindeBne also requires retailers to
reference the AER price comparator website on &aatlsheet so that consumers are
aware of that resource.

On balance, the AER considers that standardisdgtining is the more appropriate
method of presenting prices on fact sheets a®uiges an accurate method of price
presentation. Customers who are seeking persodatifmation on the
monthly/quarterly/annual cost of an offer will bl able to access this information
via the AER online price comparison service.

3.2 Application of the guideline

The AER intends that the Guideline will apply te flollowing forms of
advertising/marketing and sales approaches:

= door to door sales

= telemarketing

= websites

= Dill boards

®  newspapers/magazines and,;
= any other print advertising.

The AER considers that door to door sales and &aleeting are common methods by
which retailers contact customers to encourage tloeswitch retailers. Further,
consumer research has revealed that customersadhewitched were mostly
motivated to do so because of direct contact fraetailer, either through door to
door sales or telemarketingTherefore, the AER considers that the Guidelinetmus
apply to those forms of marketing in order to pdevthe greatest benefit to energy
customers. The AER also notes that the requirentéritee Guideline exist in

addition to requirements of the Australian Consub@aw in relation to unsolicited
consumer agreements (including, for example, custamoling off periods).

Further, the AER maintains the view (as outlinethie position paper) that the
Guideline should apply to information provided etailer websites about their
available offers. The AER considers this vital abgites are a common and widely
available information source for customers.

While the AER notes that bill boards, newspapennagazines are unlikely to
contain detailed information on retail offers,staf the view that customers may seek

7 Wwallis Consulting GroupAustralian Energy Regulator — Retail Pricing Infation Guidelines
June 2010, p 31.
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additional information on offers that are advedisierough these channels. Therefore,
the AER considers that the Guideline should appiyhése forms of advertising.
Given that any advertisements through these charmelnot likely to contain any
detailed pricing information, the requirementshe Guideline for these forms of
advertising are much less prescriptive (see seétidwof the attached Guideline).

Types of offers to which the guideline should apply

Retailers have indicated that there broadly tw@s$ypf market offers available to
small customers. These include offers that ardaaito most small customers, i.e.
‘generally available’ offers and those that areyanlailable to specific customer
segments.

Some retailers have raised concerns regardingtherement in the draft Guideline
for retailers to have to provide a fact sheet &ithn their websites or through door to
door sales/telemarketing) for each offer that thewide. These concerns are that the
current wording in the draft Guideline suggests #ilafact sheets, including those for
offers that have limited eligibility (such as obstal or “family and friend” offers),

need to be made available on a retailer's webRi¢ailers argued that requiring them
to provide a fact for each available offer coutdititheir willingness to offer
innovative products to particular customer segments

Many retailers supported Victoria’s approach ta@mulisclosure, which requires
retailers to provide a price and product informatstatement for one ‘generally
available’ offer only.

Generally available offers

The AER considers ‘generally available’ offers sothose which are widely available
to most small customers (i.e. offers that are ®olusive to any particular segment of
customers). For example, an offer that any customarparticular distribution zone
would be eligible for and able to access is ‘gelheevailable’. The AER is of the
view that for any ‘generally available’ offers, toers should be able to access fact
sheets setting out the details of each offer sottiey can compare across different
offers. On that basis, the AER considers thatjlezsashould be required to publish a
fact sheet on their websites for each retail offeich is ‘generally available’.
Retailers must also provide these fact sheets glai@or to door sales and upon
customer request during telemarketing activitiessdcordance with requirements
outlined in the Guideline.

The AER notes comments from retailers regardindovia’s approach to price
disclosure, which requires retailers to publisloinfation on only one ‘generally
available’ market offer on their website and foe forisdictional price comparator
website. While recognising the potential meritsha$ approach, the AER is
concerned that it may not provide customers wittgadte information on retalil
offers available to enable them to make informeniads. Accordingly, the AER
requires that retailers provide fact sheeteach'generally available’ offer made and
to publish these on their websites.

Offersavailable to specific customer segments

The AER is of the view that retailers do not neeg@ublish on their website a fact
sheet for those offers that are not generally alll because of their comparatively

11



limited relevance/availability to most customer$fe@ that arenot ‘generally
available’ include obsolete offers, “family andeinds” offers, targeted mail outs or
other offers that are targeted at specific custsagments.

However, the AER considers that customers shouldatve access to fact sheets on
these offers if they are seeking to compare offersant written information on an
offer being provided to them. While the AER is nequiring in this Guideline that
retailers publish fact sheets for these offershair website, the AER considers that
retailers should have a fact sheet readily aval#td customer requests one. For
example, if offers are being marketed to specifistamer groups through door to
door sales, retailers should provide customers faithsheets at the time of contact,
in the same manner that these requirements apipbefeerally available offers.
During the telemarketing of these offers, retaildreuld supply customers with a fact
sheet if requested (see section 3.3 of the attaGluedkline).

Notification of price variations

The AER considers that the primary purpose of @ugleline is to assist customers to
compare between different types of offers when #reyin the process of making a
switching decision or when approached by retatieiswvitch. The Retail Law and
Rules prescribe requirements on retailers to netistomers about variations to
prices® and as such the AER’s proposals for the Guiddime not been developed
to achieve this aim.

Submissions from consumer groups supported theslpogdincluding a requirement
to notify customers about variations to pricesfitariSome consumer groups argued
that customers should be presented with a fact sli¢lee time that any change is
made to their retail offer, and others argued thetguideline should require
information on tariff changes to be provided totousers at least 30 days prior to the
price rises becoming effective.

The AER notes concerns raised by these stakehplimsgver, it considers that
notifying customers about variations to prices risteng retail offers is not of the
primary purpose of the Guideline. This is particiyiéhe case given that the Retall
Law and Rules already prescribe requirements tailees to meet in relation to this
issue.

However, the AER recognises that when customersatitied of price changes, they
may seek to use fact sheets to compare differgestyf offers and make switching
decisions. Therefore the AER is of the view th#iters may choose to use fact
sheets to notify customers of price variationsoag) las they meet all the requirements
set out in the Retail Law and Rules.

3.3 Presentation of other retail offer information

The AER maintains that prescribing requirement$ waspect to the layout of a fact
sheet is important in achieving the goals of similiand standardisation in the
presentation of retail offer information.

18 See Division 3, s.23 (3) of the Retail Law.
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Some retailers argued that the requirements stguliia the draft Guideline are
overly prescriptive. Submissions from retaileroatglicated that greater clarification
is needed around certain requirements in the Goglel

For instance, some retailers sought clarificatiomdether they can present
simultaneous offers for gas and electricity ondlme fact sheet even where there are
two separate contractual offers. The aim of the$heet is to provide customers with
information about retail offers in a format thatlveinable ease of comparison for
customers. The AER therefore considers that — whileost circumstances
information on offers for gas and electricity shibnbt be presented simultaneously
on a fact sheet — where offers for gas and eléigtiace part of a dual fuel or bundled
deal (that is, conditional upon acceptance of ¢he$ of one another), they should be
presented onne fact sheet. This is because the rates and conditions thdy ap@an
electricity offer made as part of such an offell yénerally only apply if a customer
signs onto a gas deal as well.

The AER also considers, for the purposes of traeseg, where a dual fuel offer
involves the customer entering into more than ardract with the retailer, that fact
must be made clear on the fact sheet. Given thenpal need for additional
information to be provided so that consumers ale tmbmake informed decisions
about dual fuel or bundled offers, the AER consdbat fact sheets for such offers
may run to three A4 pagés.

The AER maintains the view that retailers may pnesenumber of green power
options (that are considered to be an ‘add onhtexasting retail offer) on a single
fact sheet, however, this information should baryepresented and meet Guideline
requirements. Where an offer is for green powaetsiown right, rather than as a
component or ‘add on’ of an existing retail offarseparate fact sheet must be
produced.

Retailers also sought clarification on whetherttide structure (as stipulated in the
Guideline) can be modified in terms of its ‘lookddieel’. The AER is of the view that
retailers should generally follow the format présed in the Guideline. As stated in
the issues paper, one of the fundamental goalsedBuideline is to enable a like for
like comparison for customers. The AER consideas this can only be achieved if
retailers adhere to the template prescribed irGineleline. However, retailers will be
permitted to modify column width, row heights, aatpfont style and make other
minor amendments to the example tables, as load) esquirements in the Guideline,
in particular that information be provided in aarl@nd easily understood way, are
appropriately met.

Retailers and consumer groups sought AER viewslwtiver the intent of the
Guideline was to require retailers to present greeinclusive or exclusive of
discounts. The AER is of the view that all unitges should be shown as amounts
beforea discount, particularly given that some discoaméscontingent upon paying
on time or being a long term customer.

¥ The Guideline requires that Energy Price Faete®s must, for non dual fuel or bundled offers, be

only two A4 pages in length.
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The AER notes that a retailer also raised concarmsnd why distribution zones need
to be specified in a fact sheet. The AER consitteasthis information is necessary
given that the eligibility or price of an offer mag dependent on the customer’s
distribution zone. In the event that customers s&tact sheets from a retailer’s
website, they will need to be aware of their eligijpfor an offer (which may be
affected by their distribution zone).

The initial Guideline stipulated that retailers slibsupply customers with a fact sheet
(upon request) during any telemarketing activityhwn five days. Retailers raised
concerns that this timeframe could be too shod,@stentially difficult for them to
comply with this requirement. While the AER conssglthat it is important for
customers to receive information on retail offessaon as possible to assist them in
making their switching decisions, it acknowledd®s ¢oncern raised by retailers
regarding the proposed five day timeframe. On blaats, the AER considers
extending the timeframe to ten business days Wialeretailers to comply with
Guideline requirements while ensuring that cust@nsél receive information in a
timely manner.
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Appendix A

Submissions on the September 2010 position pagkeanier draft Guideline were
received from:

ActewAGL

= AGL

=  Consumer Action Law Centre

= Consumer Utilities Advocacy Centre

= Department of Employment, Economic Developmentlandvation (QId)
= EnergyAustralia

=  Energy and Water Ombudsman of NSW

= Energy and Water Ombudsman of Victoria
= Ergon Energy

= Integral Energy

=  Public Interest Advocacy Centre

=  Queensland Consumer Association

=  Queensland Council of Social Service

= Origin Energy

= Simply Energy

®* TRUenergy
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