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1. 
What consumers are telling 
us 
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“After ten-years of price increases, it appears that most households and 
small businesses have exhausted the changes they are able to make to 
reduce their use and keep their bills under control. “

The survey saw drops in consumer confidence that they can effectively 
manage their energy use and costs. Only 58% are confident in their ability 
to manage their use (down 11%), while half of consumers say they have 
enough easily understood information available to help them make good 
decisions about their energy supply (50% down 7%) or the right tools (46%, 
down 7%).”
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In the short term, the price of regaining trust and confidence is the price 

1. Immediate action on prices 
and to clear up choice for 
consumers. 

2. Longer-term outcomes … 
orderly transition, seizing 
opportunities.
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Partner with consumers who will continue to redefine the system and the 
market
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‘‘Cost and control’ driving investment solar and batteries 
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The Integrated System Plan is a 
tool to integrate system investment 
but must take account of consumer 
investment, value and rewards.



Energy management must be part of the solution…who will work with 
consumers to find and save electrons? 
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What works – average daily household use per initiative
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2.
Resetting the market



The ACCC’s assessment 

“The approach to policy, regulatory design and promotion of 
competition in this sector has not worked well for consumers. 
Indeed, the National Energy Market (NEM) needs to be reset…”

1. Wholesale market – concentrated and opaque
2. Networks – RAB valuation and growth, revenue incentives
3. Environment policies and programs – public good; role for 

government?
4. Retail market – information asymmetry; ineffective safety net
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Action can deliver $300-$400 savings by 2020-2021
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Where are the savings? 
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Source: www.accc.gov.au/publications/restoring-electricity-affordability-
australias-competitive-advantage



The COAG Energy Council’s agenda – October 2018

1. Retailer Reliability Obligation (noting South Australia’s particular 
concerns around the trigger)

2. Integrated System Plan – implementation plan + advice on any 
rule changes that might be required

3. AEMO Summer Readiness 
4. ACCC Retail Electricity Pricing Inquiry – Commonwealth default 

offer + states reference point/comparison rate. 
5. ESB work on the Strategic Energy Plan (Finkel rec. 7.1). 
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Walking and chewing gum… 

• RIT-T (consumer test) Riverlink and Project Marinus
• Network revenue resets – NSW draft decisions, SAPN, EQ and 

TAS well progressed, VIC at scoping stage + Tariff Structure 
Statements.

• AER reviews…on core aspects of the regulatory framework rate 
of return, profitability, tax, profitability.

• Rule changes…Wholesale Demand Response Mechanism
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3.
Vision and culture 



Our response to the ‘trilemma’ – 3 steps to consumer focused outcomes

1. Affordable – price is the price to regain Trust (Confident) 
2. Individualised – data and information to meet consumers where 

they are (Engaged) 
3. Optimised – system decisions which include consumers and 

their assets, rewards, prices and decisions (Satisfied) 
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Trust, culture and outcomes

“The law already requires entities to ‘do all things necessary to 
ensure’ that the services they are licensed to provide are provided 
‘efficiently, honestly and fairly’. Much more often than not, the 
conduct now condemned was contrary to law. Passing some new 
law to say, again, ‘Do not do that’, would add an extra layer of legal 
complexity to an already complex regulatory regime. What would 
that gain?”

Royal Commission into Misconduct in the Banking, Superannuation and Financial 
Services Industry – Interim Report 
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Leadership and accountability to regain trust and confidence 

• “See that hill…somebody 
take it…”

• Where is accountability 
for price outcomes? 
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A new conversation about outcomes and accountability
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The entire electricity supply chain, 
including retailers, is culpable in a 
failure to provide affordable, reliable 
and cleaner energy.

We’ve let down families and 
businesses across the country.

Catherine Tanna, CEO Energy Australia, 
AFR Energy Summit 11 October 2018



A consumer statement of expectations…The Energy Charter 
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Source: The Energy Charter, 
https://www.theenergycharter.com.au/

https://www.theenergycharter.com.au/


Fixing the safety-net an opportunity for an industry leadership

“It is clear that the standing 
offer is no longer working 
as it is intended and is 
causing financial harm to 
customers” 
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And clearing up choice via a reference bill  
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Clearing up confusopoly 

27



A more sophisticated vision of a market for an essential service
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