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Now...household energy price index
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Affordability: no silver bullet.

Figure 7 Addressing Affordability
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Affordability as a constraint
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Consumers as...

Partners

Pawns

Pariahs



How to partner

Respect
Recognise

Reward



Respect: from pass-through to outcomes

“Now, with the retailers, we know
that millions of Australian families
are paying more than they need for
their electricity. They are on plans
that have run out, discounted plans
that have run out and they are now
on a standard offer and paying too
much for their electricity. They have
got people that are on the wrong
plans.”

Prime Minister, 9 August 2017



Respect: consumers are taking steps to manage their use
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Source: Energy Consumer Sentiment Survey, November 2017 (early results)
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Recognise: meeting consumers where they are, and as they are.

Household Personas

for time-of-use pricing and technology

Anti-Personas
for time-of-use pricing and technology
Ant Colony é Beehive
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Cat Family
Ve like to do our

Flock of Geese O
We share the load own thing

and take turns Wallabies
leading We're easy-qgoing and
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shackled way of doing things
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Recognise...need to adapt approaches

GEER Australia

Power Shift

Project 1:

Driving Change

Identifying what caused low-income
consumers to change behaviour
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Recognise what works — average daily household use per initiative

High Touch
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Reward — the community wants to partner

Willingness to reduce use during high demand period

=== l.e. hot weather
70

60 54
50

44
40 32
30 2504 29 2525
: || ||1 Il L |II“
10 I
0

SE QLD Business
(All)

58

o

m Reduce usage without incentive m Reduce usage if incentivised mNot change usage mNot sure

Source: Energy Consumer Sentiment Survey, November 2017 (early results)
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Reward — | want to trade,
Share, gift...

‘I would prefer my six cents of

power, sorry my units of power,
which aren’t six cents, to go into

my community. | get six cents ol

from [energy retailer], but if | get

25 cents because | gave it to you
because you have fallen on hard
times, well I'm delighted.”

Attendee, ECA Regional Listening I
Tour April-June 2016

EMPOWERED PEOPLE
MAKERS, CO-CREATORS.
CROWDFUNDERS.
PEERS. CUSTOMERS




Keeping sight of the WHY ... _ -
savings

Public
budgets

Resource Energy
management security

Capturing the
Multiple Benefits

of Energy Efficiency E?;rgz)\elgf:ﬁieeacy

Local air Energy

pollution delivery

Health Macro-
and well- economic
being impacts

Poverty Industrial
alleviation productivity



ECA work on the WHY
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Societal impact

Increased
property values

improved mental
wellbeing
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Improved knowiedge of Increased Improved positive
—— energy efficiency empowerment attitude towards
behavicurs and strategies and self-efficacy energy efficiency
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Summing up




Three take-aways

. We need to think about affordability not only as an outcome, but
a constraint.

2. To deliver the affordability, security and productivity outcomes
we’re chasing, we need to partner with consumers.

3. Respect, recognise, and reward...
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