AGL Energy Limited

& ’ ’ T 02 Ba21 2000 Level 24, 200 Geaorge 5t

F 02 9921 2552 Sydney NSW 2000
' agl.com.au Locked Bag 1837
- ag | ABM: T4 115081 375 St Leonards NSW 2065

4 May 2026

Energy Reform Division
Essential Services Commission
Level 8, 570 Bourke Street
MELBOURNE VIC 3000

Submitted via email: energyreform@esc.vic.gov.au

Energy Retail Code of Practice Review 2026 — Strengthening Protections for Energy Consumers in
Victoria

AGL Energy (AGL) thanks the Essential Services Commission {the Commission) for the opportunity to
comment on the 'Strengthening Protections for Energy Consumers in Victoria' Consultation Paper, dated 24
March 2026.

AGL welcomes the Commission’s progress in finalising its review of the Energy Retail Code of Practice
{ERCoP) which commenced in 2024, The review has taken place during a period of significant and sustained
change for the energy retail sector, with retailers continuing to prioritise the implementation of the Phase 1
ERCoP reforms throughout this year.

AGL notes the need to ensure that sufficient time is allowed to implement and embed these changes as well
as to understand their impacts on consumer outcomes, especially before adding further layers of regulation.
Across the Mational Energy Market (NEM), AGL's retail business alone is implementing more than 30 law
and rule changes this calendar year, including complex reforms such as the Solar Saver Offer, Midday
Power Saver and Automated Best Offer switching. This translates into approximately $25 million to $30
million spent each year on capital expenditure to comply with new and changing regulations, which ultimately
flows through to household energy bills. It is AGL's central position that the Commission should limit further
regulatory intervention to a minimum as part of this review, instead focusing on opportunities to harmonise
with national regulations and look towards non-regulatory solutions to promote positive customer oulcomes,
including best practice guidance to support customers affected by family violence.

Summary of AGL's Position

1. Limit further ERCoP Stage 2 regulation and prioritise alignment with national frameworks to
reduce complexity, costs and bill impacts.

2. Take a more flexible, proportionate approach to family and domestic violence settings,
especially communication, debt and disconnection, to aveid unintended financial harm from
non-engagement.

3. Allow pragmatic implementation timeframes of at least 12 to18 months, reflecting the volume
of concurrent state and national reforms.

4. Align Victorian requirements with the National Energy Retail Rules wherever possible to
reduce duplication, compliance risk and system costs.

5. Focus reforms on clear consumer benefit and avoid prescriptive, Victoria-specific rules that
reduce operational flexibility or worsen outcomes for vulnerable customers.
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Family Violence Protections & Affected Customer Outcomes

AGL's approach to family viclence prioritises the safety and support of customers affected by family violence,
while also supporting impacted staff. AGL was the first energy retailer to introduce a Family Violence Policy
in 2018 - well ahead of any regulatory intervention. AGL also actively engaged with the Commission during
the formative stages of the Victorian family violence protections framewark, sharing valuable insights from
our experiences with customers affected by family viclence.!

Since that time, we have observed that the family viclence regulatory framework, however, well-intended,
drives unhelpful regulatory ambiguity and forces increasingly risk-averse customer engagement and debt
management practices, leading to negative outcomes and exposing affected customers to further risk of
financial harm.

AGL is increasingly concerned that the restrictions on contact via the preferred method of communication are
limiting retailers' ability to engage effectively with customers affected by family violence. While these controls
are designed to protect affected customers, in practice, AGL has observed prolonged periods of non-
engagement which can delay identification of financial harm and timely intervention. In extreme
circumstances, where we cannot establish contact, this enables the perpetrator to continue to degrade the
victim-survivor's debt position and credit rating. For example, where a victim-survivor is forced to flee a
property where energy is connected in their name, a retailer's inability to contact that customer may
exacerbate financial harm,

Accordingly, it is critical to ensure that the regulatory framework empowers
retailers to better support affected customers.

Taken together, these outcomes point to a growing disconnect between the intent of the family violence
framework and its practical operation. In AGL's experience, the current settings are inadvertently
constraining effective engagement and intervention, with worsening financial consequences for affected
customers. We are looking to the Commission to equip the industry with pragmatic solutions to engage and
support affected customers rather than introducing further restrictions on customer contact and debt
management that leave retailers with limited, if any, effective tools to facilitate engagement,

Implementation timeframe for Phase 2 of the ERCoP Review

With respect to the implementation timeframe for this stage of the ERCoP review, there continues to be a
vast regulatory reform agenda across the energy retail markets in the NEM with retailers still preparing for
the upcoming Energy Consumer Reform changes in Victoria and the equivalent rule changes in the National
Energy Customer Framework (NECF) states. It is important that the Commission sets industry and
consumers up for success by allowing for a reasonable, and pragmatic implementation timeframe. AGL

! AGL was highlighted as an |ndustry Case Study in the Essential Services Commission 2018, Praviding family vielence support
Exploring ways ensrgy refailers can provide family viclence assistance that is safe and effective, 31 October 2018, Appendix C
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proposes at least 12 to 18 months implementation timeframe from the time that the Final Decision is
released in September 2026.

If you would like to discuss any aspect of AGL's submission, please contact Valeriya Kalpakidis at

Yours sincerely,

Liam Jones

Senior Manager Policy and Market Regulation

AGL Energy
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Appendix A

Strengthening Family Violence Protections

Summary of AGL Position
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a.
b.
c.
d.
e.

AGL strongly supports customers affected by family violence but observes that the current settings
are driving risk-averse practices that can worsen financial harm.

Owerly restrictive communication rules are limiting effective engagement, contributing to prolonged
non-engagement and escalating debt for affected customers.

A small cohort of affected customers account for a disproportionate share of overdue debt, with
non-engagement increasingly entrenched and worsening over time.

Further restrictions on contact and debl management risk undermining timely intervention unless
retailers are given practical tools to safely re-engage customers.

Reforms should be flexible, proportionate and nationally aligned, balancing customer safety with the
ability to prevent the accumulation of unmanageable and hidden debt.

Family Violence Policy

Improving compliance with family violence policies:

AGL generally supports alignment and harmonisation with National Energy Retail Rules (NERR).
However, this should be balanced against the risk of introducing additional compliance burdens.
Where compliance with a retailer’s Family Violence Policy is already a fundamental aspect of our
responsibilities as a provider of an essential service, it is unclear whether or why further explicit
obligations are necessary,

Consulting with family viclence organisations when developing or reviewing family viclence policies:

AGL actively works with specialist family violence bodies such as Safe and Equal and Thriving
Communities Australia (TCA), having partnered with such organisations during the initial development
of our Eamily and Domestic Violence Policy. AGL recognises that a retailer’s Family Violence Policy
and, more broadly, its organisational approach, is a dynamic and continually evolving concept. It
requires a sustained commitment to improving how we identify, protect, and support customers
experiencing family violence and vulnerability.

AGL continues to proactively engage with external specialist agencies and stakeholders so that our
approach is informed by current better practice and lived experience and remains responsive to the
changing needs of affected customers. This engagement includes:

= Being part of the founding ‘Leaders Circle’ members of TCA One Generation.

= Being the first energy retailer to join the Respect and Protect initiative.

»  AGL’s involvement with important initiatives such as the Australian Energy Council's
Domestic and Family Violence Working Group.

+ Providing holistic support to affected customers via inbound referrals to the TCA One Stop
One Story Hub,
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» Investment in our frontline capability through AGL's customer support package?.
s« AGL’s participation in the Cormmission’s Safety by Design Advisory Group.

The Commission will be aware that retailers update their Family Violence Policies with relative
frequency, often to reflect minor or administrative changes. Requiring that retailers engage a specialist
family violence support service for every change would create disproportionate compliance and
administrative burdens for trivial changes.

AGL's preference is that a specialist family violence organisation is engaged at the time of initial
development and at any time where there is a substantive or material change to the retailers’ Family
Violence Policy.

Training

Involving consumer representatives in the development or delivery of staff training on family violence:

See AGL's response fo 'Consulting with family violence organisations when developing or reviewing
famify violence policies’ above,

While AGL agrees that it is appropriate for a retailer’s family violence training to be initially developed
in partnership with specialist family violence support organisations, we do not agree that it should be
extended to the delivery of training or recurring updates to the programme. Retailers should retain
ownership of their training curriculum to ensure it can be updated and delivered at speed without
unnecessary administrative delays by having to meet a tick-box compliance exercise.

AGL employs approximately 600 frontline customer service agents across multiple locations.
Requiring specialist family violence support agencies to be engaged to deliver training would be
impractical, both from a resourcing perspective for the family violence support agency as well as the
scale and frequency of training required to meet AGL's delivery schedule.

Changes to the frequency of staff training:

AGL's preference is to retain the current wording of Clause 149(1) in the ERCoP which broadly
requires that targeted family violence training be provided to any person acting on the retailer's behalf.
While the Commission states that this could be interpreted as a ‘once-off obligation, in practice,
supporting customers affected by family violence is an enduring priority for the energy retail industry.
AGL takes its family violence training and awareness extremely seriously at both a customer and
enterprise level and already reguires that our staff undertake topical, role-specific and recurring
training.

Retailers are best placed to schedule and deliver training modules for our staff in a way that ensures
the content remains current and meaningful, while allowing our customer service staff sufficient time to
absorb, retain, and apply the information in practice during their interaction with customers. It is also
important to balance the resourcing and scheduling requirements of our contact centres in order to
provide high levels of ongoing support for our customers.

Alternatively, AGL would support full alignment with Rule 76B(1) of the NERR but cautions that the
Commission should take care not to inadvertently create additional obligations or variations in wording
as any departure from the national framework, however trivial or modest, could result in a different
interpretation and application of the regulations in Victoria.

2 AGL Eneray Limited Annual Report 2025 p. 6
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Expanding the content requirements for family violence training:

AGL does not support the Commission's approach to further fragment the training content
requirements between the NECF and Victoria and instead recommends full alignment with the
relevant family violence training provisions, specifically, Rule 76B(1) of the NERR,

The Commission is proposing that staff of retailers should be able to identify the cognitive and
behavioural impacts of trauma experienced by victim-survivors and how it affects their ability to
engage with their retailer. While these proposed changes are well-intended — and retailers agree with
the outcomes they are seeking to attain — AGL questions whether this is at all reasonable to ask of
customer service agents or whether it will blur the distinction between a call centre representative and
a specialist family violence support worker, placing expectations on frontline staff that extend beyond
their role and expertise.

Customer service staff are trained to be effective in their core functions of selling, servicing and
supplying gas and electricity to our customers. Family violence and broader vulnerability training
equips them to appropriately identify and engage with different customer cohorts but is not intended to
position them as specialist family violence support workers. The ‘minimum entittement’ protections of
the Payment Difficulty Framework recognise these inherent challenges by reducing the need to
assess individual nuanced circumstances by providing blanket minimum safeguards.

The Commission will be aware that organisations use different customer service models and
approaches to triaging customers and managing interaclions. Where AGL customer service agenis
identify indicators of family violence, the call is triaged to a specialist team with comprehensive family
violence training to provide dedicated support. From that point on, the customer is supported
exclusively by this team. It would be highly complex for all frontline staff to assess the cognitive and
behavioural impacts of trauma and apply that understanding in the manner intended by the
Commission. This would require all agents to operate at a level of capability that AGL would expect
from a specialist family violence support service rather than a customer service agent working for an
energy retailer. These services are also traditionally delivered in a face-to-face capacity (as opposed
to over the phone) which significantly alters the ability to identify the proposed behavioural and
cognitive impacts. The Commission should be extremely mindful of negative intended consequences
whereby energy retailer call centre staff might be expected to pass judgment and reach conclusions
about customers through limited telephone interactions.

Training should be tailored to the specific roles and responsibilities of staff within the organisation.
Retailers have the discretion to determine the appropriate service model to support affected
customers, with a dedicated specialist team being a reasonable option to ensure handling sensitive
conversations have the expertise to do so. While it is appropriate that frontline staff who directly
support customers affected by family viclence receive specialised and in-depth training, it is not
necessary or proportionate for all customer service agents to be trained to the same level, provided
they are equipped to identify potential circumstances of family viclence and triage them to the
specialist team,

Safe method of communication

Using an affected customer's preferred method of communication when communicating with that
affected customer,

While AGL generally supports harmonisation and alignment with the NERR,, the Commission is yet to
address the fundamental policy question about engagement with affected customers and the role of
essential service providers in limiting further risk of financial harm.
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The Commission is proposing to introduce further restriction on how and when retailers can proactively
engage affected customers without offering any alternative solutions to enable safe, timely and
effective contact. AGL is increasingly concerned about customers experiencing family violence who are
unreachable via their preferred method of communication, or whose contact details are no longer
current. This creates a compounding issue where retailers are left with outdated or defunct contact
details, reducing the likelihood of timely intervention and losing visibility over the customer's changing
circumstances and support needs, with limited options to re-establish contact.

With perpetrators employing nefarious tactics to undermine the victim-survivor's safety and autonomy,
for example, establishing accounts in the affected customer’s name without their knowledge in order to
accrue debt, contact from the retailer may be the difference between a timely solution or further trauma
and risk of harm to the customer, Multi-channel communication is critical to addressing disengagement
and could be instrumental to breaking the cycle of harm perpetrated against victim-survivors.
Accordingly, we do not support any measures that would further limit our ability to contact affected
customers. These changes are incongruous with the above changes — on the one hand, retailers are
expected to have highly trained, specialist FDV staff, but on the other hand, are being limited in the
ways in which we can engage with customers to ensure they avail themselves of these services.

AGL proposes an alternative solution which may enable retailers to contact customers through the
communication channel/s for which consent has previously been provided and not subsequently
withdrawn. Rather than relying on a single preferred method of communication to engage affected
customers, the focus would shift to using only those channels that the customer has expressly opted
info with their retailer.

Account security

Disclosing affected customer information fo an appropriate person or third party without the affected
customers consent, where a retailer has concerns about a customer's imminent safety and wellbeing.

AGL supports the proposed reform to allow retailers to share affected customers' personal information
with emergency services where necessary to mitigate the risk of imminent harm.

Evidence

Not requesting documentary evidence from an affected customer as a precondition to receiving family
violence protections,

AGL supports the intent of the proposed rule change which is consistent with AGL's own approach not
to seek evidence from customers in order to apply family violence protections.

However, AGL notes that the Victorian Government continues to require supporting evidence from
affected customers as part of the Utility Relief Grant Scheme (URGS) application which can be difficult
to procure or expose the customer to further risk of trauma or harm, Given retailers play a critical role
in supporting customers (and authorised representatives) to apply for the URGS, this places retailers
in a difficult position of having to explain this requirement and has led to confusion in the past
(especially with financial counsellors) that retailers might be contravening this requirement. AGL
encourages the Commission to work with the Department of Families, Fairness and Housing to
remove this requirement for affected customers from the URGS application process.

Debt Management

Not selling or referring the debt of an affected customers to a third party:

Moting that the ERCoP already prohibits retailers from sharing confidential information of affected
customers with any third party without EIC, AGL questions whether this rule change is necessary or
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whether it would have any practical effect. In January 2025, the Commission issued infringement
notices to a retailer that disclosed confidential information of family violence affected customers
without their consent and failed to take into account the potential impact of debt recovery action at the
time on the affected customer. AGL understands these matters may have involved a third-party debt
recovery agency.

AGL does not sell the debt of customers affected by family violence to third-party collection agencies
nor do we refer them for default listing.

in the future, we may see the emergence of specialised payment and debt support services tailored
specifically to customers affected by family violence, similar to providers that currently focus on
hardship debl management. Il would be reasonable to assume that specialisl organisations that can
help retailers engage affected customers and manage their debt will be a desirable future service to
the industry and that retailers may wish to partner with such agencies. Maintaining flexibility in the
rules is important to enable retailers to partner with these types of specialist organisations in the
future, where this would improve customer support and oculcomes. Some appropriate safeguards
could include a requirement that third party partners must have a similar standard of privacy
protections or processes as the host organisation and an FDV Policy.

Disconnection

We support the Commission's proposal to prevent disconnection of an affected customer for
non-payment for a defined set period after the retailer becomes aware the customer is experiencing
family and domestic violence, A time-limited protection appropriately prioritises customer safety and is
consistent with the principle that disconnection should remain a measure of last resort.

It is important to balance support for affected customers along with the duty to ensure large amounts
of debt are not accumulated under a customer's name without their knowledge. A common example is
where an affected customer has fled their place of residence, but the account remains in their name,
potentially accruing debt without their knowledge. A secondary scenario is where the affected
customer is still living in the premises but debt is being accrued in their name without their knowledge
Whilst it is difficult to identify accounts with certainty where this is occurring, a disconnection is a
practicable way to intervene where all other options have been exhausted.

AGL's view is that a reasonable and balanced "set period” would be 12 months. In practice, retailers
are increasingly encountering circumstances where supply continues, engagement is not possible
over extended periods, and debt accrues in the affected customer's name. In some cases, these
circumstances may reflect ongoing financial abuse, including misuse of essential services and
regulatory framework by perpetrators. Where this occurs, an indefinite prohibition on disconnection,
without alternative options, may unintentionally contribute to further financial harm and the inability for
retailers to undertake normal account maintenance activities.

Wae therefore encourage the Commission to consider a framework while also providing a clear
pathway to intervene where non-engagement persists.

Such a framework could:

« Maintain a clear prohibition on disconnection for non-payment during the set period, akin to
the current requirement in Section 64(1) of the WA Compendium of Gas Customer Licence
Obligations which prohibits disconnection for a specific timeframe from the date the retailer
becomes aware that the customer is an affected customer;



» Require retailers to make reasonable, informed attempts to engage with affected customer
during that time;

= Require that retailers continue to have regard to safety and personal circumstances, even
after the set period lapses; and

+ Enable disconnection to be used as a last resort mechanism to prevent indefinite debt
accumulation, address uncertainty around responsibility for ongoing consumption, and
support earlier identification and interruption of financial abuse.

In our view, a set period would better align this reform with the Commission's objectives of preventing
further harm and ensuring family violence protections operate effectively in practice.

1.2. Supporting future First Nations consumers

AGL does not support the Commission's proposal to ask customers whether they self-identify as a First
Nations person.

AGL notes the Commission's intention for seeking this information is for reporting and insights purposes.
However, we do not consider that it provides a sufficiently clear reason and benefit for First Nations
customers to identify themselves to their energy provider, nor do we think sufficiently accurate or
representative data will be provided to retailers to allow for any meaningful conclusions.

We are concerned that customers would approach this line of questioning with reluctance or distrust which in
turn could contribute to systemic underreporting and undercounting of First Nations respondents. Customers
will want to know the purpose for which energy retailers are collecting this information — where the purpose is
for disclosure to regulators, this will arguably reduce the likelihood of customers wanting to provide that
information. AGL refers fo research conducted by the Office of the Victorian Information Commissioner which
“identified several issues raised by Aboriginal participants in relation to the collection of personal
information"*. This raises questions about the data integrity and whether it would be sufficiently reliable
enough to inform the Commission's policy objectives.

It would be helpful for industry if the Commission were to work with First Nations consumer groups and
relevant stakeholders to develop best practice principles on effective engagement with First Mations
customers. Through our Reconciliation Action Plan (RAP), AGL has undertaken activity that aims to improve
accessibility of our products and services for our Aboriginal and Torres Strait Islander customers and partner
with First Nations organisations to improve energy literacy such as development of customer guides. AGL is
currently in the process of developing the next iteration of its RAP and continues to progress this work in
collaboration with a First Nations organisation to inform our approach in line with community expectations.

However, there remains a broader gap in the energy retail industry where there is currently limited guidance
available on how best to support First Nations customers and improve our interactions in a way that is
culturally safe, respectful and appropriate.

Protections for consumers with a secondary meter

Consent requirements for repair or replacement; AGL generally supports the proposal to require explicit
customer consent for repair or replacement of secondary meters, which is consistent with the national
framework. The processes for capturing and recording consent should be as practicable and streamlined as

4 Understanding Culturally Diverse Privacy — Aborlginal and Tores Stralt Islander peoples’ perspectives — Dffice of the Victodan
Information Commissioner
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possible to reduce the risk of delays in fixing the faulty equipment and keep the customer experience
frictionless.

Energy markeling: In principle, AGL supports extending Part 4 of the ERCoP to secondary settlement
arrangements, but questions whether the current regulations can accommodate innovative offerings such as
AGL Community Power®, bundled energy services, and other emerging products. Standard energy fact sheet
formats may not be fit-for-purpose in an evolving energy market and may not adeguately capture or clearly
explain the detail of these more complex arrangements.

Contractual rights and obligations; AGL supports extending Part 5 of the ERCoP to secondary settlement
arrangements provided that there is sufficient flexibility to continue to manage secondary settlement plans
and products through integrated contracts.

Disconnection and reconnection: AGL supports this approach which is consistent with the Flexible Trading
Arrangements framework in the NECF.

1.3. Information for consumers on gas disconnection and abolishment

AGL supports alignment with Rule 69A of the NERR, noting that retailers are already implementing a
solution in the NECF jurisdiction ahead of the Establishing a reguiatory framework for retail custormer-
initiated gas abolishment rule change start in January 2027, Aligning Victoria with this approach would be
consistent with the Commission's objective of regulatory harmonisation for this review.

Adding secondary contact persons or other household members

AGL does not support the proposed rule change to capture secondary contact person or household member
personal information for distributor outage management purposes,

As an opening remark, we note that the proposed rule creates significant confusion about the different types
of contact people on an account and their respective roles and responsibilities. Under current arrangements,
a secondary contact person refers to an additional contact person who has been authorised to act on behalf
of the primary account holder, The extent of this authorisation is usually explicitly agreed by the primary
account holder, As part of the process to add an authorised secondary contact person, AGL requires that
they provide their consent to AGL's Privacy Policy for example. However, this proposed change
contemplates a different type of contact — an emergency contact person with no legal authorisation to act on
behalf of the primary account holder. This distinction is critical from a consent and privacy perspective.

AGL has concerns about the privacy implications of collecting and storing of personal information relating to
individuals with whom we have no direct relationship. An emergency contact person classification introduces
additional risk and operational complexity for frontline staff who would need to distinguish between different
account roles such as the primary account holder, an authorised secondary contact (with limited access, e.q.
to request payment details) and a secondary contact person with no account access. In practice, these
distinctions may be difficult to apply consistently and accurately, and may increase risks for vulnerable
customers, particularly those experiencing family and domestic violence.

In terms of the substantive reasons for the change, we do not consider that this will materially improve the
quality or usability of data in the medium to long term, and over time, with the movement of people, change
in relationships and frequency of change in contact details, distributors will be left managing multiple sets of
unreliable contact information.

% AGL Community Power - AGL
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Further, AGL anticipates that these reforms will require at least some degree of B2B uplift to both retailers’
and distributors’ systems to capture secondary contact information. The current Customer Detail Notifications
exchanged between retailers and distributors do not accommodate an additional contact point. As a result,
corresponding changes would also be required to AGL's customer management and billing systems,
creating significant costs that are not commensurate to the benefits consumers would expect to derive from
a change of this scale.

Motwithstanding AGL's position above, we support the secondary contact person requirement for life support
customers as proposed by the Commission in its Review of life support protections Draft Determination.

Improving the quality of customer data

AGL considers that current retailer practices in this area are already mature and further regulatory
intervention may not necessarily lead to better data integrity. AGL has robust processes and initiatives in
place to maintain accurate customer contact information, balancing the need to keep contact details up to
date while respecting customer experience, preference and time. Challenges with data completeness and
integrity instead reflect the complexity of operating within an essential services environment, where customer
circumstances and their contact details frequently change.

Retailers are strongly incentivised to keep customer information up to date, given its importance to service
delivery and account management. As part of our ongoing efforts to keep customer contact details up to
date, AGL:

* Includes a bill message at least once every 12 months alerting customers to log in online or contact
AGL to confirm their contact details are up to date.

» Displays a prominent banner through our online self-service portals that prompts customers to click
to update their contact information, or the option to be serviced through the call centre.

»  When interacting with customers during routine calls, our agents confirm with the customer that the
contact information on the account is still correct.

If the Commission were to progress this rule change, AGL's second preference would be a time-based
review of customer contact details, although in practice, this approach is likely to result in low customer
response rates and limited willingness to update information. AGL's experience shows that proactive
outbound reminders or calls to action to update contact details typically achieve only low levels of customer
engagement (especially where those contact details are already out of date or no longer accurate).

As part of the Commission's review of life support protections in Victoria, retailers would be required to
annually confirm whether customer details remain current and to share any updates. AGL supports this
targeted approach as a more proportionate and effective alternative to contacting the entire Victorian
customer base.

1.4. Clarifying protections that apply to customers with a closed account

AGL supports the Commission clarifying through the ERCoP how closed customer accounts with residual
debt should be treated,

AGL considers it would not be appropriate to apply the Payment Difficulty Framework (PDF) in its entirety to
closed accounts with outstanding debt. Through the objective in cl. 121 of the ERCoP, the Purpose of Part &
is clearly intended to apply anly to customers with active supply.
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Standard assistance under Division 1 sets out a range of preventative measures in order to "aveid getting
into arrears with their retailer™, Closed account customers with residual debt have already accrued debt and
given there is no ongoing supply, are no longer at risk of accruing further debt.

While Tailored Assistance under the PDF does contemplate accrued debt, its focus is on supporting
customers to “pay for their on-going energy use, repay their arrears and lower their energy costs"™. In this
sense the range of protections afforded to customers is again primarily focussed on active customers,

Instead, AGL recommends to the Commission that it consider the introduction of a new Division in Part 6 that
covers arrangements for customers with energy debt on their closed accounts. Specifically, AGL suggests
that all customers be allowed up to 3 months to repay any outstanding debt by way of flexible payment
arrangements, which could be extended to up to 6 months for previous Tailored Assistance customers.

It is important that these requirements have a defined end point so as to not create an endless cycle where
repeated non-adhere to the terms of the payment plan prevents the retailer from ultimately recovering or on-
selling the debt.

1.5. General Updates and other changes

Requirement to publish changes of tariffs and charges in newspapers: AGL supports removing
the reguirement to publish notices and changes to standing offer prices in newspapers.

Strengthening requirements for handling complaints: The Commission has not clearly established
a case for change and further regulatory intervention in this area is likely to increase regulatory and
compliance burdens by bringing an expression of dissatisfaction into the complaints process. For
example, retailers are already required to treal customers fairly and reasonably under the Payment
Difficulty Framework, so adding a separate obligation to comply with dispute procedures is likely to
create an unnecessary regulatory overlap and duplication.

Aggregation of multi-site business customers

AGL strongly supports an aggregation framework for multi-site customers in Victoria that is fully
aligned to the established and accepted industry practices in the NECF. We would advise caution
about a Victoria-specific model that creates additional requirements that go beyond the national
framework.

Reflecting the current approach in the NECF, AGL's recommendation is that the Victorian aggregation
framework captures all small customers. Residential sites should not be excluded from the ambit of
such aggregation, because in our experience, it is perfectly possible for sites classified residential on
MSATS to be operated under an ABN by a business customer (and not a household).

We note that consistency is important, as customers with sites in multiple states greatly prefer a single
contract covering all states. Different regimes in different states makes this difficult.

1.6. Opportunities for reducing costs and regulatory burden when considering
reforms

The below table outlines a number of opportunities identified by AGL to reduce regulatory burden in the
Energy Retail Code of Practice and harmonise with other jurisdictions.

5 Clause 124 of ERCoP
b Clause 126 o ERCoP
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Topic Description

ERCoP Phase 1 Review —
Definition of conditional
discount

Improving access to the

best offer — guidance on
the same name plan
issue

Theme; Reducing reguiatory burden

The final wording of ‘conditional discount’ in Clause 3 — Definitions of the
ERCoP lends itself to a much wider interpretation than we believe was
unintended. ‘Conditional discount’ appears broad enough to capture credits
and other financial incentives offered to customers for remaining with a
retailer for a specified period. If this outcome was not intended by the
Commission, AGL considers that the drafting should be revised or clarified
accordingly.

Throughout the ERCoP Stage 1 consultation, the Commission stated it
would not provide further guidance or clarity on the on the Improving the
ability to switch to the Best Offer rule change. The subsequent guidance
from the Commission was therefore unexpected as it did not form part of
the consultation process and there was no opportunity for retailers to
express their views and feedback on the Commission's guidance. AGL
considers this approach does not meet best practice for policy and
rulemaking and leaves retailers with greater uncertainty and a suboptimal
outcome that could have been designed in partnership with industry.

Theme: Opportunities for harmonisafion

Best Offer message on
the Final bill

Best offer message —

frequency

Under the NECF, retailers are not required to include a Better Offer
message on a customer’s final bill as they cannot reasonably access or
benefit from this offer. The inclusion of a Best Offer message could create
an impression that retailers are trying to ‘win-back' the customer (conduct
which is prohibited in Victoria). AGL encourages the Commission to clarify
that Best Offer messages are not required on final bills

In the NECF framework, the Better Offer message is required to appear on
a bill at least every 100 days. In Victoria, this requirement is once 3 months
for electricity and 4 months for gas, which means retailers have different
parameters and controls in place across jurisdictions. We suggest that the
VIC electricity Best Offer framework align with the NECF frequency to
enable better consistency in retailer systems and processes and allows for
a reasonable buffer in cases where due to no fault of the retailer, bills might
be delayed by a few days such as meter read issues,





