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About GreenPower
• National Government Accredited 

Program
• Started in 1997 
• Additional to MRET & other Legislated 

requirements
• Only new Renewable Energy Generation
• Strict Environmental Criteria
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Aims of GreenPower
• Drive renewable energy investment
• Provide consumers with a choice
• Increase awareness of RE and CO2

• Decrease CO2 from electricity generation



Why Accreditation is Important

Source: Abare (2008) 

Annual Audit
Drives new investment
Avoid “Greenwash”
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GreenPower – Accreditation
• Registration through NSW
• Annual Fee > 1 MW
• Registration fee > 1MW
• Additional uptake of RECs



How does GreenPower Work

How it Works GreenPower in Numbers Community Future ConclusionBusiness

% non-renewable

% renewable



Money money money…….
“We’d like to be in a position to sell a 
greater proportion of renewable than 
what is mandated, but the cost of it 
makes it prohibitive”

Energy Retailer GM, GreenPower Research 2009



GreenPower in Numbers



GreenPower compared to MRET
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GreenPower Uptake
National GreenPower Sales 2004 - 2008

0

100000

200000

300000

400000

500000

600000

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2003 2004 2005 2006 2007 2008 2009

Year

M
W

h

0

200000

400000

600000

800000

1000000

1200000

Quarter

N
um

be
r o

f C
us

to
m

er
s

MWh Purchased
Number of GreenPower Customers

Average residential: 17%



GreenPower  and Communities 



Initiatives in Local Government
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Support in Community



Community Support



Business and GreenPower



Competitive Advantage
• Green Marketing: 

– 96% bought a product because it had a lower 
impact on the environment

– 95% of consumers willing to pay premium
– Environmental issues second only to 

performance of product
Source: GoGreen Creative, 2009
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Willingness to pay extra
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* Figures may not add up to 100 due to rounding Energy Retailers Association of Australia (200?)



Business – Corporate Citizen
“What is the benefit to continued selling of GP?”

“To be responsible corporate citizen ….. 
because it is the responsible thing to do”

Quote from large Australian Energy Retailer GM, GreenPower Research 2009



GreenPower and Government



Our Future
• CPRS and GreenPower
• RET
• Competitiveness with overseas off-sets
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Conclusion
“Renewables and energy efficiently is the answer to cope 

with the base load need of Australia”.

- Support in Community
- Support in Business
- Support in Government
- Waiting for certainty in policy
Major Energy Retailer, GreenPower Research 2009

Conclusion



Thank You
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