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Agenda

• 1:00 – 1:10 PM Opening Remarks (10 min)

• 1:10 – 1:55 PM Panel: Part 412 Lessons Learned (45 min)

• 1:55 – 2:05 PM Break for panelists to change as needed (10 min)

• 2:05 – 3:00 PM Panel: Consumer Education (55 min)

• 3:00 – 3:10 PM Break for panelists to change as needed (10 min)

• 3:10 – 3:55 PM Question & Answer Panel: Marketing Practices (45 min)

• 3:55 – 4:00 PM Closing Remarks
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Overview
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o Part 412 Overall Implementation
o Marketing
o Telephonic Enrollments
o In-person Solicitation
o Implementation: Compliance
o Our Why



1/21/2020 3

o Direct Communication with Impacted Departments: 
o Regulatory reviewed all current and upcoming rule changes (i.e. 412.110, 

412.120, 412.130,412.165, etc.), broke changes down by department, and 
drafted department-specific outline that set forth rule changes in advance of 
effective date (e.g. November 2017). 

o Rule summary enabled each department to read, understand, and ask questions 
in advance of the upcoming effective date. 

o Internal Presentation re: Updates: Held workshop with Marketing, Sales (commercial 
and industrial, residential, and telephone), IT, Finance, Billing, Supply, and Pricing and 
Products departments in March 2018 to discuss changes and obtain feedback. 

o In-House Team: In-House Legal Dept. responsible for all communications between 
departments.
o Legal discussed upcoming changes and worked with impacted departments to 

identify implementation strategies.

Part 412 Overall Implementation
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o Implementation:
o Updated Disclosure Requirements: 
o Web Development team refreshed website, where applicable, to include 

required disclosures.
o Ex: marketing materials; pricing disclosures 

o Updated Deliverable Requirements: Collaborated with IT dept. to ensure 
customer documentation is mailed within appropriate timeframe;
o Ex: Contracts sent within three business days of accepted enrollment. 

o Our Solution: 
o Employee-Based Design Model: All IGS’ Web Development, Marketing and IT 

teams are in-house to facilitate prompt and direct communication between 
departments.

Marketing: 412.150 & 412.160
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o Implementation: 
o Communications: Workshop held to describe upcoming changes and summarize 

rules to impacted departments.
o Trainings: All sales employees (e.g. telephonic; door-to-door) received in-person 

training to discuss upcoming rule changes.

o Oversight: 
o Internal Call Center: Internal call center allows for direct agent training and call 

monitoring; 
o All call recordings are maintained and archived by our internal IT 

department
o Spanish-speaking representatives available to accommodate Spanish-

speaking customers.

o Metrics Emphasize Customer Experience: Call center metrics are not based on 
call times. Instead, we encourage each agent to spend as much time as 
necessary to educate and inform the customer about the product/service 
offered. 

Telephonic Enrollments: 412.130 & 412.140
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o Implementation: 
o Employee-Based Sales Model: Employee-based sales model ensures direct 

oversight of sales process.
o All training performed in-house;

o Email Communications: Emails sent to HEC offices in Deerfield and Naperville to 
identify upcoming rule changes;
o Sales process reviewed, discussed, and revisited with employees at weekly 

sales meetings to ensure compliance.

o Challenges:
o Updated Disclosure Requirements: Updated disclosure requirements triggered 

modifications to our sales process. 

o Our Results: 
o Customer Satisfaction: IGS is recognized as a 5-Star entity (e.g. Lowest 

Complaint Rate) per “Plug In Illinois’” Retail Electric Supplier Complaint 
Scorecard.

In-person Solicitation: 412.120 
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o Compliance: IGS retains a dedicated Compliance Manager to monitor sales force and 
proactively ensure rules are appropriately implemented. 

o Dedicated Compliance Manager: Tara McGraw, Compliance Manager:
o Weekly meetings with market managers;
o Shares findings (e.g. best practices, opportunities for improvement, 

concerns) with Regulatory Department; and
o Serves as point of contact for ICC.

o Regulatory Review:
o Regulatory Team researches current (and pending) rules, provides notices to 

impacted departments, and works cross-functionally with stakeholders to 
ensure compliance. 

Implementation: Compliance 
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o Employee-Centric Model:
o Facilitates direct communication among impacted departments/employees;
o Ensures timeliness and ability to thoroughly discuss, plan, and communicate any 

procedural changes that need to be implemented;
o Our sales representatives and call center agents are actual IGS employees;
o We have two sales offices in IL; and
o We are a 5 star entity per the “PlugInIllinois” Complaint Scorecard.

o All-Department Meetings: 
o Streamlines discussion;
o Provides for direct oversight of sales, marketing, and enrollment processes;
o Ensures a uniform/standard message is shared across functions;
o Ensures compliance and leads to a positive customer experience

Our Why: The Customer Experience
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Questions
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Illinois Footprint

Offices:  Buffalo Grove, 
Oakbrooke, Northbrooke

Employees:  159

Annual Salary/Benefits: $15M+

Customers: 155,000+ across our 
businesses



How: A full project begins internally/externally 
from the moment a rulemaking is proposed.

Rules Proposed:
• Regulatory
• Legal
• Compliance
• Operations
• Sales
• Marketing
• Customer Service
• Business leads
• Product development

Comment:
• New products/technology
• Costs to implement
• Customer impact/experience
• System capabilities/feasiblility
• Are we also already doing it?

Implement:
• Shred/eliminate old materials 

out of existence
• Programming
• Training: sales and customer 

service
• Regulatory reporting and 

system programming for 
compliance

Proprietary - Use pursuant to company policy
®Direct Energy Marketing Limited, used under license. 3



Challenges: 

• Legislative Actions

• Diverging 
compliance views

• Press on bad actors

• Public perceptions 
of the industry

4Proprietary - Use pursuant to company policy
®Direct Energy Marketing Limited, used under license.



Consequences:

Proprietary - Use pursuant to company policy
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Over

$1Million*

80 Workstreams

76 Team Members

1200 Hours

* Part 412 project later embedded with SB 651 for project cost estimate. Other data is 
only Part 412.
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10 min Break

Up Next: Consumer Education Panel



NRG Consumer Education 
and Customer Engagement

January 2020
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Educating Consumers
You’ve probably heard the term 
“energy choice” before, but do you know 
what it means and how it affects you?

To understand, it’s important to know 
the key players that make up the 
competitive energy market.

+ The Producers: They produce the energy 
used to power your home.

+ The Suppliers: That’s NRG! We shop for 
energy such as electricity and natural gas 
on the open market and compete with 
other electric and natural gas suppliers to 
sell it to you.

+ The Utility: They deliver the energy to 
your home, send your electric bill, and 
respond to consumers emergencies.
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Educating Consumers
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Engaging Customers
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Engaging Customers
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Customer Insights “It was a simple sign up and communication has been prompt 
and easy.” 
– Maria, IL, Cashback Plan

“I like the Southwest rewards that I can get from 
participating with NRG.” 
– Keven, IL, Southwest Airlines Plan

“It's a good feeling to know that as a member your 
helping a charitable organization.” 
– Marcia, Lurie Children’s Hospital Plan 

“Customer Service is great. I have always talked with 
knowledgeable people who are able to explain the different 
special offers, and help me choose what's in my best interest.” 
- Nancy, IL, Retention Plan
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Opportunities & Potential
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Opportunities & Potential
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Vistra Fast Facts & Brand Family

Vistra provides ~6,184 MW of generation 

capacity to the state of Illinois
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Tools and Resources to Educate Customers

Vistra utilizes a variety of resources to inform and educate customers regarding 

the energy market, including their energy supply options:

Multi-Channel Access

Social Media

Web Site /

ResourcesLive Agent

Email

Focused on meeting customers        
where they want to be met

Content Library

✓Applicable Rules & Regulations

✓Deregulation basics

✓Municipal Aggregation 

✓Energy Saving Tips

✓Net Metering 

✓Energy Education Resources

✓General FAQs

Providing answers to common 
questions customers have

Chat
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Processes to Support Customer Experience 

Vistra employs a variety of processes, tools and relationships to support consistent execution 

✓Robust agent training program (e.g., classroom, simulations, nesting & QA)   

✓Staffed escalation resources to handle complex inquiries

✓Available Spanish-speaking customer service agents; partner-agency with ability to 
support ~200 additional languages

✓Focus on Quality; use trends & processes to drive experience gains (e.g., QA, Post 
Call Survey)

✓Leverage new technologies to learn / speed improvement 

✓Hold regular Call Listening sessions to inform, gather feedback and grow

✓Identify root cause for all complaints; execute “closed loop” remediation
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Best Practices to Improve Customer Education

Example best practices that Vistra has developed span the customer lifecycle

• Dedicated websites for Municipal Aggregations

• “Understanding Your Bill” tutorials

• Video resources on complex topics (e.g., TDU rates)

• Bill Payment Assistance guidance

• Usage / budget alerts via text, email

• Fraud awareness resources and tools

• Digital platforms that provide usage insights 

• Bill Messaging / Bill Inserts and “Onserts”



10 min Break

Up Next: Marketing Practices 
Question & Answer 
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How do suppliers position their value-added products?
Marketing Practices



Prior to enrollment
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Best Practices



Point of sale
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Best Practices



During enrollment process
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Best Practices



Ongoing engagement throughout customer’s service
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Best Practices



Ongoing engagement throughout customer’s service
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Best Practices



Thank you!

January 22, 2020
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