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•  Module	1	covers	Marketing	Risks	i.e.	How	you	should	correctly	promote	energy	
offers	and	services,		

•  Module	2	looks	at	what	your	legal	obligations	are	when	you	refer	customers	to	
our	Energy	partner,		

•  Module	3	covers	the	Privacy	Act	and	how	to	protect	your	customer’s	privacy.		
•  Once	you	have	completed	all	3	modules	and	understood	the	content,	you	will	

need	to	complete	Module	4,	which	is	a	short	quiz	with	10	multiple-choice	
questions.	You	will	need	to	achieve	a	100%	pass	rate	i.e.	Answer	all	questions	
correctly	before	you	are	authorised	to	sell	energy	services.	You	may	attempt	the	
quiz	as	many	times	as	you	wish.	Once	you	have	successfully	completed	the	quiz,	
the	Energy	section	of	your	Personal	IBO	Website	will	be	unblocked	and	your	
customers	will	be	able	to	proceed	with	ordering	energy	services	online.	

	
So	make	sure	you	pay	careful	attention	and	make	notes.		
Let’s	begin	with	module	1	–	Marketing	Risks	
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There	are	6	types	of	marketing	risks	you	need	to	know	about:		
	

1.	Misleading	and	deceptive	conduct	–	This	includes	incorrect	or	untruthful	claims	
relating	to	industry	changes	or	making	incorrect	comparisons.	
2.	False	or	misleading	representations	–	For	example,	representing	one	company’s	
actual	(physical)	connections	as	superior	to	a	specific	competitor.	
3.	Unconscionable	conduct	–	For	example,	selling	to	customers	who,	for	whatever	
reason,	do	not	have	the	capacity	to	understand	the	decision	they	are	making.	This	
includes	but	is	not	limited	to:	minors,	the	elderly,	persons	with	disabilities,	language	
difficulties	or	cultural	barriers.	
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4.	High	pressure	sales	–	For	example,	using	threats	or	aggressive	behaviour.	
5.	Full	disclosure	-	You	must	always	tell	the	whole	story	so	that	customers	can	make	an	
informed	choice	about	which	retailer	best	suits	them.	
6.	Respecting	Customer	Privacy	–	Ensuring	you	don’t	ignore	“do	not	call”,	“do	not	knock”	
or	“do	not	contact”	registers.	This	topic	is	so	important	we’ll	look	at	it	separately	in	
Section	3	along	with	other	related	responsibilities	when	dealing	with	your	customers.	
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Misleading	and	deceptive	conduct	means:		
	
×  Never	say	anything	that	is	untruthful.	It’s	really	important	that	you	do	not	mislead	

or	deceive	a	customer	or	say	anything	that	is	likely	to	mislead	or	deceive	them	–	
leaving	out	an	important	fact	is	also	considered	to	be	misleading	and	deceptive.	

×  You	should	not	create	a	false	impression	or	behave	in	a	way	that	is	likely	to	make	a	
customer	believe	something	that	is	not	correct.	

×  Ignorance	is	no	excuse.	It	doesn’t	matter	whether	you	intend	to	mislead	a	customer	
or	not	–	if	your	conduct	affects	the	customers	thoughts	and	beliefs,	then	it	is	
considered	misleading.	

×  If	the	overall	impression	left	by	you	creates	a	misleading	impression	in	the	
customer’s	mind	-	such	as	to	the	price,	value	or	the	quality	of	any	goods	and	services	
-	then	the	conduct	risks	breaching	the	law	by	being	misleading	and	deceptive.	
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We’ve	looked	at	what	you	shouldn’t	do,	here’s	the	behaviour	you	should	demonstrate:	
	
ü  Be	accurate	and	factual	when	promoting	offers	and	services,	
ü  Always	tell	the	truth	and	include	important	facts	to	create	a	true	impression,	
ü  Consider	how	your	conduct	affects	customer’s	thoughts	and	beliefs,	and		
ü  Keep	up	to	date	with	training	so	that	you	are	giving	customers	correct	information.	

Let’s	now	take	a	look	at	some	examples…	
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Can	you	say	-		
“You	will	be	able	to	avoid	daily	supply	charges	if	you	sign	up	with	Click	Energy”?	
	
No.	This	is	a	false	statement	and	constitutes	misleading	and	deceptive	conduct	
because	this	is	untrue.	
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Can	you	say	-		
“Click	Energy	discounts	apply	to	daily	supply	charges	as	well	as	usage	charges”?	
	
Yes.	This	is	a	truthful	statement	because	Click	discounts	do	apply	to	usage	and	
supply	charges,	therefore	the	statement	is	not	misleading	or	deceptive.		
	
Now	let’s	take	a	look	at	false	or	misleading	representations… 	

8	



You	must	not	falsely	represent	that	the	goods	or	services	provided	by	Click	Energy	are:	
	

•  of	a	particular	standard,	or		
•  fit	for	a	particular	purpose,	or		
•  sourced	from	a	particular	source,	or		
•  applicable	to	a	class	or	classes	of	customers,	when	in	fact	they	are	not	

	
You	must	provide	information	that	is	truthful	–	for	example,	Click	Energy	can	service	
customers	with	solar	inverters	up	to	5	kilowatts	in	capacity.		
	
Let’s	take	a	look	at	a	couple	of	examples…		
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Can	you	say	-		
“If	you	connect	your	electricity	through	Click	Energy,	your	energy	supply	will	be	
more	reliable	than	with	your	current	retailer”?	
	
No.	This	is	a	false	or	misleading	representation	because	energy	retailers	do	not	
control	reliability	of	supply.	
.	
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Can	you	say	-		
“With	Click	Energy,	you	can	choose	between	a	plan	with	discounts	on	usage	and	
supply,	or	a	plan	with	simple	low	rates”?	
	
Yes,	this	is	a	truthful	statement.		
	
Let’s	now	move	on	to	‘Unconscionable	Conduct’.	
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Unconscionable	conduct	means	taking	advantage	of	a	customer’s	inability	to	understand	
the	agreement.		
	
This	could	be	due	to	the	customer’s:	age,	illness,	inexperience,	lack	of	experience	with	
energy	bills,	lack	of	ability	to	understand	energy	bills,	lack	of	education,	poor	grasp	of	
English	or	anything	else	that	impacts	their	ability	to	understand	business	agreements,	
contracts	or	marketing	offers.	
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Avoiding	unconscionable	conduct	is	simple:	
ü  Make	sure	customers	are	aware	of	key	terms	of	the	agreement	and	consequence,		

ü  Provide	all	required	information	for	the	customer	to	make	an	informed	decision,		

ü  It	is	your	responsibility	to	make	sure	you	know	of	any	issues	your	customer	may	
have	in	understanding	agreements.	If	you	cannot	answer	your	customer’s	
questions,	you	should	encourage	them	to	contact	Click	Energy’s	dedicated	ACN	
Sales	Hotline	on	1300	567	236.		

ü  If	you	think	a	customer	doesn’t	understand	then	the	sale	should	not	proceed.	
	
You	cannot	take	advantage	of	a	consumer	where	it	would	be	unfair	or	unconscionable.		
	
To	avoid	unconscionable	conduct	you	should	not:	
×  Employ	high	pressure	sales	tactics	that	place	undue	pressure	on	the	customer,		
×  Take	unfair	advantage	of	your	customer,	
×  Misadvise	or	ignore	detail	when	disclosing	the	agreement,		
×  Do	not	allow	your	customer	to	complete	the	sale	if	they	do	not	understand	the	

agreement,	ignorance	is	not	a	defence.		
	
Let’s	now	move	on	to	the	next	marketing	risk…	
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High	pressure	sales	tactics.	
	
What	constitutes	a	high	pressure	sale?		
Any	sale	made	using	undue	harassment	constitutes	a	high	pressure	sale.		
	
You	must	never	use	undue	harassment	to	convince	a	customer	to	buy	a	product	or	service	
from	our	energy	partner.	
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You	must	avoid	undue	harassment.	Some	examples	include:	
×  contacting	a	customer	after	the	permitted	hours	without	express	permission,	

×  continuing	to	pitch/sell	to	a	customer	after	they	have	asked	you	to	stop,	

×  using	obscene,	discourteous	or	abusive	language.		

	
This	also	includes	“Do	Not	Contact”	requests.		
If	a	customer	requests	that	they	do	not	wish	to	be	contacted	again	by	Click	Energy,	you	
should	instruct	them	to	contact	Click	Energy	and	request	to	be	added	to	Click	Energy’s	“Do	
Not	Contact”	list.		
Remember:	Only	the	individual	has	the	authority	to	do	this	–	you	cannot	perform	this	
function	on	their	behalf.		
	
Let’s	now	take	a	look	at	full	disclosure…	
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Full	disclosure	is	about	telling	the	customer	the	whole	story	so	that	they	can	make	an	
informed	decision	about	which	retailer	best	suits	their	needs.	
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Remember	never	to	state	an	amount	that	does	not	factor	in	the	full	price	of	Click	Energy	
products.		
Ensure	that	the	information	you	are	providing	is	accurate	and	that	you	are	telling	the	whole	
story.		
	
The	key	is	to	disclose	the	full	price,	and	with	Energy,	this	means	that	individual	usage	rates	
and	service	charges	can	be	compared	by	the	customer	if	discounts	are	excluded	and	GST	is	
included.		You	must	never	state	or	advertise	an	amount	that	does	not	factor	in	the	full	price	
for	Click	Energy’s	plans.	
	
There	are	a	number	of	tools	you	should	use	to	help	ensure	full	disclosure	(and	ensure	the	
customer	reviews	this	information	themselves)	

ü  Energy	Price	Fact	Sheets	(VIC)	or	Basic	Plan	Information	Documents	(NSW,	SA	&	
QLD)	with	exact	pricing	-	found	on	the	Click	portal,	

ü  Click	Energy’s	quoting	tool	provides	an	estimate	of	potential	cost	and	savings	
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Remember – telling the whole story means you must not make guarantees 
about future billing based on previous usage.  
 
 
Comparisons made are by definition historical – these indicate what a customer 
would have paid in the past and are based on past usage.  
Future consumption will affect the final amount billed to the customer and past 
consumption is not a guaranteed indicator of future usage patterns. 
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As	mentioned	at	the	start	of	this	module	the	topic	of	customer	privacy	is	a	really	important	
one	so	we’ll	cover	this	in	detail	in	module	3.	
	
Let’s	wrap	up	this	module	with	a	recap.	
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There	are	6	types	of	marketing	risks	you	need	to	be	aware	of:	
	
ü  Breaches	to	any	of	the	key	areas	of	behaviours	lead	to	the	majority	of	complaints	

received	by	Click	Energy	and/or	the	companies	that	Click	Energy	represent.		
ü  Any	claims	you	make	on	behalf	of	Click	Energy	must	be	accurate.			
ü  If	you	feel	you	do	not	have	an	understanding	of	any	of	these	issues	you	MUST	refer	to	

the	Click	Energy	website,	quoting	tool,	and/or	the	resources	available	in	Pacific	
Compass.	

	
Breaches	in	relation	to	these	and	any	other	behavioural	breaches	will	result	in	
termination	of	your	IBO	Agreement.	
	
You	have	now	completed	Module	1	on	Marketing	Risks.	If	you	are	confident	you	have	
understood	all	of	the	content	so	that	you	can	pass	the	quiz	at	the	end,	then	please	proceed	
to	the	next	module	on	Your	Legal	Obligations.	
	
<Breaches	lead	to	the	majority	of	complaints,	but	do	not	always	result	in	a	complaint.	
Nevertheless,	a	breach	will	result	in	termination	of	your	IBO	Agreement>	
<Whether	or	not	a	complaint	is	made,	a	breach	will	result	in	termination	of	your	ACN	IBO	
Agreement>	
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