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Safe Harbor Statement 

This presentation contains forward-looking statements within the meaning of Section 27A of the Securities 

Act of 1933 and Section 21E of the Securities Exchange Act of 1934. Forward-looking statements are 

subject to certain risks, uncertainties and assumptions and typically can be identified by the use of words 

such as “expect,” “estimate,” “should,” “anticipate,” “forecast,” “plan,” “guidance,” “believe” and similar 

terms. Such forward-looking statements include NRG’s electric vehicle ecosystem developments. Although 

NRG believes that its expectations are reasonable, it can give no assurance that these expectations will 

prove to have been correct, and actual results may vary materially. Factors that could cause actual results 

to differ materially from those contemplated above include, among others, general economic conditions, 

hazards customary in the power industry, receipt of federal loan guarantees, additional partnering 

relationships, competition electric vehicle markets, the volatility of energy and fuel prices, failure of 

customers to perform under contracts, changes in the wholesale power markets, changes in government 

regulation of markets and of environmental emissions, the condition of capital markets generally, and our 

ability to access capital markets. 

 

NRG undertakes no obligation to update or revise any forward-looking statements, whether as a result of 

new information, future events or otherwise. The foregoing review of factors that could cause NRG’s actual 

results to differ materially from those contemplated in the forward-looking statements included in this 

Investor Presentation should be considered in connection with information regarding risks and 

uncertainties that may affect NRG's future results included in NRG's filings with the Securities and 

Exchange Commission at www.sec.gov.  
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Green Mountain  
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- Green Mountain is the nation’s leading 

competitive provider of clean energy 

 

- Green Mountain was built on a mission to 

change the way power is made through 

consumer choice. 

 

- The motivation to make that choice is broad – 

don’t limit yourself. 





Customer Motivation 

- We frequently talk to customers about their 

motivations for green energy 

- We found out that green is personal  
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The whole world to me is a 

family.  One person lost is 

like cutting off a toe.  It’s all 

interconnected... Whether we 

destroy the world or each 

other is a choice.   

Every thing's a choice. 

Electricity is about as basic a 

commodity as anyone can 

get...To me, the only difference 

they can provide is how they 

generate the power, how they 

look towards the future and 

whether they take a stand on the 

environment 



How We Talk about Climate Change 
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We don’t.  

The variety of messages/channels can be more 

motivating than outright statements: 

 Personal ownership 

 Educate  (website, blog, social media) 

 Recognition 

 Lead by example 
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Key Takeaways 

• Climate change is polarizing and limits reach.  

• Make the choice for renewable energy 

personal.  

• Find multiple touch points to educate, engage 

and create action. 

• Lead by example 
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Thank You 

Katie Ryan 

PR Manager 

Green Mountain Energy Company 

Katie.Ryan@greenmountain.com 

512-691-6308 
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