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Agenda

 10:00-10:15 Welcome - Anne Smith

 10:15-10:45 Advanced Meter Overview - Patti Wagner

 10:45-11:30 Draft Communications & Outreach Plan

 11:30-12:00 Break Out/Dialogue Sessions

 12:00-1:00 Networking Lunch 

& Information/Feedback Centers

 1:00-1:30 Feedback Summary

 1:30-2:00 Next Steps & Closing Comments
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WELCOME

ANNE SHEN SMITH
CHIEF OPERATING OFFICER

SOUTHERN CALIFORNIA GAS COMPANY
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About SoCalGas Customers
A very large, diverse group

We serve over 20 
million consumers 

Through 6 million 
meters

Within 20,000 
square miles:
 12 counties

 226 cities, plus

 250 communities

Service Area Map

Southern California 
Gas Company
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Glad to be of Service
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Objective & Goals

Objective
 Gather comments 

about the 
communications and 
outreach plan
 Incorporate as much 

feedback as possible 

 Submit a formalized plan 
to the California Public 
Utilities Commission

Goals of our Plan
 Ongoing dialogue

 Positive customer 
experience

 Educate customers

 Reduce energy waste -
conserve natural gas
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What to Expect Today

1 • Presentations

2
• Dialogue sessions – share your feedback and 

insights

3
• Networking lunch
• Information & feedback centers

4
• Feedback summary
• Next steps & closing comments
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ADVANCED METER 

PROJECT OVERVIEW
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Information: Present - Future

Monthly Bill Hourly Information
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Technology Progress

Enables future 
smart 

technologies

Improves 
operational 
efficiencies

Proven technology 
throughout the world
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What is the Advanced Meter Project?

 SoCalGas will upgrade 
existing natural gas 
meters with a wireless 
communication device –
the Advanced Meter

 Automatically reads and 
transmits hourly gas 
usage information on a 
“next day” basis

 Provides more frequent 
and detailed natural gas 
use information to help 
customers better control 
costs and manage gas 
use
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How Does it Work?

Gas usage is still 
recorded in the 
traditional way, but 
it’s a new wireless 
communication 
device that transmits 
the information 
electronically
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How is the information transmitted?

Residence/
Business

Gas Meter with
Communication Module

Customer’s 
Online Account

Hourly 
Gas Usage

AMI 
Communication

Network 

Gas Company
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Access to the information

 Online @ socalgas.com/myaccount

 In home display

Potentially:

 Mobile apps

 Phone

 Paper

 Third party

 And more
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Installation

6
Million Meters
Up to 5 years

<15
Minutes to 

install

Mass installation starting in 2013
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What are the Benefits?

i
Get

Information
Help the 

Environment
Save

Money
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CPUC Decision Highlights
SoCalGas Project Approved April, 8

Decision states SoCalGas must:

 Host a workshop to present a draft plan for outreach and 
conservation support. 

 Specify in its outreach strategies for all segments, including 
ethnic, minority, and hard-to-reach communities and small 
businesses

 Discuss specific proposals for utilizing a competitive solicitation 
process for the selection of Community Based Organizations 
(CBO’s) with a demonstrated record of success in reaching those 
markets

 Must achieve at least a 1% reduction in therms through 
conservation efforts

 Submit plan to Energy Division within 60 days following the workshop
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UP NEXT

QUESTIONS?

Trisha Muse
Customer Experience 

Manager

Lizette Verduzco
Stakeholder Outreach 

Manager
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THE CUSTOMER 
EXPERIENCE
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Guiding principles of our 
Communication and Outreach Plan

1 2 3

4 5

Create a positive 
customer 

experience

Be collaborative Promote all 
relevant services

Learn from others 
& incorporate 

feedback along 
the way

Be inclusive Be transparent
6
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Built on Customer Input 
and Proven Practices

This plan was based on the following inputs:

This draft plan will be modified from feedback obtained 
throughout the Advanced Meter project

Our 
Customers & 
Stakeholders

Industry
Lessons 
Learned

Consumer 
Behavior 
Academic 
Research
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 22 customer focus groups 

– Residential (limited-income, web savvy and non-web 
savvy, renters, homeowners, environmentally 
conscious)

– In-language groups: Spanish, Cantonese, Mandarin, 
Korean and Vietnamese

– Small & medium businesses

Online surveys with business and residential 
customers

 Phone Surveys scheduled for Q4 2010

2010 Research Efforts
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2010 Research Highlights

 About 70% of residential and business customers said 
having this type of detailed information would help 
answer questions about their bill

 About 65% of residential and 45% of business customers 
said it would influence their use of natural gas

 93% of residential and 81% of business customers 
prefer to access their information at socalgas.com

 And about 75% of both groups would prefer email alerts 
(over other types of alerts)
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Strategy

1
Use cost-efficient mass 

communications to 
help build overall 

awareness

2
Supplement with 
tailored outreach
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Objectives

1
Increase awareness 

about the project 
prepare customers for 

the roll-out
3

Engage customers to 
use the information so 
they can better control 

their gas costs and 
reduce energy waste

2
Educate customers 

about the benefits and 
how it can help them
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MediaConsumer 
AdvocatesRegulators

Audiences and Stakeholders

Residential 
Customers

Hard-to-
Reach & 
Special 
Needs

Business 
Customers

Elected & 
Safety 

Officials

Hard-to-reach & special needs customers: multicultural & ethnic, 
rural, fixed income, disabled, seniors, small business

*

*
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Hard-to-Reach & Special Needs
Proposed Outreach Approach

 Be as inclusive as possible of the diverse customers 
we serve, by providing tailored communications and 
outreach
 Use languages, channels & messaging specific to each group

 Leverage internal resources, as well as available community 
resources

• Conduct RFP for future outreach opportunities
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Potential Tactics & Channels
Hard-to-Reach & Special Needs Customers

Audience Potential Tactics/Channels
Customers living in rural 
areas

Community or faith-based organizations, sponsor 
local events, etc

Seniors or customers with 
disabilities

Disabled rights and assistance groups and 
organizations, senior centers, etc

Customers with low/fixed 
income

Community or faith-based organizations, sponsor 
local events, targeted advertising, etc

In-language, multi-cultural, 
ethnic

In-language & ethnic advertising, sponsor cultural 
events, community organizations, etc

Small business customers Industry associations, chambers, industry 
events/meetings, e-newsletters, etc
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Gather on-going input and feedback and refine plans

During Installation

Prepare 
Customers

Pre-Installation

Awareness
Post Installation

Educate to 
Conserve

1 2 3

2010-2017 Between 3 to 5 years 2013 and beyond

Three-phased 
Customer Experience Journey

DRAFT VERSION 10/4/10



Pre-Installation: Awareness

 Use cost-efficient communication channels to promote the 
overall awareness of the advanced meter project
 Communications tactics and channels may include: broadcast, 

print, online advertising, SoCalGas bill package, emails, My 
Account, socalgas.com, social media, employees, etc.

 Supplement mass communications with outreach efforts

1
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Pre-Installation: Messaging Themes

 What are advanced meters

 Why is SoCalGas installing advanced meters

 Benefits of advanced meters

 How you will be able to gain access to your information 
and use it to help you better control and manage your 
energy costs

 Installation timing/expectations

 Where to go if you have questions or want to learn more

1
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During Installation: Prepare Customers2

30-7
Days prior

Direct mail letter 
and reminder

After
Installation

Door hanger, 
brochure

90-30
Days prior

Community events/meeting & 
local governmental outreach
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Installation Messaging Themes

 Who, what, when of installation
 Identify installers

 What you need to do to prepare 

 Installation timing 

 Set expectations regarding potential service interruptions

 Communicate quality assurance process

 Set expectations on how/when you can view your gas 
usage information

 Where to go if you have questions or want to learn more

2
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Sample Customer Communications
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Post Installation:
Quality Assurance
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Post-Installation Messages

 Confirmation of installation

 Announcement: information availability

 Where to view gas usage information

 Education about how to use information to better manage 
and control energy costs

 Conservation messages

 Cross promote relevant program messages (i.e., energy 
efficiency, assistance programs, etc)

3
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Post Installation Strategies to Conserve3

InnovativeLeveragedFocused
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Information and Tools to Drive 
Conservation3
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Information and Tools to Drive 
Conservation3
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Information and Tools to Drive 
Conservation3

DRAFT VERSION 10/4/10



In-home 
Displays

Paper

Other Potential Access Options 
to Drive Conservation 

Energy/Bill
Alerts Call-in

Mobile 
Applications

3
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Customer Outreach and Conservation Plan
Measures of Success

Customer and Community 
Experience

Measurement of awareness, 
participation, installation 

satisfaction

Conservation 
Measurement

Reduction of therms

Installation and Services
Installation volume

Complaint resolution
Bill alert enrollments
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Reporting Example
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Complaint Resolution
Developing the Process

Customer 
Experience

Feedback
Channels

Stakeholder
Feedback

Resolution 
Team

Process 
Improvement

• Community groups
• Local elected 

officials
• Consumer 

advocates
• Technical Advisory 

Panel

• SCG Call 
Center

• Field 
• Phone/on-line 

surveys
• Email

• Advanced Meter 
Team

• SCG Call Center
• Field 
• Billing
• Claims/Legal

• Advanced 
Meter Team 
updates 
processes  
to mitigate 
issue trends
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Customer Outreach and Conservation 
Support Plan Summary

1 2 3

4 5 6

Raises awareness 
of upcoming 
technology

Prepares 
customers for 

installation

Educates them on 
how to use the 
information and 

how it can benefit 
them

Inclusive of hard-
to-reach and 
special needs 

customers

Promotes energy 
conservation

Solicits ongoing 
feedback and 

adjusts as 
necessary
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BREAK OUT SESSIONS
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LUNCH BREAK AND 
INFORMATION/FEEDBACK 
CENTERS
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Share Your Insights

 Key Findings
 Residential Group

 Business Group

 Outreach Group
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Next Steps

 Incorporate feedback and file plan with the Commission by 
early December

 Snapshot of 2011 efforts
 Begin defining installation timeline by geography
 Working with local government officials for siting any needed 

infrastructure
 Design/build network systems
 Define metrics, measurement, tracking and reporting
 Define detailed communications, outreach and conservation plans for 

specific key stakeholder audiences
 Continue with customer research and message testing
 Design/build of our web site and other access options to provide gas 

usage information
 Conduct gap analysis for community outreach portion; conduct RFP
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THANK YOU
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