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Southern California Gas Company 
Advanced Meter Semi-Annual Report 

 

Introduction 
 
This is the second semi-annual report (Report) regarding the progress of Southern 
California Gas Company’s (SoCalGas) Advanced Meter project.  In Decision 10-04-
027 (Decision), the California Public Utilities Commission (CPUC or Commission) 
authorized the project.  In Ordering Paragraph 5 of that Decision, the CPUC 
identified the following reporting requirements for SoCalGas: 
 

“Southern California Gas Company shall establish a system to track and 
attribute program costs and projected savings from conservation. Based on 
this tracking system, Southern California Gas Company shall submit a report 
to the Director of the Commission’s Energy Division semi-annually, tracking 
the gas conservation impacts of the advanced metering infrastructure 
project to date.  These reports shall serve as a forum to adjust, as necessary 
the elements laid out in the final outreach plan described above. We expect 
that customer outreach, education and communications will continue to 
evolve and improve as SoCalGas conducts customer research, monitors 
customer reaction to new AMI technology and various customer usage 
presentation tools, and incorporates feedback from these activities into its 
AMI outreach and education activities. If the report shows that the 
company is falling short of its projections, it shall submit revisions to its 
conservation plan to increase awareness, participation, and durability of 
conservation actions among its customers.  The semi-annual reports and 
any revisions to the advanced metering infrastructure outreach and 
conservation plan shall be submitted to the director of the Commission’s 
Energy Division and served on the most recent service list for this 
proceeding.  Additional costs incurred in order to improve conservation 
response will be funded out of contingency funds, or otherwise subject to 
the risk sharing mechanism authorized in Ordering Paragraph 2. “ 
 

In addition to the specific requirements identified in the Decision, this Report also 
describes the overall status of the Advanced Meter project as of December 31, 
2013.   
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• Chapter 1 provides a project overview and summary.   
• Chapter 2 summarizes the status of the construction of the Advanced 

Meter system as of December 31, 2013.   
• Chapter 3 examines the performance of the system, focusing on the 

provision of data for billing and for presentment to customers through the 
SoCalGas website.   

• Chapter 4 describes the Customer Education and Outreach Plan filed in 
December 2010.   

• Chapter 5 identifies the outreach SoCalGas has performed to install its 
communication network.   

• Chapter 6 describes the general outreach to customers performed prior to 
the installation of their Advanced Meters.   

• Chapter 7 describes the outreach delivered around the installation of the 
module on customers’ meters.   

• Chapter 8 summarizes customer inquiries about the project and the status 
of customer requests to defer installation of the module.   

• Chapter 9 identifies the outreach to customers aimed at promoting gas 
conservation.   

• Chapter 10 provides the project’s current financial status.   
• Chapter 11 provides a summary of the impact of the project on SoCalGas’ 

Meter Reading work force. 
 

Chapter 1 - Project Overview and Summary 
This Report describes the progress of the SoCalGas Advanced Meter project 
through December 31, 2013.  The Advanced Meter infrastructure consists of two 
primary components – a meter transmission unit (MTU or module) attached to 
every SoCalGas meter, and a communications network consisting of data 
collection units (DCU) installed across the SoCalGas service territory.  Highlights of 
the construction of the infrastructure and performance of the system are: 
 

• Approximately 57% - over 2,000 DCUs – are constructed or ready to 
construct 

• About 375 SoCalGas employees installing modules 
• Over 1.1 million modules installed 
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• Over 4.5 million bills based on automated reads have been provided to 
customers  

• Over 99% of automated reads for billing are accurate 
• Nearly 99% of automated reads are available to provide and display hourly 

usage data [to support customer conservation of natural gas consumption]  
 
SoCalGas has also launched a targeted campaign to market the conservation 
benefits of the Advanced Meter system, with the major features being: 
 

• Continued promotion of its My Account website and new energy analysis 
tools made available to customers 

• Promotion of a Bill Tracker Alert (BTA) functionality which allows customers 
to receive weekly information about the likely amount of their gas bill 

• Offering of the Opower Home Energy Report (HER) which compares an 
individual’s gas usage to a group of customers who are similarly situated 

 
Overall, the Advanced Meter project is meeting its schedule and budget goals.  All 
major milestones have been met.  The software to allow for billing and the 
presentation of hourly data to customers has been implemented.  The 
construction of the network has preceded the installation of modules so that 
customers can be transitioned to automated billing soon after the installation of 
the modules.   The system is providing accurate data for billing, with very few 
missed reads.  Customers also have access to their hourly data soon after their 
modules are installed.   
 
In addition, the conservation campaign launched in October 2013, and will extend 
through the heating season ending in March 2014.  The impacts on customers’ 
consumption will be determined in the second quarter of 2014.  The lessons 
learned from this campaign will be analyzed and used as part of a ‘test and learn’ 
approach which will guide the 2014/2015 heating season campaign. 
 

Chapter 2 - Network Construction and Module Installation Status 
This section describes the progress to date constructing the system. 

2.A  Communication Network Construction Status 
The communications network consists of thousands of DCUs across the SoCalGas 
service territory.  The DCUs receive the meter reading data from the modules 
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installed on each meter.  Each module transmits twelve hourly meter reads four 
times a day, communicating for less than two minutes per year.  The data is 
encrypted and transmitted across a licensed frequency from the module to the 
DCU.    
 
SoCalGas is currently in the process of installing 3,733 DCUs based on an updated 
propagation study provided by Aclara, the technology vendor.  The specific DCU 
locations, referred to as design points, are determined based on the propagation 
study which takes into account the location of the modules on the six million 
meters, the topography of the surrounding area, and the influence of the built 
environment on the transmission of the radio signal.  The DCUs can be placed 
within a 500 foot radius of the design point.   
 
The Advanced Meter system is designed to ensure that SoCalGas customers 
receive their hourly consumption data the vast majority of the time.  To achieve 
this goal, most modules will communicate with at least three DCUs.  The actual 
number of DCUs to be installed will be determined by a two-step process.  After 
these 3,733 DCUs are installed, SoCalGas will evaluate the performance of the 
network and identify gaps in the network.  SoCalGas will then install additional 
DCUs to remediate these deficiencies in performance.  SoCalGas estimates that 
4,000 DCUs may ultimately be necessary to provide sufficient network reliability 
and to ensure that customers can receive their hourly data. 
 
SoCalGas’ plan is to install DCUs prior to the scheduled module installation so that 
data can be received immediately after the module is installed.  In general, 
SoCalGas has achieved this goal.  Table 1 displays the status of the SoCalGas 
network as of December 31, 2013, based on the installation of the 3,733 DCUs 
indicated in the propagation study. 
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Table 1 
Status of DCUs (December 31, 2013) 

DCU Status Number of DCUs Percent of DCUs 
Installed 2,001 53.6% 

Ready to Construct 125 3.3% 
Negotiating with Local 

Governments/Other Third 
Parties 

428 11.5% 

Not Started 1,179 31.6% 
Total To Be Installed 3,733 100.0% 

 
 

Approximately 57 percent of the network has been constructed or is ready to 
construct.  SoCalGas is currently negotiating with local governments and third 
parties to install another 11.5 percent of the network.  By December 31, 2013, 
SoCalGas installed 2,001 DCUs with another 125 ready for construction. 
 
SoCalGas pursues several options to install DCUs.  Table 2 displays the DCU 
locations installed to date. 
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Table 2 
Location of Installed DCUs 

DCU Location Installed DCUs 
SoCalGas Owned Pole in  

SoCalGas Facilities 63 
Public Right of Way  1,497 

Caltrans Right of Way 2 
Lease Other Third Party Property 0 

Private Easement 12 
Total 1,574 

Attached to Third Party Asset  
Los Angeles Bureau of Street Lighting  337 

SCE Street Lights 11 
PG&E Street Lights 3 

SDG&E Street Lights 0 
Other Cities Street Lights 76 

Other Public/Private Assets 0 
Total 427 

Total Installed 2,001 
 

To date SoCalGas had installed DCUs on a SoCalGas owned pole in the public right 
of way under its franchise almost two-thirds of the time.  The second most 
common option has been to install DCUs on a local government owned street 
light.  SoCalGas has constructed two DCUs in the Caltrans rights of way and twelve 
DCUs have been constructed on a private easement.  Appendix A provides 
photographs of the DCU types. 
 
When a DCU is attached to a third party owned asset, SoCalGas negotiates a 
contract with the asset owner which usually includes:  

• Fee to lease the space on the asset; and, 
• Energy rate for the electricity to power the DCU. 

 
So far, street lights are the only asset to which SoCalGas has attached 
DCUs.  SoCalGas has executed contracts with Pacific Gas & Electric Company 
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(PG&E), Southern California Edison Company (SCE), San Diego Gas & Electric 
Company (SDG&E), the City of Los Angeles Bureau of Street Lights (BSL), and with 
the cities of Atascadero, Bakersfield, Bellflower, Brawley, Brea, Burbank, Cerritos, 
Chino Hills, Claremont, Coachella, Fullerton, Glendale, Indio, Lemoore, Monrovia, 
Morro Bay, Pasadena, Pomona, Ontario, Rancho Mirage, San Marino, Whittier, 
and Yorba Linda. 1 
 
Where the DCU design point falls entirely within private property, SoCalGas 
negotiates easements with the private property owners.  Installations of this type 
usually require a contract to secure the right to locate on the third party property.  
 
Given the preponderance of new poles, most of the DCUs are solar powered.  
When SoCalGas installs a DCU on its own pole, the DCU is solar-powered.  When 
installed on a street light, the DCU is most often powered by electricity from the 
street light.  Table 3 shows the breakdown between solar and A/C powered DCUs.   
 

Table 3 
Power Source for DCUs 

Installed DCUs Solar Powered AC Powered 
2,001 1,561 440 

 
The primary challenge in constructing the network has been negotiating with local 
governments to obtain permits to install the DCUs.  This process is described in 
Chapter 5.   
 

2.B  Module Installation 
SoCalGas installed its first module on October 29, 2012.  As of December 31, 
2013, SoCalGas installed 1,127,389 modules.   Installation teams work out of 
warehouses leased specifically for the Advanced Meter project.  Appendix B 
provides a master schedule of warehouse opening and closings.  Table 4 below 
displays the schedule and workforce for each of the 10 warehouses opened thus 
far. 
                                                           
1 Pursuant to Commission Resolution ESRB-1 dated May 10, 2013 (SCE), Resolution ESRB-2 dated June 27, 2013 
(SDG&E) and Resolution ESRB-3 dated June 27, 2013 (PG&E) SoCalGas is able to permanently attach the DCUs to 
these electric utilities’ street lights.   
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Table 4  
Schedule for Warehouses   

Warehouse Opening Date Closing Date 
Number of 

Employees* 

South Gate October 29, 2012 September 12, 2014 70 

El Centro February 4, 2013 May 10, 2013 28 

Irwindale March 4, 2013 November 21, 2014 70 

Sun Valley April 1, 2013 May 15, 2014 28 

Bakersfield April 15, 2013 November 22, 2013 47 

Indio May 13, 2013 November 22, 2013 87 

Northridge 
 September 3, 2013 August 21, 2015 46 

Visalia 
 November 25, 2013 October 31, 2014 52 

Hemet 
 November 25, 2013 July 31, 2014 37  

Perris November 25, 2013 January 30, 2014 55 

 *Employee count when warehouse is fully staffed 
 
As of December 31, 2013, approximately 375 installers were employed.  
 
Table 5 displays the installations by warehouse and identifies the installations 
done by other SoCalGas personnel. 

 
 
 
 
 



13 
 

Table 5 
Module Installations by Advanced Meter Warehouse 

 

Advanced Meter 
Warehouse 

Number of Modules Installed 

Module Only 
Meter Change 

w/Module 
Total 

South Gate 198,030 88,047 286,077 
El Centro 30,088 5,732 35,820 
Irwindale 125,816 55,374 181,190 
Sun Valley 100,883 32,734 133,617 
Bakersfield 84,233 20,552 104,785 

Indio 165,944 28,617 194,561 
Northridge 28,334 6,013 34,347 

Visalia  17,647 5,959 23,606 
Hemet 17,064 2,145 19,209 
Perris 18,221 4,225 22,446 

Total Advanced Meter 786,260 249,398 1,035,658 
Other SoCalGas 

Personnel 
0 91,731 91,731 

Total 786,260 341,129 1,127,389 
 

About 90 percent of the modules are being installed by Advanced Meter 
personnel, with about 10 percent being installed by other SoCalGas personnel.  In 
general, other SoCalGas personnel are involved when the installation requires 
extensive modifications to the existing meter configuration such as installing the 
modules on complex industrial and commercial meters.  Other personnel are also 
replacing existing curb meters with new curb meters with a pre-installed module. 
 
As Table 5 displays, about 70 percent of the modules were installed on existing 
meters.  About 30 percent of the time, the meter is replaced with a new meter 
with a module already installed.  At this point, all new meters being purchased by 
SoCalGas have an Advanced Meter module already installed.  The only customers 
who will not receive a module are customers who have deferred the installation 
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of the module. Chapter 8 further discusses the number of deferral customers to 
date.   
 
While installing the 1,127,389 modules identified above, the Advanced Meter 
team has experienced some injuries and been involved in some vehicle incidents. 
Table 6 displays those results. 

Table 6 
Advanced Meter Injuries and Vehicle Incidents 

 Incidents Rate* 
Occupational Safety & Health 

Administration Incidents 
20 4.3 

Controllable Motor Vehicle Incidents 19 7.3 
*OSHA Rate is the number of incidents per 200,000 hours worked. 
*CMVI rate is the number of incidents per million miles driven. 

 

Chapter 3 - System Performance  
The most significant impacts of the Advanced Meter project are in the areas of 
billing, Customer Services field orders, and presentment of hourly gas 
consumption data to customers.  These are the most critical areas for measuring 
the performance of the system.   

3.A.  Network Performance 
The most basic measure of system performance is to measure the data delivered 
as a percentage of the expected data to be delivered.  In a perfect system, 
SoCalGas would receive data for every customer for every hour, each day of the 
year.  To provide this data, the modules must communicate with the DCUs and 
the DCUs must transmit the data to SoCalGas back office systems 100 percent of 
the time.   
 
Table 7 displays the breakdown of modules that have successfully communicated 
with the SoCalGas back office systems, and those that have not.    
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Table 7 
Module Communication Status  

 

Module Communication Status 
Modules Installed 

 

Percent  
Installed 

With Network 
Total Modules Installed 1,127,389   
Modules Installed – Incomplete 
Network 

                                
350,813  

  

Modules Installed with Complete 
Network 1 

                                
776,576  

 68.9% 

 Delivering 100 Percent of 
Expected Reads 

689,028 88.7% 

        Missing 1-12 Reads                                    
45,572  

5.9% 

     Missing More Than 12 Reads 2                                    
39,721  

5.1% 

        Missing All Reads 2,255 0.3% 
1 A Complete Network indicates that all planned DCUs for a given area per the original network design 
are operational. 
2 Missing more than 12 reads but at least one read has been communicated 
 

Nearly 69 percent of the modules have been installed where network has been 
completed and only about 30 percent of modules are installed where the network 
is incomplete.  SoCalGas generally installs modules where the network is available 
but exceptions include instances when new business meters are connected and a 
select number of planned meter changes are being performed by other SoCalGas 
personnel.  Additionally, when a meter fails in the field, it is now replaced with an 
integrated meter and module, regardless of whether the network is installed or 
not. 
 
Over 99 percent of the modules installed in areas with network coverage have 
successfully communicated with the back office systems.   Only 0.3 percent of 
similarly installed modules have not yet successfully communicated.   
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Once communication is established, the focus shifts to the frequency of successful 
reporting.  As illustrated in Table 7, nearly 90 percent of the installed modules are 
successfully communicating all of a customer’s hourly data on a monthly basis.  
About 6 percent of the modules are missing 1-12 reads, which means that they 
have had only 1 or 2 unsuccessful communications per month.  That is, one or two 
six-hour periods have not been successfully communicated to the SoCalGas back 
office systems.  SoCalGas does not consider modules performing at this level to be 
problematic as enough hourly data is being received for billing purposes.   
 
About 5 percent of the modules are missing more than 12 reads but have 
communicated at least one read. SoCalGas continues to examine module 
modifications and network enhancements to improve the performance of these 
modules. 
 
Given the overall level of network performance described in this section, the next 
two sections describe the operational results for the two areas of most significant 
operational impact.  First is the ability to produce an accurate bill and second is 
the ability to provide and display hourly usage data to support  customer 
conservation of  natural gas consumption. 
 

3.B.  Billing Data Performance 
 

The Advanced Meter modules replace the manual reads with an automated read, 
with the expectation that the system will produce more accurate reads (no data 
entry mistakes) and fewer estimated reads (meter access problems are largely 
eliminated).   
 
Table 8 displays the progression of modules from installation to actual use for 
billing. 
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Table 8 
Advanced Meters Utilized for Billing 

Modules Installed as of December 31, 2013 1,127,389 
Modules in ‘Billing Ready’ Status 1,032,451 
Advanced Meter Reads Requested for Billing 931,031 
Billing Data Provided by Advanced Meter 890,527 
Billing Data Not Provided by Advanced Meter                                  

40,504  
Percent Provided by Advanced Meter – Actual Read 99.73% 
Percent Provided by Advanced Meter – Estimated  Read 0.20% 
Percent Not Provided by Advanced Meter 0.07% 

 
Over 91 percent of the installed modules have been deemed ‘Billing Ready’ and 
are now used or ready to be used for billing customers.  Of the remaining 10 
percent, most are still in the process of completing one of the test elements 
needed to become ‘Billing Ready.’  Others are located in areas with incomplete 
DCU coverage, or are located in areas with insufficient module density to support 
conversion to Advanced Meter billing.   
 
Modules in areas with network coverage which do not pass the ‘Billing Ready’ 
tests are monitored and, if necessary, replaced.  They may also point to 
insufficient network coverage or DCU problems, which are then remediated.2   
 
For the Billing Ready modules, the system provides a high percentage of accurate 
reads.  99.7 percent of the reads requested were actual, accurate reads.  The 
system also provided an additional 0.2 percent of reads which were ‘estimated 
reads’ based substantially on reads received earlier in the month, rather than on 
the designated day.  So even most of the ‘estimated reads’ are based primarily on 
actual data, with the estimate covering only a portion of the month as opposed to 
the entire month, as was the case prior to Advanced Meter deployment.  Less 
than 0.1 percent of the reads could not be provided by the Advanced Meter 
system. 
 

                                                           
2  As referenced in Chapter 2, additional DCUs may have to be added to improve system performance. 
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Thus far, the modules missing more than 12 reads per month identified in Table 8 
have not been problematic for billing.   
 
SoCalGas began to calculate bills using automated reads in April 2013.  Table 9 
displays the number of bills based on Advanced Meter reads from April through 
December 2013.   

Table 9 
Customer Bills Based on Advanced Meter Reads 
Month Number of Bills Based on Advanced 

Meter Reads 
April 18,310 
May 141,358 
June 202,133 
July 357,809 

August 486,682 
September 619,603 

October 769,341 
November 900,911 
December 1,032,451 

Total 4,528,598 
 

In total, over 4.5 million bills based on automated reads have been provided to 
customers since April through December 31, 2013.  
 
SoCalGas has strived to ensure a seamless transition to Advanced Meter billing.  
As a customer transitions to having their bills based on an Advanced Meter data, 
they are notified of the change through a letter as outlined in 7.C.  
 
In order for an Advanced Meter to be billed it is required to pass a ‘Billing Ready’ 
test. During the early stages of deployment, SoCalGas conducted a three-pronged 
test on all modules to ensure installation and billing accuracy. The test consisted 
of the following three elements: 
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1. Data Communication Test – All accounts are required to communicate 
consecutive billing reads for seven days before being transitioned to 
Advanced Meter billing.  

2. Per Day Average (PDA) Test – The PDA consumption usage prior to the 
Advanced Meter installation is compared to the PDA consumption for the 
seven days following a module installation. Accounts failing this test are 
routed to a billing analyst. 

3. Manual Read Comparison Test –The manual meter read is compared to the 
Advanced Meter read for the same day. 

 
Based on the results of this three-pronged test, modules were either moved to 
the ‘Billing Ready’ status or placed on a remediation list.  
  
Only after thorough analysis, has SoCalGas determined that the system is 
performing as expected for billing purposes.  Hence, SoCalGas has stopped 
performing the third step in the Billing Ready test –the Manual Read Comparison 
Test. SoCalGas compared over 93,000 manual reads with automated reads and 
concluded that the follow-up manual read was unnecessary.  Table 10 displays 
the results of the evaluation. 

Table 10 
Comparison of Advanced Meter Read to Manual Read 

Meters Read April 1 – May 24, 2013 
Total Meters 93,290 100% 

Advanced Meter and Manual Read are 
Comparable 

91,625 98.2% 

Did Not Pass Manual Comparison Test 1,665 1.8% 
Assessed by Analyst to be Manual Error 1,582 1.7% 
Error Discovered During Advanced Meter 
Validation  

83 0.1% 

Other Errors 1 Negligible 
 

As shown in Table 10, the automated read and manual read aligned 98.2 percent 
of the time.  The reads which were not comparable were reviewed by SoCalGas 
billing analysts.  Of the 1.8 percent of reads which were not comparable, 1.7 
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percent of those reads was deemed to be manual meter reading errors.  Of the 
remaining errors, all but one had been identified during the Advanced Meter 
validation reviews which are performed before data on a new installation is finally 
submitted to officially register the installation.  So the data actually submitted to 
the system by Advanced Meter for these installations was accurate, but the 
changes had not yet entered the system at the time the manual meter read was 
performed and the evaluation was conducted.   
 
In the single ‘other error’ instance, the meter’s index was broken but the 
automated read was accurate.  While the index would not have accurately 
displayed consumption, the customer would have still received accurate bills.  
 
Given the results of its analysis, SoCalGas opted to discontinue the Manual Read 
Comparison Test for installations performed by the project’s Mass Installation 
team. However, installations performed by other SoCalGas personnel continue to 
undergo the three-pronged test.  The project’s Mass Installation team Work Order 
Management System (WOMS) and handheld devices have the capability to store 
images of the meter read at the time of installation which allows a dedicated 
team from Mass Installation to compare visible information in the image (i.e. 
meter read, drive-dial size, and meter number) to the information captured by 
the handheld. This exercise has been highly effective in remediating any potential 
billing issues, negating the need to perform the Manual Read Comparison Test.   
 
In order to enhance the PDA test and increase the level of assurance in the 
accuracy of the system, SoCalGas elected to perform a second PDA test.  In 
addition to comparing PDA consumption usage prior to the Advanced Meter 
installation against the PDA consumption for the seven days following a module 
installation, the comparison is now also performed 21 days following a module 
installation.  No changes have been made to the Data Communication Test as 
analysis has indicated this test to be highly effective for determining long-term 
network reliability at the individual account level. 
 
In July 2013, SoCalGas implemented software that enabled the utilization of 
automated reads for the initiation of new service.  With Advanced Meter 
technology, a field visit to collect a customer’s starting read was no longer 
necessary for turn-on orders that did not require entry into the home.  Since the 
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implementation of this capability, SoCalGas’ Customer Services Field organization 
has seen a reduction of nearly 30,000 orders.    
 

3.C.  Hourly Gas Consumption Data 
In D.10-04-027, the CPUC describes the requirement for SoCalGas to provide gas 
consumption information to its customers in Ordering Paragraph 3 stating: 
 

“SoCalGas shall offer customers direct access to near-real time gas usage 
data, provide retail and wholesale prices to customers on a real-time or 
near real-time basis in a machine readable form, and provide access to such 
AMI data to customer authorized third parties, on a timeline concurrent 
with meter installation.” 

 
The Commission described four functionality criteria which might be applicable to 
a gas AMI system, two of which apply to the SoCalGas Advanced Meter system:3    

 
“1.  Collection of usage data at a level of detail (interval data) that supports 
customer understanding of hourly usage patterns and how those usage 
patterns relate to energy costs.” 

 
3.  Compatibility with communications protocols and applications that 
utilize collected data to provide customer education and energy 
management services, customized billing, and support improved complaint 
resolution.” 
 

As explained in Advice Letter (AL) 4245, SoCalGas’ Advanced Meter technology 
meets the requirement by meeting the two functionality criteria identified above.  
The Advanced Meter system provides customers with access to their hourly 
natural gas usage information on a “next-day” basis enabling them to better 
manage their gas usage.  This information is provided to customers through 
SoCalGas’ My Account website portal.4    
 
In addition to providing the usage data, SoCalGas also provides tools customers 
can use to analyze their energy usage and develop individualized conservation 

                                                           
3 D.10-04-027, page 12. 
4 In addition, as of February 2014, this information is also available to customers through the SoCalGas Mobile App. 
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programs to reduce their gas usage.  These energy presentment solutions are 
provided to customers through Aclara’s ‘Consumer Engagement’ energy and bill 
analysis tools.   Customers can access these personalized analytical tools in the 
‘Ways to Save’ section of the My Account website.  Each of SoCalGas’ Customer 
Service Representatives also have access to complementary Aclara-based energy 
and bill analysis tools so that they can support customer inquiries received over 
the phone or via email.  These tools reflect SoCalGas actual rates, so when 
customers analyze various conservation scenarios for their residences or business 
facilities, or view their hourly usage and costs, they see the potential impacts on 
their energy costs.  
 
This suite of online tools also provides an ‘Export’ feature and a ‘Green Button’ 
energy usage download option so that authorized My Account users can choose 
to download their energy usage for further analysis, or to share with third parties 
of their choosing. 
 
Customers have access to their hourly data immediately after the Advanced 
Meter module is installed and the module is deemed ‘Billing Ready.’  SoCalGas 
sends a letter to customers informing them of the availability of the data 
approximately 45-60 days following module installation.   
 
Table 11 displays the overall performance of the network with respect to 
providing hourly data, addressing all of the modules whose performance is 
summarized in Table 7. 

Table 11 
Advanced Meter Hourly Reads Received  

 
Total Modules Installed 1,127,389 

Total Modules Installed w/Complete Network 
Coverage1 774,576 

Percent of Hourly Reads Received2 98.8% 

  1 A Complete Network indicates that all planned DCUs for a given area per the original network 
design are operational. 
 2 Based on Modules Installed w/Complete Network Coverage. 
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As indicated in Table 11 above, the SoCalGas Advanced Meter system is currently 
providing nearly 99 percent of hourly reads.  SoCalGas is pursuing efforts to 
improve the percentage of hourly reads.  In particular, SoCalGas is working on a 
change in one module technology and examining how to augment the network to 
improve the collection of hourly reads. 
 

Chapter 4 – Network Customer Outreach Activities 
This Chapter describes the plan and activities that SoCalGas is implementing 
around the installation of its communications network.  
 
SoCalGas wanted to ensure that all of its elected officials were informed about 
the project.  With each local government, SoCalGas implements a three phased 
outreach process.  
 
First, SoCalGas contacts the local government officials in affected cities and 
provides briefings on the Advanced Meter project.  The outcome of this phase is 
to reach agreement to install the DCUs.  In the second phase, SoCalGas works 
with local administrative officials to identify the ideal locations for the DCUs.    
Finally, in the third phase, SoCalGas works with the affected customers around 
the DCU locations to inform them of the pending construction of the DCUs.  The 
outcome of this phase is that DCU locations may be modified based on the 
customer feedback, as long as the alternate location meets the basic network 
requirements.  This outreach usually begins 9-12 months prior to module 
installation so that the network is constructed before the modules are installed. 
 
In the first phase, SoCalGas’ outreach efforts focus on educating local public 
works officials, planning staff, city managers and elected officials on the Advanced 
Meter project.  These briefings usually involve City Council members, County 
Boards of Supervisors, elected officials’ staffs, and city and county administrators.   
The briefings provide background about the project, and they include information 
about where the network propagation study mentioned in Chapter 2 indicates 
DCUs should be located.    
 
The negotiations with local governments generally revolve around the issue of 
whether the DCUs can be installed within the franchise agreement SoCalGas has 
with each local government.  Typical negotiations are taking 6-9 months.     
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Local governments are accustomed to the processes for installing pipelines under 
the SoCalGas franchise, but they are not accustomed to SoCalGas installing above 
ground facilities under franchise as we are doing with the Advanced Meter 
project.  This often results in a series of exchanges in which SoCalGas 
demonstrates that the DCUs are covered by the SoCalGas franchise agreements.  
The discussion revolves around whether the local jurisdiction has ministerial or 
discretionary authority over the DCUs.  
 
To facilitate this process, SoCalGas has requested clarification from the 
Commission regarding its authority to preempt local rules, regulations and 
ordinances that conflict with the CPUC’s paramount authority over utility 
transmission and distribution systems, including DCU’s installed within public 
rights of way as appurtenances to our natural gas transmission and distribution 
systems.  SoCalGas believes that clarification of this matter by the Commission 
will be a valuable tool in clarifying SoCalGas’ authority with various local agencies 
whom would otherwise desire to assert discretionary regulatory authority over 
the design and installation of DCU’s through various schemes, including wireless 
telecommunication ordinances.   
 
Once the local jurisdiction and SoCalGas agree that this is franchise work, a 
separate set of negotiations ensue to determine the process for selecting the sites 
for the DCUs and the public hearing process SoCalGas will follow to inform 
affected customers of the DCU construction.  Once these two issues have been 
resolved, SoCalGas works with the local government to identify the specific DCU 
locations. 
 
In the second phase of outreach, SoCalGas uses the DCU design points from its 
propagation study as the starting point to identify DCU locations.  As indicated in 
Table 2, the majority of DCUs have been constructed in the public right-of-way or 
attached to city-owned street lights.   
 
At this point in the process, SoCalGas works with the local government to 
determine whether the DCU can be attached to street lights or some other local 
government asset.  If an appropriate street light is available, SoCalGas and the 
local government begin negotiating the terms for SoCalGas to attach a DCU to the 
street light.  The negotiating parameters are described in Section 2.A.   SoCalGas 
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is also able to examine the potential for installing DCUs on PG&E, SCE, and SDG&E 
street lights, which can potentially reduce the number of new pole installations. 
 
However, if no appropriate street light is available, SoCalGas works with the local 
government to determine the optimal DCU locations in the public right-of-way.  
This usually entails a ‘joint site walk’ with a SoCalGas and a local representative to 
examine the design points indicated by the propagation study and then to select a 
specific location, still within the acceptable radius from the design point.  Once 
the locations are determined, SoCalGas usually receives an encroachment permit 
to construct the DCU and proceeds to the third phase of outreach.  In some cases, 
local governments have asked SoCalGas to hold public briefings in the affected 
areas before they issue the encroachment permit. 
 
In the third phase of outreach, SoCalGas notifies impacted customers by 
distributing a construction notification letter to residents located close to the 
proposed DCU installation, typically 2-4 weeks prior to construction.5  Frequently, 
SoCalGas personnel make personal contact with customers in the immediate area 
around the DCU.  Where customers raise objections, SoCalGas has usually been 
able to resolve the objections or identify other locations that are acceptable to 
residents and still meet the communication needs of the project.  This involves 
finding a more suitable location nearby, usually within the same block or two 
surrounding the proposed location.   
 
With 2,001 DCUs constructed, SoCalGas has received 77 complaints, including 
concerns about the DCU’s aesthetics, glare, or, location.  In each case, SoCalGas 
contacted the complaining party to resolve the complaint.   As a result of 
customer concerns, SoCalGas has relocated 19 DCUs. Otherwise, the concerns 
have been resolved without relocating the DCU. 
 
Of the 12 counties and 210 cities in the SoCalGas service territory, SoCalGas has 
finished installing DCUs in one county and in 112 cities/communities.6  Between 
June and December the number of cities/communities requiring a DCU decreased 
from 210 to 205. The decrease represents five areas where a neighboring DCU 

                                                           
5 Appendix C provides a copy of the DCU construction notification letter provided to customers. 
6 Appendix D provides a list of the county and cities installed as of December 31, 2013. 
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provided the network coverage needed.  The five cities/communities are 
Woodlake, Los Alamitos, San Diego County, Laguna Woods and Guadalupe. 
 
SoCalGas has reached agreement with eight other counties and is currently in the 
process of installing DCUs.  In addition, SoCalGas is in active negotiations with 93 
cities and 3 counties to install approximately 1,800 more DCUs over the next year. 
 

Chapter 5 – Pre-Installation Customer Outreach Activities 
After the DCUs are installed, SoCalGas follows the process shown in Figure 1 to 
inform customers about the installation of the module in their homes and small 
businesses.  This outreach typically begins about 90 days prior to the start of 
module installation.   
 
The process is driven, in part, by the following directive from the CPUC. 

 
“It is critical to acknowledge that initiating and sustaining the behavioral 
change necessary to maximize conservation response cannot be 
accomplished through a one-size-fits-all approach to marketing, education, 
outreach, and customer support. Thus, consistent with our objectives in 
other demand side programs, we direct SoCalGas to specify in its plan 
outreach strategies for all market segments, including ethnic, minority, 
and hard-to-reach communities and small businesses. It will be incumbent 
upon SoCalGas to discuss specific proposals for utilizing a competitive 
solicitation process for the selection of Community Based Organizations 
(CBOs) with a demonstrated record of success in reaching these market 
segments.”7  
 
 
 
 
 
 
 
 
 

                                                           
7 D.10-04-027, p.45. 



27 
 

Figure 1 
Customer Outreach Process 

 

 
 
The customer outreach activities surrounding installation fall into two categories.  
The first is general outreach, and the second is individual customer outreach.  This 
Chapter describes the general outreach which precedes the module installation.  
Those are the arrows labeled ‘Awareness’ and ’90-60 Days’ in the above figure.   
Chapter 7 will describe the outreach focused on the period from 30 days prior to 
module installation to the post-installation activities. 

5.A  General Outreach Strategy 
To fulfill the mandate in D.10-04-027, SoCalGas has implemented a two-pronged 
general outreach strategy.  SoCalGas staff performs a multitude of outreach 
activities to ‘get the word out’ about Advanced Meter installations.  SoCalGas 
personnel develop a local stakeholder education and community outreach 
program to ensure every city and county SoCalGas serves is touched.  These 
efforts include briefing local elected officials, media outreach, community town 
hall events and local speaking engagements. 

Awareness 

•Overarching advanced meter messaging integrated with other SoCalGas stories/messages 
via low-to-no-cost channels (e.g. email, billing statement, website, etc) 

90-60 Days 

•Conduct communication and engagement with community leaders, media and local 
elected officials 
•Conduct community meetings, events, workshops to prepare key stakeholders of advanced 
meter installation and benefits 

60-30 Days 

•Direct mail letter with advanced meter informational fact sheet – first direct customer 
touch point to prepare customer for installation at their home  

Day Of 

•Residential Customers: Customer receives door hanger confirming advanced meter 
installation 
•Large Commercial & Industrial Customers: Leverage existing SoCalGas Account Executive’s 
relationships to prepare business customers for installation 

Post 

•Letter informing customers that energy usage information is available online 
•Email notifying existing MyAccount customers of the new hourly data online 
•Continue customer  education and outreach efforts promoting conservation and tools 
available to AM billed customers 
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These efforts are complemented by a number of local organizations who 
simultaneously perform outreach activities under contract to SoCalGas.  SoCalGas 
has partnered with GeM Communications (GeM) to manage the solicitation and 
implementation efforts for local organizations to perform community outreach.   
GeM manages the RFP process and contracts with community- and faith-based 
organizations (CBOs, FBOs), disability agencies, Chambers of Commerce, and 
Business Organizations that conduct outreach to sensitive communities/ 
customers in specific Advanced Meter installation areas.  As of December 2013, 
over 90 organizations have been contracted to support outreach activities for the 
project.  
 
Each organization provides a specialized focus that allows SoCalGas to reach a 
specific audience in a given geography.  The strength of the program is the ability 
to leverage the resources, experience and reach of each organization to create 
awareness of the advanced meter program and educate customers and 
communities of the benefits. A few examples of the unique partnerships include: 
 

• American Indian Chamber of Commerce – a statewide organization with 
three chapters- Southern California, San Diego and Northern California.  
The mission is to provide opportunities and support of American Indian 
business people in California and provide a mentor’s environment for those 
individuals beginning new endeavors and establish a vehicle for education, 
networking and growth opportunities.  The chamber holds meetings 
throughout the state each month bringing together the American Indian 
community including Pow-wows and other community festivals.  

• Black Business Association – with over 40 years of service the Black 
Business Association has been a prominent resource for black-owned 
businesses in the community by promoting entrepreneurship, stimulating 
growth and by providing networking and mentoring opportunities. As one 
of the tools for outreach the Black Business Association has been publishing 
information about the program in their magazine and online sites which has 
over 100,000 unique visitors. 

• East San Gabriel Valley Japanese Service Center – established in 1936 and 
incorporated in 1951, the center services Los Angeles and San Bernardino 
Counties.  Its mission is to foster and preserve the cultural heritage unique 
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to those of Japanese American ancestry and to serve the community 
through social services, artistic, recreational and educational programs.  
The membership base is now diverse with an increase in interracial, Latino, 
Anglo and African American members.  

• Mujeres Activas en el Comercio Hispano – was established in 2008, is an 
organization that provides a variety of opportunities available to the 
Hispanic communities.  Its mission is to promote small business, especially 
those headed by women and to educate people on the best way to 
enhance their businesses. 

 
As evidenced by the examples above, the community based organizations offer a 
wide variety of outreach approaches and audiences addressed.  In contrast, the 
Chambers of Commerce offer a set of outreach events and tools which are more 
similar.   
 
Chambers of Commerce typically have relatively stable members with a 
structured approach to disseminating information.  The Chambers have provided: 
 

• Website articles with a link to the SoCalGas website  
• SoCalGas sponsorship at Chamber events 
• Advanced Meter banner on the Chamber website 
• Email blasts to members 
• Banner on other events partially sponsored by the Chamber 
• Access to executives who are chamber members 
• Access to monthly breakfast and luncheon networking meetings 
• Posts on Chamber Facebook and Twitter sites 
• Blog posts and e-bulletins 
• E-newsletters, and flyers in newsletters  

 
All of these outreach channels have allowed SoCalGas to inform business 
customers about the Advanced Meter project through multiple touches.   

5.B  General Outreach Organizations & Events  
The local organizations have presented Advanced Meter information at over 
1,000 community events surrounding all warehouses opened through December 
2014.  Coupled with the more than 500 events conducted by SoCalGas personnel, 
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Advanced Meter has delivered more than 1,500 events to inform customers 
about the project.  The following sections identify the local organization working 
with SoCalGas, and describe both the local organization outreach and the 
SoCalGas outreach, organized by the 10 Advanced Meter warehouses opened 
thus far. 

5.B.1  South Gate Warehouse 
The South Gate warehouse opened on October 29, 2012.  This warehouse serves 
the cities of Artesia, Cerritos, Cypress, Downey, Lakewood, Paramount, Bellflower, 
Hawaiian Gardens, Hacienda Heights, La Mirada, Norwalk, Rowland Heights, Santa 
Fe Springs, Bell Gardens, Brea, Fullerton, La Habra Heights, Pico, Rivera, Whittier, 
Industry, Walnut, South Gate, Commerce; Bell, Maywood, Montebello, Monterey 
Park, Vernon, Cudahy, Lynwood, and Huntington Park.  The warehouse has 
installed 286,077 modules as of December 31, 2013 and a total of over 350,000 
modules to install through December 2016. 
 
Local Organization Outreach  SoCalGas engaged both community based 
organizations and chambers of commerce to assist in the outreach efforts.  Three 
organizations were involved in the initial campaign - Long Beach Community 
Action Partnership (LBCAP), Mexican American Opportunity Fund (MAOF) and The 
Southeast Community Development Corporation (SCDC).  These community 
partners focused their outreach efforts on seniors, limited income, limited 
English, physically challenged and the general public.  SoCalGas’ partners provided 
Advanced Meter education to the following ethnic groups: African 
American/Black, Asian (Cambodian, Chinese, Filipino, Japanese, Korean, 
Malaysian, Thai, and Vietnamese), Hispanic /Latino, White (Russian). 
 
In January, 2013, SoCalGas began its partnerships with the following 
organizations: Human Services Association; Oldtimers Foundation; Success in 
Challenges Inc.; Filipino American Service Group Inc.; and, the L.A. Conservation 
Corps. 
 
In addition to the community partners, which provide access to hard-to-reach 
communities, SoCalGas is also focused on the small business community.  As such, 
SoCalGas is currently partnered with the Artesia, Cerritos Regional, Greater 
Lakewood, Bell Gardens, Norwalk, Whittier, Huntington Park, Fullerton, Brea and 
Placentia Chambers of Commerce.  
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By December 2013, the following were added to the program: Mujeres Activas en 
el Comercio Hispano (MACH), Regional Hispanic Chamber of Commerce, Latin 
Business Association, Greater Los Angeles African American Chamber of 
Commerce, California Small Business Association, Black Business Association, 
Asian Business Association and the American Indian Chamber of Commerce. 
 
SoCalGas Outreach  SoCalGas also directly engaged stakeholders in multiple  
community events, including: Orange County Planners Association meeting; La 
Palma Night Out; Huntington Beach Green Expo; Paramount Fiesta; Cerritos 
Health Fair; Greater Lakewood Chamber of Commerce Business Expo; Walnut 
Family Festival; Paramount Senior Citizen Holiday Party; Cerritos Senior Center 
Halloween Festival; Paramount Senior Citizen Holiday Party; Brea Chamber of 
Commerce Women’s Conference; Paramount Senior Citizen Holiday Party; 
Lakewood Chamber Mixer; Brea Rotary; Lakewood Economic Forecast Luncheon; 
Orange County Cities Partnership Meeting; Los Alamitos 31st Annual Police 
Appreciation Luncheon; Artesia State of the City; Wake-up Whittier Chamber of 
Commerce Breakfast; i-CAN (Inter Community Action Network; Whittier State of 
the City; South Gate State of the City Luncheon; Montebello Chamber Business 
Expo; Commerce State of the City; Commerce Industrial Council Women in 
Business Luncheon; Huntington Park State of the City; State of the Community in 
Senator Ricardo Lara’s District (Lynwood, South Gate, Downey, Cerritos, 
Montebello, Bell, Bell Gardens and Commerce); and, Morning Business Mixer 3.0 
– Montebello and Bell Gardens. 
 
By December 2013, the following events were added: Independent Cities 
Association Annual Meeting, Cerritos Senior Fair, Taste of Cerritos, Los Angeles 
Largest Chamber Mixer, All American Cities Business Expo (Lynwood, South Gate, 
Bell, Maywood, Cudahy), Asian Business Association Business Makeover Edition, 
El Clasificado’s Su Socio de Negocio Business Networking Breakfast, Asian Pacific 
American Legislative Staff Intern Reception Event, Congresswoman Linda 
Sanchez’s Senior Fair in Cerritos and Pico Rivera, Los Angeles County Fair, 
HEALTHY AGING FESTIVAL OF FITNESS, Compton High School Parents Center 
Meeting, Century Heights Neighborhood Watch Association Street Meeting, 
Korean Churches for Community Development (KCCD) Disaster Readiness 
Seminar, Commerce Business Expo, Pico Rivera Neighborhood Council Meeting, 
Los Angeles Green Festival, Taste of Soul, LA City Council Member Curren Price 
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Senior Fair, City Council briefings were also given to Montebello, Commerce, Pico 
Rivera, Bell, Bell Gardens, Cudahy, and Maywood to inform of upcoming 
installation activity. 
 
Media Highlights:  

• Long Beach Press Telegram; Lakewood Chamber of Commerce newspaper; 
the Artesia and Cerritos city web sites; Downey and Paramount city web 
sites; Downey Patriot; Whittier Business Focus Artesia Chamber newsletter; 
and, the Whittier Chamber e-newsletter.   
 

Further, SoCalGas received coverage in the Buena Park Independent; Cerritos-
Artesia Patch, OC Breeze, Community Media Corp., LA Business Journal, OC 
Business Journal, OC Register, Bellflower Bulletin, Los Cerritos Community News, 
Lakewood Community News, The Wave/La Ola, Lakewood News-Topix, The 
Artesian (City of Artesia newsletter), City of Lakewood e-newsletter, The 
Bellflower Citizen (City of Bellflower quarterly newsletter), City of Bellflower e-
bulletin, and The Cerritos News.  

5.B.2  Irwindale Warehouse 
The Irwindale warehouse opened on March 4, 2013.  This warehouse serves the 
communities within the City of Los Angeles of Eagle Rock, Highland Park, and 
Glassell Park, among others.  It also serves the cities of Rosemead, San Gabriel, 
Temple City, Arcadia, Altadena, Pasadena, and San Marino.  The warehouse has 
more than 400,000 modules to install through October 2014. 
 
Local Organization Outreach  SoCalGas engaged both community based 
organizations and chambers of commerce to assist in the outreach efforts, 
including: San Gabriel Valley Economic Partnership; APAC Service Center; Human 
Services Association; Greater Los Angeles Agency on Deafness Inc.; Mexican 
American Opportunity Fund; Asian Pacific Community Fund; Success in 
Challenges; South East Development Corporation; Long Beach Community Action 
Partnership; and, the Chambers of Commerce in Pasadena, South Pasadena, El 
Monte/South El Monte, Arcadia, Monrovia, and Huntington Park.  
 
By December 2013, the following organizations were added to the program to 
support outreach efforts: Temple City Chamber, Azusa Chamber, City of West 
Covina in Partnership with Greater West Covina Business Association, Duarte 
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Chamber, East San Gabriel Center, Family Services Association, Foundation for 
Economic Stability (CAP Agency), Foothill Unity Center, Glendora Chamber, and 
San Dimas Chamber.  
 
SoCalGas Outreach  In addition to the community partners’ and chambers of 
commerce outreach efforts, SoCalGas also directly engaged stakeholders at 
different community events, including: Alhambra Eco Fair; San Gabriel Chamber 
Business Expo; Rosemead State of the City; Altadena Chamber of Commerce 
Executive Board Briefing to chamber leadership; Altadena Chamber of Commerce 
89th Annual Installation Dinner; Presentation to the Altadena Town Council - 
which was televised locally; Adelante Latina Conference; Pasadena Braille 
Institute Presentation; Kinneloa Homeowners Association Presentation; Women’s 
Leadership Legacy Public Works Conference; City of Pasadena’s Iranian New 
Year’s celebration - which was attended by over 300 community members and 
dignitaries; South Pasadena Chamber local small business “ShopTalk” breakfasts; 
and, the South Pasadena Eclectic Music Festival.    
 
By December 2013, the following events and presentations were also conducted 
to support installation activities in the San Gabriel Valley: Arcadia Home and 
Backyard Show, Alhambra Business Expo, San Gabriel Valley Council of 
Governments, San Gabriel Valley Economic Partnership Lunch Speaker’s Bureau, 
Network Breakfast with Montebello, Monterey Park City of Commerce Chambers, 
Arcadia Chamber Networking Breakfast, Chinese Elected Officials Installation 
Dinner, Hope United Church Hope Walk 2013, Annual Asian Small Business Expo, 
Alhambra Chamber of Commerce Board Installation Dinner, Chinese Elected 
Officials Community Event, Taste of Arcadia, Asian Youth Center’s 24th 
Anniversary Celebration, Monterey Park State of the City, 26th Annual Glendora 
Classic Car & Motorcycle Show, 2013 San Gabriel Valley Water Forum, San Dimas 
Western Days, 2013 Family Health Fair, San Dimas Chamber Breakfast, Azusa 
Chamber Breakfast and Foothill Unity Center's Holiday Food Distribution. In 
addition, city council presentations were given to San Gabriel, Alhambra, South El 
Monte, El Monte, Rosemead, Temple City and Monterey Park to update on 
upcoming installation activity. 

 
Media Highlights:  

• Two Advanced Meter articles appeared in the local Altadena community 
blog: www.altadenablog.com.   

http://www.altadenablog.com/
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• The Monrovia Chamber published four e-articles sent via E-Blast 
Newsletters and Community Calendars, and the Arcadia Chamber included 
information on its web page and e-blast newsletter.   

• Advanced Meter information was posted on the City of San Marino 
website, providing residents with a link to SoCalGas Advanced Meter 
website, and a link to the Advanced Meter three-minute installation video.   

• Articles have also been published in the Blvd Sentinel, West San Gabriel 
Journal, Midland Valley News, Pasadena Star News, and San Gabriel Valley 
Tribune newspapers. 

 
By December 2013, the following media activity took place: 

•  13 week newspaper buy with Beacon Media was secured which included 
print ads with information in 17 newspapers each run throughout the San 
Gabriel Valley including Arcadia Weekly, Rosemead Reader, Monrovia 
Weekly, El Monte Examiner and the Chinese Language Paper Dragon Times. 

• Los Angeles Times article and KTLA-TV story on AM 
project http://ktla.com/2013/11/13/ask-laz-are-socal-gas-smart-meters-safe/#axzz2rfMdIuow 

• Positive San Gabriel Valley Tribune article on AM 
installations http://www.sgvtribune.com/general-news/20140115/southern-california-gas-
company-to-upgrade-meters-in-west-covina 

 

5.B.3  Sun Valley Warehouse 
The Sun Valley warehouse opened on April 1, 2013 and closed in August 2013.   
Over 130,000 modules were installed by this warehouse.  This warehouse served 
the cities of Burbank, Glendale, La Crescenta, and parts of the City of Los Angeles.   
 
Local Organization Outreach  SoCalGas engaged both community based 
organizations and chambers of commerce to assist in the outreach efforts.  
Partners include the Burbank Chamber of Commerce and the Armenian National 
Committee.  Much of the local organization outreach for this warehouse was 
performed through the organizations supporting the adjacent Irwindale 
warehouse. 
 
SoCalGas Outreach  In addition to the community partners’ and chambers of 
commerce outreach efforts, SoCalGas also directly engaged stakeholders at 
different community events, including:  the Braille Institute in Burbank; a Burbank 
City Council Candidates forum; Burbank Chamber of Commerce’s annual gala; 

http://ktla.com/2013/11/13/ask-laz-are-socal-gas-smart-meters-safe/#axzz2rfMdIuow
http://www.sgvtribune.com/general-news/20140115/southern-california-gas-company-to-upgrade-meters-in-west-covina
http://www.sgvtribune.com/general-news/20140115/southern-california-gas-company-to-upgrade-meters-in-west-covina
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and, briefings with Burbank City Council Members and the Mayor, in addition to a 
presentation at a televised City Council meeting.  Others included the Glendale 
Chamber of Commerce; the City of Glendale posting Advanced Meter information 
on the city website; the Crescenta Valley Town Council; and, Arbor Day festivities 
in La Crescenta.  
 
By December 2013, the following events and presentations were conducted: 
Valley Industrial and Commerce Association (VICA) Local Elected Office Holders 
Luncheon, Los Angeles Department of Water and Power Outreach Grantee 
Quarterly Update Meeting Presentation, Latino Expo, Northeast Community 
Clinics Event for Speaker John Perez, Valley Industrial and Commerce Association 
(VICA) Business Forecast Conference, Eagle Rock Music Festival, and the Los Feliz 
Street Fair. 
 
Media Highlights: 

• City of Burbank include news coverage in the local newspaper, the Burbank 
Leader;  

• SoCalGas’ presence at the Burbank City Council Candidates forum was 
covered in a Daily News article. 

5.B.4  Bakersfield Warehouse 
The Bakersfield warehouse opened on April 15, 2013.  This warehouse serves the 
cities of Arvin, Bakersfield, Delano, and McFarland.  Over 100,000 modules were 
installed by this warehouse through November 2013. 
 
Local Organization Outreach  SoCalGas engaged both community based 
organizations and chambers of commerce to assist in the outreach efforts, 
including: the Arts Council of Kern; Community Action Partnership of Kern (CPAK); 
Kern Green; Housing and Opportunity Foundation of Kern; Mexican American 
Opportunity Foundation; Proteus, Inc.; and, Radio Bilingue. 
 
To inform the small business community about Advanced Meter, outreach 
partnerships have been established with the Greater Bakersfield Chamber of 
Commerce; the Kern County Black Chamber of Commerce; the Kern County Black 
Chamber of Commerce; Kern Economic Development Corporation; and, the North 
of the River Chamber of Commerce.  
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SoCalGas Outreach  SoCalGas also directly engaged stakeholders at multiple 
community events, including: an information booth at a health fair; and 
presentations in Spanish for residents at an Energy Conservation Fair in Arvin, 
organized by one of the non-profit partners, the Housing Authority of the County 
of Kern.  
 
In Bakersfield, outreach activities included a group briefing with all area elected 
officials or their representatives; area chambers of commerce and business 
organizations; and, a presentation at the Bakersfield Senior Center, coordinated in 
partnership with the Kern County Black Chamber of Commerce.  
SoCalGas met with the Kern County Farm Bureau to inform farming stakeholders 
about the Advanced Meter project.  SoCalGas brought information to farm 
workers while they were working in the fields by doing Spanish presentations 
during a hosted lunch, in partnership with the non-profit Spanish radio station, 
Radio Campesina 92.5FM, part of the Cesar Chavez Foundation. This also allowed 
for on-air time to talk about Advanced Meter.  
 
SoCalGas has met with, and held one-on-one briefings with the Executive 
Directors of the following Chambers of Commerce: Delano, McFarland, Taft, 
Tehachapi and Wasco. 
 
Other community presentations in different parts of Kern County include: a 
meeting with Spanish-speaking residents in Lost Hills, an event which was 
coordinated in partnership with the Dolores Huerta Foundation; a presentation at 
the quarterly Kern Council of Governments, which has representatives from 
various cities within Kern County; and , presentations at the Association of 
Women in Energy, the Kern County Black Chamber of Commerce quarterly 
membership mixer, the Air and Waste Management Association, and the 15th 
Annual Latino Food Festival and Menudo Cook-off.  
 
Some large-scale outreach events and sponsorship events in Bakersfield include: 
Greater Bakersfield Chamber of Commerce Business Expo; the 2013 Fight for Air 
Walk and Resource Fair; and, the Housing Authority of Kern Landlord Workshop. 
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Media Highlights: 
• Bakersfield Californian;  
• news coverage on the local news affiliate;  
• a one hour on-air interview on Spanish non-profit Radio Bilingue; and,  
• an ad in the Spanish magazine, Nuestro Tiempo.  

5.B.5  Indio Warehouse 
The Indio warehouse opened on May 28, 2013 and closed on November 22, 2013. 
Over 190,000 modules were installed in the area. This warehouse served the 
cities of Blythe, Cathedral City, Coachella, Desert Hot Springs, Indian Wells, Indio, 
La Quinta, Palm Desert, Palm Springs, Rancho Mirage, Twentynine Palms, Yucca 
Valley, Bermuda Dunes (County), Ripley (County), Thermal (County), Thousand 
Palms (County), County of San Bernardino, Joshua Tree (County), Morongo Valley 
(County), and County of Riverside.  
 
Local Organization Outreach  SoCalGas worked closely with various community 
based organizations and chambers of commerce, including:  Campesinos Unidos; 
Coachella Valley Housing; Desert Samaritans; Escuela De La Raza; Find Food Bank; 
Todec Legal Center; and, the Chambers of Commerce in Coachella, Desert Hot 
Springs, Indio, La Quinta, Palm Desert, Palm Springs, and Yucca Valley.  
 
SoCalGas Outreach  SoCalGas has engaged the community by providing briefings, 
presentations, and/or participated in over 50 outreach activities in the Coachella 
Valley, such as the presenting to various Home Owner Associations (HOAs) in the 
valley -- as many homes are located in country clubs and gated communities. 
SoCalGas has distributed information to HOA managers and Property 
Management representatives so they can assist with sharing Advanced Meter 
information with permanent and seasonal homeowners living in these gated 
communities.  
 
Other outreach activities included presenting at various meetings and having a 
presence at community festivals and events such as the 21st annual Indio Tamale 
Festival, which had an attendance of over 100,000; Southwest Arts Festival; 
Zumba for a Cure event (Indio Chamber and Coachella Valley Boys and Girls Club) 
in Indio; MS Walk in Palm Desert; City of Palm Springs Mayor's Race and Wellness 
Festival; Coachella Cinco de Mayo Festival; Southern California Energy Summit in 
Palm Springs; Riverside State of the County and Business Expo event in Cabezon; 
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Coachella Valley Wildflower Festival in Palm Desert; Desert Living Home Show in 
Palm Springs; Riverside County Fifth District San Gorgonio Pass Water, 
Transportation & Economic Development Summit; 56th Annual Palo Verde Valley 
Community Outlook Conference in Blythe; City of La Quinta Anniversary; Blythe 
Health Fair; 2013 SCAG Regional Conference and General Assembly in Palm 
Desert; Desert Hot Springs Salsa Festival; Coachella 5 de Mayo Festival and 5K 
Run; Temecula State of the City Address event; Coachella Valley Chapter 
Community Associations Institute (CAI) meeting in Palm Desert; Riverside County 
League of Cities dinner/meeting; briefing for Chairman and Co-Chair of the 
Concerned Citizens of La Quinta group; and Palm Springs Neighborhood 
Involvement Committee meeting.  
 
By December 2013, the following events and presentations were also conducted: 
American Indian Chamber of Commerce CA Expo 2013; AM Coachella Mayor's 
Luncheon; Indio Chamber 'Morning Perks' program; Palm Desert Chamber 
Breakfast meeting; 2013 El Grito Festival; Palm Desert Business Expo; 2013 So Cal 
Energy Summit; and Palm Springs and Business and Community Expo. 

 
Media Highlights: 

• SoCalGas has also worked on earned and paid media opportunities which 
have garnered positive media coverage. Thus far, stories have been 
published in the Desert Sun (May 20, 2013); MyDesert Community 
Weeklies; and, The Desert Star Weekly (March 20, 2013).  

• On-camera TV interviews were conducted on Telemundo KUNA-TV Channel 
15 and an in-studio radio interview on KUNA 96.7 FM La Poderosa Radio in 
Palm Springs (Aug. 15, 2013). Also conducted a one-hour live radio 
interview on Radio Bilingue (National Latino Public Radio Network). 

• Other articles were published in several Chamber newsletters including La 
Quinta, Palm Springs, Desert Hot Springs, Yucca Valley, and Coachella; spots 
airing on Time Warner Cable / Coachella Valley; on-camera interview at 
KVER-TV Univision Palm Springs studios that aired on April 26, 2013; story 
on KVER-TV Univision Palm Desert aired on May 14, 2013 
(http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/); 
and, an article published in the May edition of Coachella Valley Chapter’s 
Community Associations Institute (CAI) Quorum Magazine.    

http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/
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• Advanced Meter PSAs aired on CBS, FOX, and CW in the Coachella Valley.  
• SoCalGas also collaborated with the Gulf-California Broadcasting Group 

(KESQ-TV ABC 3, KPSP-TV CBS 2, KDFX FOX 11, KCWQ-TV CW 5) to develop 
15 and 30 second public service announcements (PSAs).  Advanced Meter 
banners were shown on each news station’s websites and on social media. 
PSAs ran in April/May 2013, and re-aired on July 8 to July 28 and from 
September 9 to September 29. 

• Coverage of a SoCalGas module installation was done by KESQ-TV CBS Local 
2 and aired on May 30, 2013 (http://www.kesq.com/kesq/gas-company-replacing-
meters/-/232254/20363980/-/3785mq/-/index.html).   

• Project information was published in the Desert Sun and in the MyDesert 
West Valley Edition.   

• News stories have also aired on KVER-TV Univision 
(http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/), 
KESQ-TV CBS Local 2 (http://www.kesq.com/kesq/gas-company-replacing-meters/-
/232254/20363980/-/3785mq/-/index.html), and Time Warner Cable aired SoCalGas’ 
Advanced Meter installation YouTube video during TV programming as well 
as an Advanced Meter Project Overview Presentation during city council 
and public access programming.  

 

5.B.6 Hemet and Perris warehouses 
The Hemet and Perris warehouses opened on November 25, 2013.  The Hemet 
warehouses serve the cities of Banning, Beaumont, Calimesa, Hemet, Yucaipa, 
and San Jacinto, as well as unincorporated areas of Riverside and San Bernardino 
Counties. It is scheduled to install over 100,000 modules by the time it closes in 
August 2014. The Perris warehouse serves the cities of Jurupa Valley, Moreno 
Valley, Perris, Riverside, Menifee, and unincorporated areas of Riverside County. 
It is scheduled to install over 295,000 modules by August 2014 as well. Since 
opening a combined total of over 41,655 modules have been installed through 
December 2013.  
 
Local Organization Outreach  SoCalGas engaged both community based 
organizations and chambers of commerce to assist in the outreach efforts in these 
neighboring regions.  In Hemet and Perris, the organizations were Beaumont 
Chamber, Boys/Girls of San Gorgonio Pass, Casa Blanca Home, Coachella Valley 
Housing Coalition, Family Services Association, Foundation for Economic Stability 

http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
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(CAP Agency), Hemet/San Jacinto Chamber, Moreno Valley Black Chamber, 
Riverside NAACP and Todec Legal Center –Perris. 
 
The Beaumont and Hemet/San Jacinto Chambers inserted project information in 
their newsletters and email blasts to Chamber members.  CBOs in this area also 
canvassed communities to reach seniors, physically challenged, low-income, and 
limited English customers in Riverside County. 
 
SoCalGas Outreach  SoCalGas has engaged the community by providing briefings, 
presentations, and participating in outreach activities, including: The Riverside 
Safety Emergency Preparedness Fair; Riverside County Supervisor Jeffries' Town 
Hall meeting; Beaumont Chamber Breakfast and Hemet Harvest Festival. 
 
Media Highlights:  

• Positive article in the Record Gazette in Banning on December 17, 2013.  
http://www.recordgazette.net/news/article_b694573a-6745-11e3-877a-001a4bcf887a.html 

• Radio interview on KUCR-FM in Riverside re: upcoming AM installations 
 

5.C  Radio Disney 
SoCalGas has pursued a unique opportunity in partnering with Radio Disney.  
SoCalGas and Radio Disney developed an integrated marketing plan that included 
events at ten elementary schools, 175 on-air spots (combination of both 30 and 
60 second spots), and online elements.  
 
From October 2012 through December 2013, Radio Disney educated students and 
teachers about the Advanced Meter project, gas safety and energy saving tips.  
The schools were located in areas where SoCalGas had already begun installing 
modules, or would soon be installing modules.  Each school assembly was one 
hour long.  Literature was bundled and distributed to students to take home in 
“parent packs” to provide families with detailed information about the AM 
project and other SoCalGas programs.   
 
The package also included a 30-minute pre-recorded segment on Radio Disney’s 
Community Relations Show, which aired on April 28, 2013.   
 
Appendix E provides samples of information from the Radio Disney partnership. 

http://www.recordgazette.net/news/article_b694573a-6745-11e3-877a-001a4bcf887a.html
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Due to the success of the partnership, the contract between SoCalGas and Radio 
Disney was extended through December 31, 2013 to include nine more school 
assemblies, four community events, and 315 on-air spots. Totaling 19 school 
assemblies, four community events, and close to 500 0n-air spots. Additional 
program promotional opportunities were provided through social media and 
online promotions for events. For 2014 additional partnership opportunities are 
being coordinated to include an additional six school assemblies, four community 
events (promotional table at existing event), one Radio Disney (specifically 
created for Radio Disney) community event and 340 on-air spots. 
 
Ikahan Media 
As part of the outreach efforts a partnership was developed with Ikahan Media. A 
boutique outdoor media company with a significant inventory of billboards and 
wallscapes primarily in Southern California, many of which reach the Hispanic 
market through Point of Purchase posters inside, outside and on cart corrals at 
local super markets, in-store displays laundry mats, and convenience stores 
throughout the Los Angeles DMA. The goal of this partnership was to create 
awareness at the neighborhood level within high-density Hispanic neighborhoods 
through key zip codes were installs were beginning to take place. The campaign 
lasted 12 weeks and delivered approximately 6.5 million monthly impressions 
(6,446,250) or approximately 19.3 million monthly impressions (19,338,750) for 
the 12 week execution.  

Appendix U provides samples of the IKahan partnership. 

5.D  Customer Awareness of the Advanced Meter Project  
Given the extent of the general outreach activities, SoCalGas monitors how these 
activities translate into customer awareness and, ultimately, customer 
satisfaction about the project.  SoCalGas utilizes a variety of market research 
diagnostics to monitor the “pulse” of customers pertaining to the Advanced 
Meter installation process, customer communications, new programs and 
services, and customer attitudes and motivational drivers to behavioral change.   
 
For the purposes of monitoring overall customer awareness and perceptions, 
SoCalGas uses the Customer Information Study (CIS),8 administered by Davis 
Research.  CIS is SoCalGas' public opinion tracking study.  It is a quarterly phone 

                                                           
8 Formerly called iTracker Customer Perception Study. 
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survey measuring residential and business customer favorability across several 
factors: favorability, price and value, safety, reliability and reputation.    
 
Beginning in the fourth quarter of 2012, SoCalGas added three Advanced Meter 
related questions to the quarterly survey.  Figure 2 displays the iTracker results 
for the general awareness questions about Advanced Meter for residential 
customers.  Figure 3 displays the results for business customers.     
 

Figure 2 
Customer Information Study – Residential Customers 

 

 
 
 Questions:   
IM1. How would you rate SoCalGas overall on a scale of 1 to 7 where 1 means very unfavorable and 7 means very favorable? 
AM1. Are you aware of a new gas meter that transmits natural gas usage information remotely and more frequently from the meter to SoCalGas? 
AM2a. Having access to your daily natural gas usage (therms/dollars) information would make you interested in viewing it more than once a month? (% Agree) 
AM2b. Having access to your daily natural gas usage (therms/dollars) information would cause you to modify your behaviors to conserve natural gas? (% Agree) 

 

Awareness about the Advanced Meter project among SoCalGas residential 
customers reached its highest point to date, 36 percent, in Q4 2013.  The general 
upward trend over the past three quarters seems to reflect the increased volume 
of customer communications about the project as well as installations 
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themselves.  Of those customers who were aware of the project, 34 percent 
mentioned bill inserts as their source, and 15 percent mentioned that a meter had 
been installed at their home.   Appendix F provides a copy of the Advanced Meter 
bill inserts. 
 
In the fourth quarter of 2013, customers’ interest in viewing the hourly 
consumption data increased to 60 percent, edging up slightly (but not 
significantly) from 59 percent in the previous quarter after a significant drop from 
68 percent in the second quarter 2013.  Interest conserving natural gas appears to 
be on a downward trend, dropping to 65 percent in the fourth quarter of 2013 
from an all-time high of 72 percent in Q2 2013.   
 

Figure 3 
Customer Information Study – Business Customers 

 
 

 
 
Questions:   
IM1. How would you rate SoCalGas overall on a scale of 1 to 7 where 1 means very unfavorable and 7 means very favorable? 
AM1. Are you aware of a new gas meter that transmits natural gas usage information remotely and more frequently from the meter to SoCalGas? 
AM2a. Having access to your daily natural gas usage (therms/dollars) information would make you interested in viewing it more than once a month? (% Agree) 
AM2b. Having access to your daily natural gas usage (therms/dollars) information would cause you to modify your behaviors to conserve natural gas? (% Agree) 
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Advanced Meter awareness among business customers jumped to 37 percent in 
the fourth quarter of 2013, a significant increase over the previous quarters, after 
hovering in the 25 to 30 percent range since second quarter of 2011.  Business 
customers’ interest in viewing the hourly consumption data dropped to 60% after 
hovering in the mid- to high 60% range for the past 4 quarters.   

Chapter 6 – Module Installation Outreach Activities 
In addition to the general outreach described in Chapter 6, SoCalGas’ customers 
are provided with communications covering the installation process and 
Advanced Meter enabled programs and services.  The Advanced Meter customer 
experience consists of five phases: 
 

• Pre-Installation 
• Installation 
• Failed Installation Attempt (if necessary) 
• Advanced Meter Billed, and  
• Conservation Campaign 

 
This Chapter describes the first four steps in the customer touch point experience 
with SoCalGas.  Chapter 9 describes the SoCalGas conservation campaign that 
kicked-off in October 2013 for the 2013-14 winter heating season. 
 

6.A  Pre-Installation 
Thirty to sixty days prior to having the advanced meter installed, SoCalGas 
customers are sent a Pre-Installation Letter that explains the installation process 
and provides them with the option to make special access arrangements.   
 
Included with the pre-installation letter is a one-page Advanced Meter Overview 
insert which provides information on the Advanced Meter network, meters, and 
general information about the project and new programs and services (e.g., 
access to hourly and daily interval data online).   Appendix G provides copies of 
the pre-installation letter and the Advanced Meter Overview. 
 
In the Overview document, customers are provided information about the 
SoCalGas “Deferral List” (the precursor to the Opt-Out request list) in the event 
they would like to defer meter installation.  Chapter 8 summarizes SoCalGas’ 
experience to date with deferral requests. 
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6.B  Installation 
Advanced Meter and Customer Service Field (CSF) installers leave a Successful or 
Unsuccessful door hanger with each customer that informs them that the meter 
installation was completed or delayed based on access issues.  Advanced Meter 
and CSF installers also carry “Pocket Cards” to provide customers in the field that 
gives general information about the Advanced Meter project.  Appendix H 
provides a copy of the Pocket Card. 
 
When SoCalGas is able to successfully install a module, the customer receives a 
Successful door hanger.  Appendix I provides a copy of the Successful door 
hanger. 
 
When SoCalGas fails in its first attempt to install a module, usually because the 
meter is inaccessible, the customer receives an Unsuccessful door hanger with 
instructions on how to follow-up.  Some customers respond to the door hanger by 
contacting the Advanced Meter Customer Information Center and arrange a 
convenient time to have the module installed.  If a customer does not follow-up 
to make meter installation arrangements, then the customer receives a 
combination of phone calls, letters, emails, and personal visits until the meter 
installation is completed.  Appendix J provides copies of the various materials 
SoCalGas uses to contact customers to gain access to their meters. 

6.C  Transition to Advanced Meter Billed (AM Billed) 
Approximately 45 days after a module is installed, customers receive a letter 
notifying them that their bill is now based on an Advanced Meter read and the 
monthly in-person meter reading will no longer take place.  They are also 
informed about new online information and tools (e.g., hourly and daily usage 
data) which are available online through the SoCalGas.com My Account customer 
portal within the Ways-to-Save section.  My Account customers also receive an 
email containing similar information once they become AM Billed.  Appendix K 
provides copies of the letter and email informing customers they are now billed 
based on Advanced Meter reads. 

6.D  Customer Awareness and Satisfaction With the Module Installation Process 
To ensure that its installation process is meeting customer needs, SoCalGas 
conducts both pre and post-installation surveys.   
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6.D.1  Pre-Installation Surveys  
Prior to having their modules installed, phone surveys were conducted with 
residential and business customers to assess Advanced Meter awareness and 
attitudes.  Two waves of pre-installation research were conducted with residential 
customers, and one wave was conducted with business customers. The first wave 
of pre-installation surveys was conducted as a pilot test for upcoming surveys, 
with a sample of 201 residential customers in the initial installation area of 
Commerce, Bell Gardens, Lakewood, Artesia and Cerritos.  The second wave 
consisted of 400 residential and 300 business customers spread over a broader 
geographic area that aligned with the Advanced Meter installation footprint. 
In the pilot wave, 22% of residential customers were aware of Advanced Meters 
prior to installation. Primary sources of awareness included news stories, 
SoCalGas bill inserts and word of mouth.    
 
In the most recent pre-installation studies, 27% of residential customers and 34% 
of business customers were aware of Advanced Meters. Key sources of awareness 
include the pre-installation letter and SoCalGas newsletters or bill inserts.   

6.D.2  Post-Installation Surveys   
Within approximately seven days after their modules were installed, phone 
surveys were conducted with residential and business customers to assess the 
effectiveness of Advanced Meter communications in generating awareness and 
preparing customers for installation, as well as satisfaction with the installer and 
the installation process.  Three waves of residential post-installation research 
have been conducted.  The pilot wave consisted of 203 residential customers; the 
second and third waves surveyed 403 and 402 customers respectively.  Two 
waves have been conducted with business customers – the first in September 
2013 with 231 customers and the second in November 2013 with 300 customers.  
Moving forward, post-installation surveys will be conducted annually with 
residential and business customers through 2016. 
 
In the first wave of residential post-installation surveys, 78% of customers whose 
meters were installed within the past 7-day period were aware of Advanced 
Meters in a general sense.  Additionally, 68% were aware that a meter had been 
installed on their property.  Of these, 67% recalled receiving the pre-installation 
letter and overview sheet.  
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Customers reported high levels of satisfaction with the installers and the 
installation process.  91% of customers who interacted with an installer said they 
were “very satisfied” with the installer’s performance.  Customers reported that 
the installers were courteous, friendly and treated their property with care.  83% 
of customers indicated they were “very satisfied” with the overall process.  
 
Once Advanced Meters are installed, roughly two-thirds of customers in the pilot 
wave said they would use gas usage information to conserve natural gas (67%) 
and manage energy costs (63%).  In order to access the gas usage information, 
41% of customers who were not currently enrolled said they would enroll in My 
Account.  Another 38% would not enroll, but would be interested in accessing the 
information another way.  The remaining 21% of customers were neither 
interested in enrolling in My Account nor in accessing the gas usage information.     
Customers considered saving money (82%) and operational savings passed on to 
customers (81%) to be the more important benefits of advanced meters.   
 
The second wave of post-installation research surveyed customers in a broader 
area than the pilot wave, resulting in demographic differences which are reflected 
in lower scores on some measures.  In the second wave, 55% of residential 
customers whose meters were installed in the past 7-day period were aware of 
Advanced Meters, and 42% were cognizant that a meter had been installed on 
their property.  69% of customers who were aware of the installation recalled 
receiving the pre-installation letter and overview. 

As in the initial wave, customer satisfaction with installers and the installation 
process was high.  Ninety-three percent of the customers surveyed reported 
being “very satisfied” with the installers.  Customers gave installers high ratings 
for their friendliness, courtesy, and professionalism.  81% of customers surveyed 
reported being “very satisfied” with the installation process overall.  

Once their Advanced Meter has been installed, the majority of residential 
customers planned to use the gas usage information to conserve natural gas 
(55%) and to better manage their energy costs (54%).   

Advanced Meter benefits that resonated with residential customers in the second 
wave were cost savings (91%), operational savings passed on to customers (89%), 
the ability to monitor spikes in gas usage that might signal a leak (88%), helping 
the environment (86%), and improved billing accuracy (86%).   
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Interest in the gas usage information would encourage some customers to sign up 
with My Account, although the percentages shifted slightly from the pilot wave.   
Among residential customers who are not currently enrolled, 38% say they would 
sign up for My Account in order to view their gas usage information.  Another 
21% would not enroll, but would be interested in viewing the data some other 
way.  41% said they are unlikely to sign up for My Account and not interested in 
the gas usage information.   

The November 2013 residential post-Installation study saw awareness of 
advanced meters on a general level increase to 61%, up from 55% the previous 
wave.   Of these customers, 47% were aware that the new meter had been 
installed on their property.  65% recalled receiving the pre-installation letter, and 
about 1 in 5 took action to prepare, such as clearing brush, securing pets or 
unlocking a gate, as result of receiving the letter.   

Satisfaction with the installer and the installation process each decreased slightly 
but remained high overall.  Satisfaction with the installer was 89%, down from 
93% in the previous wave, while installation process satisfaction was 78%, 
compared to 81% in the last study.  These slight decreases are not statistically 
significant.   

Expected behavioral changes stayed consistent with the previous wave with over 
half of customers planning to use their Advanced Meter to manage their energy 
costs (52%) and conserve natural gas (62%).   Helping the environment, 
conserving natural gas and saving money were the considered the most 
important benefits provided by the meters. 

For roughly a third of customers, interest in the gas usage information provided 
by advanced meters continues to be a driver to My Account.  35% indicated that 
they are likely to sign up in order to view the gas usage information.  The 
percentage of customers who would be interested in receiving the information 
another way increased to 38%, a significant increase from the 21% who expressed 
interest in the prior wave.   

Results of post-installation studies among business customers show slightly lower 
levels of awareness and engagement with Advanced Meters.  In the most recent 
wave, half of business customers (51%) were aware of the meters on a general 
level, and 26% were aware of the installation.  55% of customers recalled 
receiving the pre-installation letter.   
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75% of business customers were satisfied with the performance of the installer, 
and 73% were satisfied with the installation process overall. Installation 
communications played a significant role in customer satisfaction with the 
installation process.  Satisfaction among customers who received communications 
was 89%, compared to 38% reported by customers who did not receive any 
communications.   

As is seen with residential customers, the information provided by Advanced 
Meters is a motivator to sign up for My Account.  37% of business customers who 
are not currently enrolled said they would be likely to sign up in order to view the 
gas usage information.  Another 31% are interested in the information, but are 
not likely to sign up for My Account.  

6.E  Online Market Research Community  
During 2013, SoCalGas made extensive use of the Customer Insight Community, 
which consisted of approximately 400 residential customers who participate in 
weekly moderator-led discussions, short surveys and polls on an online platform 
similar to Facebook.  The community was used to explore customer attitudes on 
aspects related to Advanced Meter and conservation.  SoCalGas found the Insight 
Community to be a particularly effective way to obtain fast and useful input on 
the process, materials and messaging for Advanced Meter communications. 

Chapter 7 – Customer Inquiries and Deferrals 
To make inquiries about the Advanced Meter project, customers can contact 
either the SoCalGas Customer Contact Center (CCC) or the Advanced Meter 
Customer Information Center (CIC).  The CCC can deal with any customer inquiry 
about any subject.  The CIC usually deals with making appointment arrangements 
with customers to have their Advanced Meter installed.  The CCC and the CIC can 
also initiate the process for a customer to “defer” the installation of the module.   
 
Some customer inquiries were not routinely resolved and were escalated to 
Advanced Meter customer support staff.  The number of escalated customer 
inquiries is very low, considering all the various Advanced Meter communications 
that have gone out to SoCalGas’ customers and over 1.5 million pre-installation 
letters that have been mailed.  Table 12 displays the elevated inquiries received 
through December 31, 2013.  
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Table 12 
Customer Inquiries Elevated to Advanced Meter Team 

Inquiry Type Number 
Received 

Explanation 

Deferral Requests 7,178 Includes all escalated deferral requests 
Cancelled Deferral 
Requests 

461 Customers who no longer want to be on 
the deferral list  

Escalated Inquires: 
Customer Contact 
Center (CCC) 
 
Customer Information 
Center (CIC)  

 
3,672 

 
 

900 

Includes: DCU inquiries, opt-in requests, 
MTU removals, MTU installation 
requests, requests for more detailed 
project information, customer 
complaints about the project in general 
and requests for Advanced Meter 
literature. 

Requests for Advanced 
Meter 

40 Usually aimed at resolving access issues 

Total Escalated Inquiries 12,251  
 
The most common specific cause of the escalated inquiries is requests to defer 
the installation of the communications module.  While customers can call either 
the CCC or the CIC and have their deferral requests recorded, some want to talk 
to the Advanced Meter support staff.  Often the questions revolve around when 
SoCalGas will offer a formal opt-out program and the cost of the associated fees. 
 
In Application 12-05-016, filed in May 2012, SoCalGas requested the CPUC to 
authorize interim charges for customers wishing to opt-out of Advanced Meter 
service.  SoCalGas requested approval of a one-time charge of $75 and a monthly 
meter reading fee of $10.  The requested fees were identical to those adopted for 
SCE, PG&E, and SDG&E.9  As of December 31, 2013 this Application was still 
pending before the Commission.10  

                                                           
9 D.12-02-014 (PG&E), D.12-04-018 (SCE), and D.12-04-019 (SDG&E). 
10 In January 2014, Administrative Law Judge Amy Yip-Kikugawa issued a Proposed Decision approving SoCalGas’ 
request to establish its Advanced Meter Opt-Out Program.  The Proposed Decision was adopted by the 
Commission at its February 27, 2014 Commission meeting.  Pursuant to the Commission’s decision SoCalGas will be 
filing an advice letter to implement its Advanced Meter Opt-Out Program. 
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SoCalGas also became a party to Application 11-03-014 and requested, in a filing 
on August 10, 2012, opt-out fees which would be put in place on a permanent 
basis.  In this proceeding, all three electric companies also requested permanent 
opt-out fees.  This matter is still pending before the Commission. 
 
In the absence of an approved opt-out fee structure, through December 2013, 
SoCalGas allowed customers to defer the installation of an Advanced Meter until 
such time as an opt-out decision is rendered by the Commission.  Most customers 
pursue the deferral option when they receive the pre-installation letter which is 
mailed to each customer informing them that an Advanced Meter will be 
installed.  Table 13 displays the number and percentage of customers who 
requested a deferral in response to the pre-installation letter.  This is currently 
the best measure of the percentage of SoCalGas customers who are likely to opt-
out. 

Table 13 
Number of Customers Receiving Installation Notification Letter  

Requesting Deferral of Advanced Meter Module 
Number of Individual Letters Mailed 1,580,119 

Number of Customers Requesting a Deferral 4,668 
Percentage  0.30% 

 
As of December 31, 2013, approximately 0.30% of the 1,580,119 customers 
receiving a pre-installation letter have chosen to defer the installation of their 
Advanced Meter module.  SoCalGas has another 2,510 customers who have 
requested to be deferred even though they have not yet received the pre-
installation letter.  Given the size and diversity of the customer population 
included in the letters mailed to date, SoCalGas still expects the percentage of 
customers who will opt-out to be within the planning assumption of 0.5% that 
SoCalGas used in the opt-out applications referenced above. 
 
When a customer requests to have the module installation deferred, SoCalGas 
places a sticker on the customer’s meter indicating the module deferral status.  
This sticker informs any SoCalGas employee working at the meter that a module 
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should not be installed.  The customer also receives a door hanger notifying them 
that the sticker has been placed on the meter.  Appendix L provides copies of the 
deferral sticker and door hanger.  
 

Chapter 8 - Conservation Outreach Campaign 
The Decision sets a goal for SoCalGas of reducing residential gas consumption by 
1% and places reporting requirements on SoCalGas which are described in the 
Introduction to this report.  The Commission provided clear direction to SoCalGas 
in its Decision, stating that:   

“It is critical to acknowledge that initiating and sustaining the behavioral 
change necessary to maximize conservation response cannot be 
accomplished through a one-size-fits-all approach to marketing, education, 
outreach, and customer support. Thus, consistent with our objectives in 
other demand side programs, we direct SoCalGas to specify in its plan 
outreach strategies for all market segments, including ethnic, minority, and 
hard-to-reach communities and small businesses.”11 

In October 2013, SoCalGas initiated the first year of a multi-year outreach 
campaign aimed at reaching the 1% conservation goal contained in the Decision.  
The current conservation outreach campaign follows a “test and learn” approach 
and will run through March 31, 2014, and conservation results will be presented 
in the SoCalGas August 2014 semi-annual report.  SoCalGas will take the “lessons 
learned" from this initial campaign and adjust campaigns in future years to focus 
on the most promising customer segments and communication channels. 
 
The test and learn methodology embodied in this plan will assess two types of 
impacts: 

• The impact of different marketing tactics (i.e., opt-in vs. default program 
enrollment, message content and frequency of touches) on customer 
acceptance of and attention to the different feedback mechanisms being 
provided; and,  

• The impact of different feedback messages (i.e., bill alerts and home energy 
reports) and channels (i.e., direct mail, website, email and SMS text 
messages) on natural gas consumption. 

                                                           
11 D.10-04-027, p. 45. 
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The current campaign focuses on three objectives which aim to expand 
opportunities for SoCalGas customers to take advantage of the new Advanced 
Meter enabled hourly and daily gas consumption information.  The objectives are: 

• To enroll customers for billing alerts (SoCalGas Bill Tracker Alerts), a new 
SoCalGas offering which is also intended to help customers manage their 
natural gas consumption. 

• To enroll more customers in the SoCalGas My Account website, which now 
includes additional Ways-to-Save tools customers can utilize to help reduce 
their natural gas usage, including bill alerts, as well as to increase utilization 
of these new tools by existing My Account users.   

• To examine the efficacy of the Opower Home Energy Reports (HERs), also a 
new SoCalGas offering, as a means of getting customers to conserve. 

8.A  My Account 
Customers whose bills are based on Advanced Meter reads (i.e., AM Billed) are 
currently able to view their hourly and daily gas usage online 
through SoCalGas.com within the My Account customer portal.  The Ways-to-
Save tab within My Account provides AM Billed customers the ability to: 

• Analyze Advanced Meter-enabled hourly and daily usage 
• Compare their usage to that of their neighbors or similar businesses 
• Set a savings goal through My Savings Plan 
• Complete the My Energy Survey 
• Compare previous monthly bills 
• Review usage history and identify where their usage is coming from (e.g., 

heating, water heating, pool/spa, etc.) 
• Calculate their carbon footprint 

These enhancements, first rolled out in October 2012, offer customers more 
effective tools for managing their natural gas bills.  The My Account website is the 
primary tool customers now have to utilize the Advanced Meter information.  
SoCalGas will continue to promote the use of the website through the notification 
letters being sent to customers, as described in Chapter 7.  The marketing will 
focus on growing the number of My Account users by trying to increase 
enrollment and the use of Ways-to-Save tools by existing My Account users.12   

                                                           
12 See Appendix P for Sample Ways-to-Save screen shots. 
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Over the course of 2013, a total of 116,392 residential My Account users (both 
new and return users) had engaged with the Ways to Save tool “My Savings Plan" 
web page from which users could view their energy use profile, neighbor 
comparison and start of a Savings Plan, as well as navigate to view their hourly 
and daily gas usage and other energy usage and bill-related information.  

However, based on recent primary research, SoCalGas knows that many 
customers may not enroll in My Account.  The website is simply a channel that 
not all customers will choose to use. 

In the all the post-installation surveys described in Section 7.D.2, customers were 
asked about their likelihood of enrolling in My Account and their interest in 
accessing their consumption data.  Table 14 displays the most current survey 
results. 

Table 14 
Percentage of Residential Customers Likely to  

Enroll in My Account or Use Information 
 November 2013 
Likely to Enroll in My Account 35% 
Unlikely to Enroll in My Account, Interested in Usage 
Information 

38% 

Unlikely to Enroll and Not Interested in Usage Information 27% 
 
The percentage of residential customers who said they are likely to enroll in My 
Account was roughly 35% in the November survey.  SoCalGas currently has 
approximately 31% of its customers enrolled in My Account.  Because 
approximately 38% of customers were unlikely to enroll in My Account, but were 
still interested in gaining access to Advanced Meter usage information, SoCalGas 
launched Bill Tracker Alerts in September 2013.   

8.B  SoCalGas Bill Tracker Alerts 
Bill Tracker Alerts have several key features to help customers maintain a high 
level of “energy usage awareness” and “engagement” with SoCalGas.  First, the 
alerts can be sent via email and/or mobile phone SMS text message.  Mobile 
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phones are nearly universal, much more so than personal computers.13  Second, 
SoCalGas has developed several “easy enrollment” approaches, including My 
Account, an enrollment microsite (see Appendix T), and mail-back business 
response cards.   
 
SoCalGas Bill Tracker Alerts provide AM Billed customers with the following 
information on a weekly basis: 

• Bill-to-Date ($) 
• Projected Next Bill ($) 
• Last year, Same Month Bill Amount ($) [Seasonal comparison] 
• Days Remaining in the Current Billing Cycle (#) 
• Last Month’s Bill Amount ($)*  
• Days Elapsed in the Current Billing Cycle (#)* 
• Choice of weekly email and/or SMS text messages 

* Email only, due to 160 character text limitation 

For Bill Tracker Alerts, Customer Insight Community members consider Bill-to-
Date and Projected Next Bill amount the most important elements. For many, the 
information pertaining to their current balance (Bill-to-Date) is viewed as most 
recent and pertinent, and therefore most actionable.  Appendix M shows samples 
of the various Bill Tracker Alerts email messages.  

Bill Tracker alerts also support a growing trend with customers where they prefer 
to have desired information sent ("pushed") to them as opposed to having to go 
retrieve it on their own (e.g., login to a company website).  These weekly alerts 
help keep a customer's natural gas usage "top of mind" which is a key ingredient 
in creating and maintaining behavioral change. 

“Manage Alerts” is a new section with the “Manage My Account” section of My 
Account that allows customers to enroll in Bill Tracker Alerts and select their 
preferred methods of contact.  Manage Alerts also enables customers to 
unsubscribe from alerts and update their alert preference information.  Non-My 
Account customers can unsubscribe from Bill Tracker Alerts by calling the 
SoCalGas Customer Contact Center (CCC) or reregistering for My Account, then 
unsubscribing. 

                                                           
13 See Public Policy Institute of California, Californians & Information Technology, June 2013.  
http://www.ppic.org/content/pubs/survey/S_613MBS.pdf 
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SoCalGas has also constructed a simplified online enrollment approach for Bill 
Tracker Alerts.  BillTracker.SoCalGas.com is a Bill Tracker Alerts online enrollment 
channel (microsite) that was developed to make it simple and fast for customers 
to subscribe.  The microsite is built with a “responsive design” which allows 
customers to enroll though a desk top or laptop computer, mobile phone or 
tablet device.  In addition, the microsite facilitates both My Account and non-My 
Account customers to sign-up to receive the Bill Tracker Alerts via e-mail and/or 
SMS text message.  SoCalGas customers can also pre-enroll through the microsite 
prior to becoming AM Billed. 
 
In addition to the two online channels supporting Bill Tracker Alerts, customers 
can also enroll by returning a business response card (BRC) from the conservation 
campaign direct mail letters in a SoCalGas return envelope with pre-paid postage.  
Customers only need to provide their preferred email and/or mobile phone 
number on the BRC since all other required information is preprinted on the 
response card.14   

8.C  Opower 
SoCalGas is partnering with Opower, an energy efficiency and customer 
engagement marketing provider, to develop and implement a Home Energy 
Report pilot program for 50,000 AM Billed customers.   
 
The Opower Home Energy Reports (HERs) are promising because they have 
proven successful elsewhere, although SoCalGas will be the first extensive test 
case for a large gas-only utility.  The typical HER is mailed, which means that 
customers do not need a personal computer or be computer literate. However, 
Opower will be testing three combinations of HERs with SoCalGas: 

• Mailed HER 
• Mailed and emailed HER 
• Predominately emailed HER 

The HERs will provide the following based on Opower's "Best Practices":   
 

• Information on energy use:  View of the customer’s energy use, leveraging 
SoCalGas interval data, in the context of the energy use of their neighbors' 
homes that are nearby and similar in size 

                                                           
14 See Appendix M for various Bill Tracker Alert materials. 
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• Progress tracking:  Changes in customer’s energy use over time 
• Ideas on Energy Efficiency: Ways to save energy "tips," including where to 

find SoCalGas information on rebates and other special programs offered 
 
Copies of the Opower collateral materials are provided in Appendix N. 
 
Therefore, the overall strategy for 2013/14 conservation campaign design is to 
include every AM Billed customer (“leave no customer behind”) and increase 
engagement levels through the promotion of Bill Tracker Alerts and the My 
Account Ways-to-Save online tools in order to achieve behavioral change that will 
drive energy conservation of 1% or more. 

8.D  Residential Conservation Campaign Design 
SoCalGas has teamed with Nexant (formerly Freeman, Sullivan & Co.) to develop a 
comprehensive conservation outreach plan (Plan).  The Plan calls for using a test 
and learn program development strategy in which continuous assessment and 
improvement in the performance of feedback programs is the objective.  As 
implementation proceeds from year to year, high performing program design 
options will be retained and offered to an increasingly larger share of customers 
who receive Advanced Meters.  At the same time, new program design 
alternatives will be tested based on the experiences gained from the prior round 
of implementation.  Programs and program design features that are less effective 
will be abandoned or modified.  In this way, over the course of the Advanced 
Meter roll out, the most effective means for encouraging energy savings from 
information feedback will be identified and offered to customers.  A complete 
copy of Nexant’s Plan can be found in Appendix O. 
 
The conservation outreach campaign is occurring during the “heating season” 
that runs from October 1, 2013 through March 31, 2014.  The campaign theme is 
based on a plan to include every eligible AM Billed customer in the marketing 
outreach efforts under the test and learn program design.  Based on the energy 
conservation results at the end of heating season, some underperforming 
customer segments may be excluded from the following year's conservation 
campaign in order to allocate limited marketing resources towards segments that 
have a higher propensity to change behavior and conserve energy, based on the 
Nexant energy conservation analysis.  
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Although in future years, some customers may be excluded from targeted 
conservation campaign outreach activities, every SoCalGas customer will receive a 
letter within 60 days of becoming AM Billed that outlines all the Ways-to-Save 
online tools and information, plus Bill Tracker, enabled by their new Advanced 
Meter.  My Account customers will also receive an email and a notification 
message within the My Account portal highlighting the new functionality. 

Based on the AM module installation schedule, SoCalGas had 558,474 residential 
customers with installed modules that were AM Billed on September 1, 2013.  
This group of customers, plus 19,036 AM Billed business customers represents the 
total audience for the 2013/14 conservation campaign. 
 
These customers were assigned into multiple test cells to address as many 
customer segments as possible.  Approximately half of the total audience was 
assigned into a “control group” and have not received any direct mail or email 
communications from SoCalGas or Opower.  Control groups are necessary to 
ensure accurate measurement of the actual natural gas consumption impacts of 
the conservation campaign customer outreach.   

Through the Nexant energy conservation analysis, SoCalGas will be able to 
identify customer segments that are more likely to take advantage of the 
information feedback options made available and to respond by conserving 
natural gas.  This will include analyzing the performance of various test cell groups 
and conducting "post-responder analysis" on test cells that performed the 
highest, including the overlay of additional SoCalGas customer data (e.g., AM 
customer segment, usage deciles, CARE, My Account, single-family, multi-family, 
Bill Tracker Alerts, etc.). 

The Plan will allow SoCalGas to identify behavioral changes that that lead to 
energy conservation between the following combinations of attributes, customer 
segments, and communication channels: 
 

• Default versus opt-in customers:  Default customers were automatically 
placed into a program (e.g., HER or Bill Tracker Alerts) with the ability to 
opt-out (i.e., unsubscribe).  Whereas, opt-in customers must proactively 
enroll in a program (i.e., Bill Tracker Alerts) and/or visit the Ways-to-Save 
section of SoCalGas.com to receive usage information and savings tips 
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which requires an additional step and can yield reduced 
participation/engagement rates. 

• SoCalGas My Account versus non-My Account customers:  My 
Account customers are thought to be the most “engaged” SoCalGas 
customer segment based on historical program participation levels.  
Non-My Account customers have historically low program 
participation levels. 
Opower eligible versus non-eligible customers:  Opower has a 
proprietary "eligibility screen" based on various criteria developed 
with other utilities over the years that eliminate certain customers 
from receiving Opower HER marketing outreach materials.  The 
Opower eligibility screen yielded a 96% “pass rate” based on the 
total audience.  In addition, SoCalGas is marketing to customers that 
don't pass the Opower eligibility screen as part of our “leave no 
customer behind” strategy for the 2013/14 heating season.  Below 
are some of the factors included in the Opower eligibility screen: 
 Minimum of 12-months of usage data (relaxed for SoCalGas 

program) 
 Type of home (e.g., single family, multi-family, condo, etc.) 
 Rate plan  
 Minimum of 100 quality "neighbors" (homes similar in 

characteristics to which the customer can be compared) 
 Exclusion of overly high or low usage "outliers"  
 Historical program participation rates, including My Account 
 Plus other factors proprietary to Opower 

 
• Medium-to-high usage versus low usage customers:  Residential 

customers were divided into four annual usage quartiles.  The top three 
quartiles represent medium-to-high usage customers and the bottom 
quartile represents low usage customers. 

• Direct mail versus email versus direct mail and email outreach:  The Plan is 
testing various combinations of outreach channels for the SoCalGas 
customer segments. 

• Website versus microsite versus mail-back alert enrollment response 
channel analysis:  For opt-in customers, the Plan will test the preferred 
enrollment channel for customers between the SoCalGas.com website, 
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the BillTracker.SoCalGas.com enrollment microsite, and a business 
response card included in the direct mail solicitations. 

Specifically, the Plan will assess the: 

• Impact of opt-in Bill Tracker Alerts (BTA) on natural gas consumption 
• Relative effectiveness of different marketing messages for opt-in BTA 
• Impact of default BTA on natural gas consumption 
• Impact of default HERs on natural gas consumption 
• Relative impacts of three different types of HERs (email only, paper only, 

paper and email) 
• Relative impacts of default BTA and default HERs among medium to high 

usage My Account customers 

SoCalGas and Nexant considered the full spectrum of experimental and quasi-
experimental options before determining that a randomized encouragement 
design (RED) was the preferred option for the opt-in Bill Tracker Alerts treatments 
and a randomized control trial (RCT) design could be implemented for the default 
enrollment programs.   
 
RED and RCT design options require large control groups for each corresponding 
test cell.  Therefore, out of 558,474 AM Billed residential customers for the 
2013/14 conservation campaign, 43% (241,737) were assigned to a Nexant 
control group, 9% (50,000) to Opower, and the remaining 48% (266,737) were 
incorporated into the SoCalGas test cells.  Figure 4 graphically depicts the overall 
design of the residential conservation outreach campaign.15 
 
 
 
 
 

                                                           
15 Pursuant to D.12-11-015, SoCalGas also is utilizing its Advanced Meter project to support its Energy 
Efficiency non-resource behavioral goals, which contain a 5% behavioral target for residential 
households by 2014. This goal translates to approximately 268,632 customers (5% of 5,372,645 
residential customers).  SoCalGas will separately submit annual reports in 2014 and 2015, which will 
address its efforts in meeting its year Energy Efficiency non-resource behavioral goals adopted in D.12-
11-015.  
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Figure 4 
2013/14 SoCalGas Conservation Test Cell Plan 

Residential Customers 

 

8.E Business Conservation Campaign Design 
SoCalGas had 19,036 of its approximately 250,000 business customers AM Billed 
on September 1, 2013. This number of AM Billed customers was insufficient to 
conduct rigorous impact analyses with an RED or RCT design.  Nonetheless, 
SoCalGas plans to test customer acceptance of two programs among the AM 
Billed business customers – default Bill Tracker Alerts and opt-in Bill Tracker 
Alerts.  SoCalGas plans to conduct impact analyses for these two programs using a 
statistically matched control group of business customers that are not AM Billed.  
Although this impact estimation method is not as precise as a RED or RCT, it is still 
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worthwhile to conduct the matched control group analysis.  If default Bill Tracker 
Alerts or opt-in Bill Tracker Alerts have a relatively large percentage impact on 
usage, this method will be able to detect the effect.  Figure 5 graphically depicts 
the overall design of the business conservation outreach campaign. 
 

Figure 5 
2013/14 SoCalGas Conservation Test Cell Plan 

Business Customers 
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8.F  Hard-to-Reach Community Events 
SoCalGas engaged PRM Consulting (PRM) to pilot a series of community events in 
the Imperial and Riverside counties to extend customer outreach to AM Billed 
hard-to-reach customers October, 2013 through March, 2014.  PRM is engaging: 

• Local community organizations 
• Faith-based-organizations 
• Civic organizations 
• Business organizations 

PRM is participating in local events to increase customer awareness of the 
Advanced Meter enabled Ways-to-Save online tools and information, plus obtain 
enrollments in the new Bill Tracker Alerts.  Appendix Q provides a list of local PRM 
events.  PRM also plans to establish relationships with community papers, Spanish 
language papers and radio, and local schools to increase awareness of Advanced 
Meter enabled programs and services. 
 
Based on the success of the 2013/14 events, SoCalGas may expand these events 
to other communities in 2014/15.  

Although the PRM activities may reach some customers in the Nexant designated 
"control groups," we do not expect that this will have any significant 
"contamination" effect on the energy conservation results of the various test cells 
due to their overall size, as outlined in Section 9.D and 9.E above. 

8.G  Conservation Campaign Update 
SoCalGas and Opower have been executing their respective customer 
engagement conservation communications via direct mail and email under the 
Nexant Plan.  Since the Conservation Campaign will run through March 31, 2014, 
SoCalGas will not have any energy conservation results available until July, 2014. 
Figure 6 represents the Opower marketing calendar and Figure 7 the SoCalGas 
outreach plan in process: 
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Figure 6  
Opower Marketing Calendar 

OPOWER CONFIDENTIAL:  DO NOT DISTRIBUTE
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Figure 7  
SoCalGas Marketing Calendar 

 

 
 
Samples of 2013/14 Conservation Outreach Campaign Collateral Materials are 
included in Appendix R. 
 
 

AM CONSERVATION CAMPAIGN COMMUNICATIONS PLAN (12/16/13)
LETTERS

Test Cell  Oct 11 - 14 Nov 21 - 27 Week Dec 16 Week Jan 13 Week Feb 10 Week Mar 10
S4 Touch 1 Touch 2  Touch 3 Touch 4 

S5A Touch 1 Touch 2 Touch 3 Touch 4 
S5B Touch 1 Touch 2 Touch 3 Touch 4 
S6A Touch 1 Touch 2 Touch 3 Touch 4
S6B Touch 1 Touch 2 Touch 3 Touch 4
P5A Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^
P6A Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^
P5B Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^
P6B Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^

S7A Touch 1 Touch 2 Touch 3 Touch 4
S7B Touch 1 Touch 2 Touch 3 Touch 4
P7B Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^

EMAILS
Cell   October 9 Week Nov 18 Week Dec 16 Week Jan 13 Week Feb 10 Week Mar 10
S4 Touch 1 Touch 2 Touch 3 Touch 4 Touch 5^

S5A Touch 1 Touch 2 Touch 3 Touch 4 Touch 5^
S6A Touch 1 Touch 2 Touch 3 Touch 4 Touch 5^
P5A Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^ Touch 6^
P6A Touch 1 Touch 2 Touch 3 T4-Amazon T5-Amazon^ Touch 6^

S7A Touch 1 Touch 2 Touch 3 Touch 4 Touch 5^
 

Enrolled in Bill Tracker Alerts
Mailed
Dark, no communications
Creative completed
Creative under development

^ Re-mail of Previous Touch (New Johnson Box/Headline/Subject Line)
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8.G.1  Bill Tracker Alerts Enrollment 
As a leading indicator of enhanced customer engagement which can lead to 
behavioral change and energy conservation, SoCalGas has enrolled 40,256 
customers in Bill Tracker Alerts, thus far, representing 15.1% of the total test cell 
population, excluding all the control groups.   
 
Bill Tracker Alerts help customers maintain “top of mind” awareness of their 
natural gas consumption which is critical to creating the ongoing behavioral 
change necessary to achieve energy conservation. 
 
In addition, customers are using multiple channels to enroll in the new alert as 
evidenced in Figure 8.  Moreover, the Bill Tracker Alerts retention rate is running 
at a very high 96.8%, indicating that customers value the weekly email and/or 
SMS text messages that keep them apprised of their bill-to-date, projected next 
bill, last month’s bill, last year same month bill, and the number of days remaining 
in their current billing cycle.  In fact, closed customer accounts represented over 
81% of the unsubscribed Bill Tracker Alerts.   
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Figure 8 
SoCalGas Bill Tracker Alerts 

 
Figures 9.1 through 9.5 display some of the customer characteristics of existing 
AM Billed Bill Tracker Alerts customers, as of December 31, 2013. 
 
 
 
 
 
 
 
 
 
 
 
 
 

Item Count

Total Subscriptions 40,256
 Microsite – Batch (Auto/default enrollments) 28,184

 Microsite – Online @ billtracker.socalgas.com 6,197

 Microsite – Business Response Cards (BRC) 3,362

 Microsite – Hard-to-Reach Events (HTR) 186

 My Account/CSR – ‘Manage Alerts’ 2,328

Total Unsubscriptions 1,275  (3.2%)
 By customer (subscribed via Microsite) 235

 By customer (subscribed via My Account) 25

 By System (i.e., Account Closed) 1,035

Total Active subscriptions 38,981
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Figure 9.1 
SoCalGas Bill Tracker Alerts Customer Characteristics 
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Figure 9.2 
SoCalGas Bill Tracker Alerts Customer Characteristics 
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Figure 9.3 
SoCalGas Bill Tracker Alerts Customer Characteristics 
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Figure 9.4 
SoCalGas Bill Tracker Alerts Customer Characteristics 

 

 
 
* As of January 2014, CARE customers accounted for 29.28% of SoCalGas’ customer base. The Test Cell population 
for this Conservation Campaign contained 32.35% CARE customers. 
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Figure 9.5 
SoCalGas Bill Tracker Alerts Customer Characteristics 

 

 
 
* The breakdown by residential customer type in the Test Cell population for this Conservation Campaign 
contained 28% Multifamily and 72% Single Family. 
 
 

8.G.2  “Ways to Save” tool utilization 
Over the course of 2013, a total of 116,392 residential My Account users (both 
new and return users) had engaged with the Ways to Save tool “My Savings Plan" 
web page from which users could view their energy use profile, neighbor 
comparison and start of a Savings Plan, as well as navigate to view their hourly 
and daily gas usage and other energy usage and bill-related information.  

 

Single 
Family 
76%* 

Multi-
Family 
24%* 
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SoCalGas will document the energy conservation savings realized by each of the 
ten test cells in the August, 2014 Semi-Annual Advanced Meter report based on 
Nexant’s analysis and their conservation campaign final report. 

Chapter 9 - Financial Status 
To track expenses during the project, Ordering Paragraph 7 of the Decision, stated 
 

“Southern California Gas Company shall file an advice letter no later than 
30 days from the effective date of this decision, establishing a balancing 
account and detailing the cost recovery mechanism in conformance with 
this decision.  Southern California Gas Company is authorized to recover 
deployment costs up to $1.0507 billion in this account, plus additional 
amounts, if any, consistent with the terms and conditions of the Risk 
Sharing Mechanism approved in Ordering Paragraph 2.” 

 
On August 4, 2010, the CPUC approved AL 4110, effective April 8, 2010, which 
established the Advanced Meter Infrastructure Balancing Account. 
 
The CPUC approved budget of $1,050 million for the SoCalGas Advanced Meter 
project was augmented by re-directing $13.5 million of previously approved 
General Rate Case funding for a Remote Automated Meter Reading (RAMR) 
project.  SoCalGas halted the implementation of its RAMR project (a drive-by 
meter reading system) when its AMI application was submitted, and in the AMI 
application requested that this funding be re-directed to the AMI project   In D.10-
04-027, the CPUC approved this request.16  The total budget for the SoCalGas 
Advanced Meter project is $1,064 million, which included a contingency fund of 
$68.7 million.  
 
Table 15 displays the Advanced Meter spending through December 2013, by the 
major project activities, and also displays the forecast for the entire project.  At 
this point, SoCalGas believes the project will be delivered within the approved 
budget. 

                                                           
16 A.08-09-023, Prepared Direct Testimony of Edward Fong, page 15. 
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Table 15 
Financial Results  

Recorded 2010 through December 2013 
Forecast July 2013 – 2017 

  2010 2011 2012 YE 2013 
Project to 

Date 
Project Forecast 

Project Management Office 2,619 6,477 6,634 4,945 20,675 29,720 

  
120 3,718 28,410 116,483 148,731 519,903 

Meters, Modules & Installation 
Network 777 3,744 14,429 23,805 42,755 87,800 

Information Technology 6,011 16,873 21,931 16,015 60,830 96,412 

Customer Outreach 324 1,027 2,085 5,502 9,003 26,282 

Employee Awareness 65 3,078 3,732 2,088 8,898 11,848 

Other 303 0 710 3,097 4,110 13,360 

Taxes 
   

  
27,845 

Overheads & AFUDC 2,382 10,828 23,663 33,812 70,684 225,842 

Contingency 
   

  
25,244 

  
   

  
  

Total 12,601 45,745 101,594 205,746 365,686 1,064,257 

 

The sequencing of the spending to date is typical of the pattern for virtually all 
such major projects.  The early years of the project are spent organizing the large 
project team; developing new business processes; and, building and 
implementing the information systems that support the construction of the DCUs 
and installation of the modules.  The SoCalGas plan always contemplated that the 
DCUs would be constructed prior to the installation of the modules so that the 
modules would be immediately effective in delivering benefits to customers.  
Finally, the modules themselves would be installed.  As indicated in Chapter 2, 
SoCalGas began installing its DCUs in June 2012, and its modules in October 2012. 
 
Table 15 displays a spending pattern consistent with that plan.  In 2010 and 2011, 
SoCalGas spent $58.3 million.  Almost half - $22.8 million - was spent on 
information systems.  The second largest activity was the Project Management 
Office at $9.1 million.  The primary activities performed in the PMO were to 
develop the new business processes around which the IT systems were built, and 
to develop the governance and financial systems to be used through the project 
fruition.  The third largest activity involved the planning for the network 
construction, which totaled about $4.5 million. 
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In 2012, the pattern shifted.  First, the project pace accelerated.  SoCalGas spent 
almost twice as much in 2012 ($101.6 million) as it had in 2010 and 2011 
combined ($58.3 million).  The largest spending activity – almost $28 million – was 
for the purchases of new meters and modules and the commencement of their 
installation in October 2012.  The second largest activity involved the continued 
building and implementation of information systems at $21.9 million.  The third 
largest activity was the construction of the DCUs at about $15 million.  In both 
2011 and 2012, SoCalGas spent over $3 million in training and preparing its 
employees to use the new Advanced Meter technology. 
 
The 2013 spending reflected a project in full construction.  The purchase and 
installation of meters and modules dominated at almost $116 million.  The second 
largest activity is the continued construction of the communications network at 
approximately $24 million.  The continued building of information systems was 
the third largest activity at about $16 million. 
 
The project forecast is displayed in the right hand column of Table 15.  While this 
report will not contain a comparison of current spending to the business case, 
some overall trends can be identified.  The first is that the contingency fund of 
about $25 million is below the approved contingency of $68.7 million.   
 
Most of this money was redirected to activities related to informing customers 
about the SoCalGas Advanced Meter project.  The business case underlying the 
application contained about $10 million for general customer outreach.  As Table 
15 shows, SoCalGas now expects to spend approximately $26.2 million, over twice 
as much as contemplated in the business case.  
 
This shift is driven largely by two factors.  First, smart meters became a ‘front 
page’ issue as the electric utilities in California implemented their AMI projects.  
Heightened customer awareness in California about smart meters elevated the 
importance of SoCalGas having an effective outreach program.  Second, the CPUC 
decision, in both letter and spirit, instructed SoCalGas to perform outreach to all 
of its customers, including contracting with community and faith based 
organizations to reach hard-to-reach customers.  The current SoCalGas budget 
reflects more aggressive customer outreach than planned in the original business 
case.   
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The remaining use of the contingency is distributed across multiple cost 
categories. 
 

Chapter 10 - Meter Reading Work Force Impacts 
The Meter Reading work force is the most significantly impacted by the Advanced 
Meter project as Meter Reading positions will be virtually eliminated by the 
project.  Both SoCalGas and the CPUC are concerned about these impacts.  The 
Commission specifically addressed this concern.  Ordering Paragraph 1 of the 
Decision states: 
 

“Southern California Gas Company shall supplement by $1 million its 
funding for workforce retention and retraining.  This fund is established to 
better protect the employment interests of Southern California Gas 
Company’s meter reading workforce and should be used to extend 
severance, vocational training, and other transitional opportunities to 
employees affected by the decision to pursue advanced metering 
infrastructure.” 

 
In response to this direction, SoCalGas set aside funding in its Educational 
Assistance Fund specifically to support the Meter Reading personnel in place in 
April 2010.  As of December 31, 2013, meter readers had been reimbursed 
approximately $90,200 through this fund.  While this fund has not been heavily 
utilized by meter readers, they have been active in seeking employment 
opportunities within the Company.    
 
To assist full-time meter reading personnel in finding other positions within the 
Company, SoCalGas negotiated a Priority Placement Program.  The Program 
provided Meter Reading personnel who were full-time in April 2010, with 
enhanced priority in bidding for positions elsewhere in the Company.  Employees 
had a choice as to whether or not they wanted to participate. 
 
Table 16 displays the current status of those Meter Reading personnel who were 
employed in April, 2010, when the project was approved by the CPUC. 
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Table 16 
Status of Meter Reading Personnel Employed in April 2010 

Meter Reading 
Personnel 

Work Force 
in April 2010 

Remain in 
Meter Reading  
December  31, 

2013 

Left Company Transition 
Within 

Company 

Full-time 166 45 18 
640 

Part-time 818 135 146 
Management 46 26 4 17 

Total 1,030 206 168 657 
Percent of Work 

Force 
100% 20.00% 16.31% 63.79% 

 

As Table 16 shows, almost 650 employees (60 percent of the non-management 
Meter Reading workforce) have transitioned to another position within the 
Company.  About 17 percent of those employed in 2010 have left the Company 
and 206 employees (20 percent) remain in the Meter Reading organization.     
 
180 of the remaining 206 employees are full-time and part-time Meter Reading 
employees.  As indicated above, the 45 full-time employees had the opportunity 
to participate in the Priority Placement Program.  As of 2013, all full-time Meter 
Reading employees who qualified and wished to participate in the program did 
so, and the Program is no longer being utilized.  



78 
 

 

 

 

Appendices 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



79 
 

Appendix A 
Sample Data Collection Unit Installations 

 
1. Wood Pole 
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2. Concrete Pole 
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3. Steel Pole  
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4. Attachment 
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Appendix B 
Master Schedule of Warehouse Openings and Closings 

 
 

 
 Warehouse Start End # of Modules 

to Install 

Area A 

Sun Valley 4/1/2013 5/15/2015 253,846 
Northridge 9/3/2013 8/21/2015 403,428 
Valencia 8/24/2015 12/31/2015 113,435 
Lancaster 1/4/2016 5/31/2016 121,968 
Santa Monica 6/1/2016 1/27/2017 208,878 
Bakersfield 4/15/2013 11/22/2013 102,468 
Visalia 11/4/2013 10/31/2014 186,231 
Templeton 11/3/2014 2/27/2015 26,357 
Morro Bay 11/3/2014 2/27/2015 34,335 
Nipomo 3/2/2015 7/31/2015 85,154 
Santa Barbara 8/3/2015 11/30/2015 56,186 
Oxnard 12/1/2015 10/14/2016 188,038 

Area B 

Irwindale 3/4/2013 11/21/2014 441,915 
Chino 11/24/2014 4/30/2015 121,359 
Rancho 
Cucamonga 5/1/2015 11/30/2015 178,606 

San Bernardino 12/1/2015 8/31/2016 213,448 

Area C 

South Gate 10/29/2012 4/18/2014 351,782 
Los Angeles 4/21/2014 12/31/2015 528,191 
Lawndale 1/4/2016 3/31/2017 273,352 
San Pedro 1/4/2016 3/17/2017 99,725 

Area D 

El Centro 2/4/2013 5/10/2013 36,646 
Indio 5/13/2013 11/22/2013 195,678 
Perris 12/2/2013 1/30/2015 295,501 
Hemet 12/2/2013 7/31/2014 100,520 
Corona 8/1/2014 4/24/2015 111,121 
Garden Grove 2/2/2015 7/29/2016 606,112 
Laguna Niguel 8/1/2016 2/28/2017 248,038 
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Appendix C 
DCU Construction Notification Letter 

 
Date 
 
Dear Valued Customer: 
 
In the upcoming weeks, an authorized contractor of Southern California Gas Company 
(SoCalGas®) will be working in your neighborhood to install equipment to support the advanced 
meter communication network. This effort is the first step towards upgrading our metering 
technology which will transform the way we deliver service to our customers and enhance your 
ability to manage your energy usage. Enclosed please find additional information regarding the 
advanced meter project. 
 
The installation of the communication network may involve the construction of a new pole 
and/or replacement of an existing pole to support our network communication equipment. 
During this time, we may need to excavate within a designated area in your neighborhood and 
maintain a safe working environment within your community. We apologize in advance for any 
inconvenience during our construction. 
 
If you have any questions, please contact me and I will be happy to assist you.  
 
Sincerely, 
  
Construction Project Manager 
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Appendix D 
Cities with All DCUs Installed (as of December 31, 2013) 

 

Cities Counties 
ADELANTO EASTVALE PASADENA Imperial County 
ALHAMBRA EL CENTRO PERRIS 

 ARCADIA EL MONTE PICO RIVERA 
 ARTESIA FULLERTON POMONA 
 BAKERSFIELD GARDEN GROVE PORTERVILLE 
 BALDWIN PARK GLENDALE RANCHO CUCAMONGA 
 BANNING GLENDORA REEDLEY 
 BEAUMONT GRAND TERRACE ROSEMEAD 
 BELL GROVER BEACH SAN FERNANDO 
 BELL GARDENS HANFORD SAN GABRIEL 
 BELLFLOWER HAWAIIAN GARDENS SAN JACINTO 
 BEVERLY HILLS HAWTHORNE SAN MARINO 
 BLYTHE HEMET SANTA FE SPRINGS 
 BRAWLEY HOLTVILLE SANTA MARIA 
 BREA HUNTINGTON PARK SHAFTER 
 BUELLTON IMPERIAL SOLVANG 
 BUENA PARK INDIO SOUTH EL MONTE 
 BURBANK INDUSTRY SOUTH GATE 
 Calexico INGLEWOOD SOUTH PASADENA 
 CALIMESA IRWINDALE STANTON 
 CALIPATRIA JURUPA VALLEY TAFT 
 

CARSON 
LA CANADA 
FLINTRIDGE TEMECULA 

 CATHEDRAL CITY LA HABRA TEMPLE CITY 
 CERRITOS LA HABRA HEIGHTS TULARE 
 CLAREMONT LA PALMA TWENTYNINE PALMS 
 COACHELLA LA PUENTE VERNON 
 COLTON LAKEWOOD VILLA PARK 
 COMMERCE LEMOORE VISALIA 
 COMPTON LOMPOC WALNUT 
 CORCORAN LYNWOOD WASCO 
 COVINA MENIFEE WEST COVINA 
 CUDAHY MONTEBELLO WESTMINSTER 
 CYPRESS MONTEREY PARK WESTMORLAND 
 DELANO MORENO VALLEY WHITTIER 
 DESERT HOT SPRINGS NORCO YUCAIPA 
 DINUBA NORWALK YUCCA VALLEY 
 DOWNEY PALM DESERT 

  DUARTE PARAMOUNT 
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Appendix E 
Radio Disney Samples 
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90 
 

Appendix F 
July, 2013 Bill Insert 
Front and Back Page 
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Appendix F 
July, 2013 Bill Insert 

Inside Pages 
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Appendix F 
My Account Email 
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Appendix G 
Pre Installation Letter 

Front 
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Appendix G 
Pre Installation Letter 

Back 
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Appendix G 
Pre Installation Envelope 
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Appendix G 
Advanced Meter Overview 

Front (English) 
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Appendix G 
Advanced Meter Overview 

Spanish 
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Appendix H 
Frequently Asked Questions “Pocket Cards” 

English 
    

 
 

 
 



99 
 

Appendix H 
Frequently Asked Questions “Pocket Cards” 

Spanish 
 

 
 
 



100 
 

Appendix H 
Remediation Pocket Card 
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Appendix I 
“Successful Installation” Door Hanger 

Front 
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Appendix I 
“Successful Installation” Door Hanger 

Back 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 

Follow-up Letter (English) 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 

Follow-up Letter (Spanish) 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 

Schedule an Appointment First Attempt Email 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 
Schedule an Appointment Second Attempt Email 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 

Schedule an Appointment First Attempt Letter 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 
Schedule an Appointment Second Attempt Letter 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 

Schedule an Appointment Final Notice Letter 
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Appendix J 
“Unsuccessful Installation” Collateral Materials 

First, Second and Final Attempt Appointment Envelopes 
 
 
 
 
 
 
 
 
 

 
 
 

 
 

 
 
 
 
 
 

 



111 
 

Appendix K 
AM Billed Notifications 
30 Days AM Billed Email 
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Appendix K 
AM Billed Notifications 
45 Day AM Billed Letter 
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Appendix K 
AM Billed Notifications 

45 Day AM Billed Letter Envelope 
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Appendix L 
Deferral Sticker and Door Hanger 
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Appendix L 
Deferral Door Hanger 
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Appendix M 
Bill Tracker Alert Emails (My Account) 

Welcome Email 
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Appendix M 
Bill Tracker Alert Emails (My Account) 

Weekly Alert Email 
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Appendix M 
Bill Tracker Alert Emails (My Account & non-My Account) 

Preference Change Confirmation 
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Appendix M 
Bill Tracker Alerts 

Bill Tracker Alert Emails (My Account & Non My Account) 
Unsubscribe Confirmation 
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Appendix M 
Bill Tracker Alert Emails (Non-My Account) 

Welcome Email 
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Appendix M 
Bill Tracker Alert Emails (Non-My Account) 

Weekly Alert Email 
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Appendix N 
Opower Collateral Materials 

Opower Email Report 
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Appendix N 
Opower Collateral Materials 

Door Hanger 
                              Front 
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Appendix N 
Opower Collateral Materials 

 
 

Door Hanger 
Back 
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Appendix N 
Opower Collateral Materials 

Welcome Insert 
Front 
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Appendix N 
Opower Collateral Materials 

Welcome Insert 
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Appendix N 
Opower Collateral Materials 

Home Energy Report 
Front 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 



128 
 

Appendix N 
Opower Collateral Materials 

Home Energy Report 
Back 
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Appendix O 
Nextant Conservation Plan 
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Appendix O 
Nextant Conservation Plan Final Test Cell Design 
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Appendix O 
Nextant Conservation Plan Final Test Cell Design 
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Appendix P 
Socalgas.com Ways-to-Save Residential Screen Shot 
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Appendix P 
Socalgas.com Ways-to-Save “Analyze Usage” Screen Shot 
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Appendix P 
Socalgas.com Ways-to-Save Business Screen Shot 
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Appendix Q 
PRM Community Events 

Events Attended in 2013 

Date Event Location 

10/24/2013 Indio Chamber Event Indio 

11/2/2013 IID Lamp Exchange Indio 

11/9/2013 Cattle Call Parade Brawley 

11/16/2013 IID Lamp Exchange El Centro 

11/16/2013 Honey Festival Westmoreland 

12/7/2013 Tamale Festival Indio 

12/8/2013 Tamale Festival Indio 

12/13/2013 Xmas in a Small Town Imperial 

1/9/2013 IV Joint Chambers Imperial 

2014 Events 

Date Event Location 

1/11/2014 La Quinta Health Fair La Quinta 

1/24/2014 - 1/26/2014 Southwest Arts Festival Indio 

2/8/2014 Carrot Festival Holtville 

2/14/2014 - 2/15/2014 County Fair Indio 

2/15/2014 Mardi Gras Event El Centro 

2/16/2014 - 2/23/2014 County Fair Indio 

2/28/2014 - 3/9/2014 Mid Winter Fair Imperial  
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

October Letter 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

October Envelope 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

October Email 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

October Auto Enrolled Postcard (Inside) 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

October Auto Enrolled Postcard (Outside) 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

October Auto Enrolled Email 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

November letters, inserts, envelopes & emails 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

November letters, inserts, envelopes & emails 
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Appendix R 
2013/14 Conservation Outreach Campaign Collateral Materials 

December letters, inserts, envelopes & emails 
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Appendix S 
socalgas.com Advanced Meter Online Information Pages 
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Appendix T 
billtracker.socalgas.com Enrollment Microsite 
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Appendix U 
IKahan Media 
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