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Southern California Gas Company
Advanced Meter Semi-Annual Report

Introduction

This is the fourth Semi-Annual Report (“Report”) regarding the progress of Southern California
Gas Company’s (“SoCalGas”) Advanced Meter project. In Decision (“D.”) 10-04-027, the
California Public Utilities Commission (“CPUC” or “Commission”) authorized the project.
Ordering Paragraph 5 required 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.”

Chapter 1 - Project Overview and Summary

In addition to the specific requirements identified in D.10-04-027, this Report provides overall
status of SoCalGas’ Advanced Meter project through December 31, 2014 and builds upon
previous Reports by highlighting project changes and activities that have taken place as of July
1, 2014. Previous Report filings may be accessed on SoCalGas’ website.”

The Advanced Meter infrastructure consists of two primary components — a meter transmission
unit (“MTU” or “module”) attached to SoCalGas meters, and a communications network
consisting of data collection units (“DCU”) installed across the SoCalGas service territory. Data
from the modules is communicated to the DCUs and then transmitted to SoCalGas’ back-office
systems. Operational highlights of the infrastructure and performance of the system as of
December 31, 2014 include:

! http://www.socalgas.com/regulatory/A0809023.shtml|
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e About 453 SoCalGas employees installing modules

e Over 2.8 million modules installed

e Nearly 80 percent - over 3,000 DCUs — are constructed or ready to construct

e Approximately 96 percent of the installed modules have been deemed ‘Billing Ready’
and are now used or ready for billing customers

In November 2014, SoCalGas launched its second targeted heating season conservation
campaign. This campaign incorporates lessons learned and key findings from the initial
conservation campaign launched in October 2013 and extending through March 2014. A
comprehensive evaluation of the results of this second campaign and additional findings from
the treatments tested in the first campaign will be provided in the August 2015 Report.

Although the Advanced Meter project is currently meeting its schedule, budget and major
project milestones, SoCalGas continues to face challenges in constructing the network.
SoCalGas has implemented a proactive public outreach strategy to educate and inform
impacted residents, businesses, and municipalities of network installation to help mitigate
potential concerns. However, as noted in previous Reports, a potential obstacle to completing
construction of the network in accordance with the approved schedules continues to be select
municipalities refuting the CPUC’s preemptory jurisdiction over utility facilities. These
municipalities assert that their local ordinances require utilities to secure conditional use
permits and other discretionary permits. These discretionary permits (which are ordinarily
preempted by CPUC’s general jurisdiction over the public utilities) could effectively give a
municipality the unilateral right to significantly modify the planned location or design of the
DCUs and could even preclude the installation of DCUs by the utility. If these municipalities
continue to assert their current positions, they will significantly delay the installation timeline,
result in adverse financial impacts, and jeopardize SoCalGas’ customer benefits.

Chapter 2 - Module Installation and Network Construction Status

2.A Module Installation Status
SoCalGas has installed 2,877,639 modules through the end of 2014, with its first installation
dating back to October 2012. Table 1 displays the installations performed by Advanced Meter

Mass Install personnel and identifies installations completed by other SoCalGas personnel.

Appendix A provides the latest timeline of planned warehouse opening and closings.



Table 1
Module Installations by Personnel Group

Advanced Meter Installations 2,051,788 601,332 2,653,120
Other SoCalGas Personnel 0 224,519 224,519
Total Installations 2,051,788 825,851 2,877,639

About 92 percent of the modules are being installed by Advanced Meter personnel, with about
8 percent being installed by other SoCalGas personnel. 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; replacing existing curb
meters with new curb meters containing a pre-installed module; and when meters are changed
through the normal course of business.

As Table 1 displays, about 71 percent of the modules were installed on existing meters, while
29 percent of the time, the meter was replaced with a new meter with a module already
installed.

Installation teams work out of warehouses leased specifically for the Advanced Meter project.
As of December 31, 2014, there were 453 installers employed. Table 2 provides an overview of
the installation workforce for each of the warehouses opened through December 2014.

Table 2
SoCalGas Installation Workforce by Warehouse

Northridge 49
LAX 22
Valencia 64
Irwindale 58
South Gate 64
Los Angeles 65
Perris 44
Mission Viejo 30
Anaheim 57
Total 453

Throughout the project, the Advanced Meter team has experienced some injuries and
incidents. Table 3 displays safety results through year-end 2014. SoCalGas aspires to have zero
incidents and has taken a proactive approach in providing its Advanced Meter team with



additional safety and training resources. SoCalGas continues to have an additional day
dedicated to safety in the installer training curriculum and as part of its “Safe and Sound” Safety
Campaign, SoCalGas continues to create and share short safety films to promote safe behavior
at the workplace and at home.

Table 3
Advanced Meter Safety Incidents
Through December 31, 2014

Occupational Safety & Health
Administration (“OSHA”) 36 5.47
Controllable Motor Vehicle
Incidents (“CMVI”) 24 >-91
Lost Time Incidents (“LTI"”) 10 1.52

*OSHA Rate is the number of incidents per 200,000 hours worked
*CMVI Rate is the number of incidents per million miles driven
*LTI Rate is per 100 workers

2.B Communication Network Construction Status

The communications network consists of DCUs deployed across the SoCalGas service territory.
The DCUs receive the meter reading data from the modules 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.

As of the end of 2014, SoCalGas planned to install nearly 3,862 DCUs; however, based on the
latest propagation study provided by Aclara, the technology vendor, and as SoCalGas continues
to refine the network to improve system performance there may be plans to install nearly
4,300 DCUs. 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 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. To achieve this goal, most modules will communicate with at least three
DCUs. The actual number of DCUs to be installed is determined by a two-step process. After
these DCUs are installed, SoCalGas evaluates the performance of the network and identifies
gaps in the network. SoCalGas then installs additional DCUs to remediate these deficiencies in
performance.



SoCalGas’ plan is to install DCUs prior to the scheduled module installation so that data can be
received soon after the module is installed. Overall, SoCalGas has achieved this goal. Table 4
displays the status of the SoCalGas network as of December 31, 2014.

Table 4
Status of DCUs through December 31, 2014

Installed 3,022 78%
Ready to Construct 41 1%
Negotiating with Local o
Governments/Other Third Parties 721 19%
Not Started 78 2%
Total To Be Installed 3,862 100%

Nearly 80 percent of the network has been constructed or is ready to construct. By December
31, 2014, SoCalGas installed 3,022 DCUs with an additional 41 DCUs ready for construction.
SoCalGas continues to negotiate with local governments and third parties to install the
remaining DCUs in the network. Table 5 displays the locations of installed DCUs to date.

Table 5
Location of Installed DCUs

SoCalGas Owned Poles in
SoCalGas Facilities 57
Public Right of Way 2,118
Caltrans Right of Way 24
Private Easement 57
Total 2,256
Attached to Third Party Assets
Los Angeles Bureau of Street Lighting 342
SCE Street Lights 200
PG&E Street Lights 19
SDG&E Street Lights 23
Other Cities Street Lights 182
Other Public/Private Assets 0
Total 766
Total DCUs Installed 3,022




To date SoCalGas has installed DCUs on a SoCalGas owned pole in the public right of way under
its franchise nearly 75 percent of the time. The second most common method has been to
install DCUs on local government-owned street lights.

When a DCU is attached to a third party owned asset, SoCalGas negotiates a contract with the
asset owner which usually includes:

e Feesto lease the space on the asset; and,

e Energy rates for the electricity to power the DCU.

SoCalGas has executed contracts with Pacific Gas & Electric Company (“PG&E”), Southern
California Edison Company (“SCE”), San Diego Gas & Electric Company (“SDG&E”), City of Los
Angeles Bureau of Street Lights (“BSL”) and has reached contract agreements with 158 cities
and 6 counties.’

Of the 12 counties and 205 cities in the SoCalGas service territory, SoCalGas has finished
installing DCUs in 3 counties and in 130 cities/communities.> SoCalGas is in active negotiations
with several cities and counties to continue installing the remaining DCUs. Cities and counties
have been reopened due to network optimization. To ensure area coverage, the project has
reassessed cities and counties that have been completed with the original design and added
DCUs where necessary.

With 3,022 DCUs constructed, SoCalGas has received 154 complaints and 42 inquiries, including
concerns about the DCUs 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 52 DCUs. Otherwise, the concerns have been resolved without relocating the DCU.

Where the DCU design point falls entirely within private property, SoCalGas negotiates
easements with the private property owner(s). Installations of this type usually require a
contract to secure the right to locate on the third party property.

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. Given the
preponderance of new poles, most of the DCUs are solar powered. Table 6 shows the
breakdown between solar and A/C powered DCUs.

? 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.

3 Appendix B provides a list of the counties and cities with fully installed as of December 31, 2014.



Table 6
Power Source for DCUs

3,022 2,297 725

Chapter 3 - System Performance
The areas of billing, Customer Service Field, and presentment of hourly gas consumption data

to customers are key elements for measuring 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. This has direct impacts to both billing and the
presentment of hourly gas consumption data to customers. 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

SoCalGas’ back office systems.
Table 7

Module Communication Status

Total Modules Installed 2,877,639

Modules Installed — Incomplete Network 691,993 24.0%

Modules Installed with Complete Network ! 2,185,646 76.0%

Delivering 100 Percent of Expected Reads 1,966,159 90.0%
Missing 1-12 Reads 115,643 5.3%
Missing More Than 12 Reads’ 99,555 4.6%
Missing All Reads 4,289 0.2%

! Number of modules installed within full DCU coverage; full DCU coverage indicates that all planned DCUs for a

given area are operational
2 Missing more than 12 reads but at least one read has been communicated

About 76 percent of the modules have been installed where network has been completed and
only about 24 percent of modules are installed where the network is incomplete. SoCalGas
generally installs modules where the network is available; however, some exceptions to
installing outside of an available network include instances when new business meters are
connected and routine meter changes are being performed. Additionally, when a meter fails in
the field, it is replaced with an integrated meter and module, regardless of whether the

network is installed or not.



As illustrated in Table 7, nearly 90 percent of the installed modules within a completed network
are successfully communicating all of a customer’s hourly data on a monthly basis. About 5
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 a
module performing at this level to be problematic for billing as enough hourly data is being
received for these 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.

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.

Table 8
Advanced Meters Utilized for Billing

2,877,639
2,753,839
2,691,241
2,687,238
4,003
99.60%
0.25%
0.15%

Approximately 96 percent of the installed modules have been deemed ‘Billing Ready’ and are
now used or ready for billing customers. Of the remaining four 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.*

* As referenced in Chapter 2, additional DCUs may have to be added to improve system performance.
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For the Billing Ready modules, the system provides a high percentage of accurate reads. About
99 percent of the reads requested were actual, accurate reads. The system also provided an
additional 0.25 percent of reads which were ‘estimated reads’ based substantially on reads
received earlier in the month, rather than on a particular designated day. Only about 0.15
percent of the reads could not be provided by the Advanced Meter system.

In July 2013, SoCalGas implemented software that enabled the utilization of automated reads
for the initiation of new service. With Advanced Meter automation, 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. SoCalGas’ Customer Service Field organization has seen a reduction of nearly
400,000 orders since the implementation of the automated reads for the initiation of new
service.

Chapter 4 - Financial Status
To track expenses during the project, Ordering Paragraph 7 of the D.10-04-027, 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 Advanced Metering Infrastructure
(“AMI”) application was submitted, and in the AMI application requested that this funding be
re-directed to the Advanced Meter project. In D.10-04-027, the CPUC approved this request.”
The total budget for the SoCalGas Advanced Meter project is $1,064 million, which included a
contingency fund of $68.7 million.

Table 10 displays the Advanced Meter spending through the end of 2014, by the major project
activities, and also displays the forecast for the entire project. SoCalGas believes the project
will be delivered within the approved budget.

> A.08-09-023, Prepared Direct Testimony of Edward Fong, page 15.
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Table 9
Financial Results (in Thousands)
Recorded 2010 through December 2014
Forecast July 2013 - 2017

Project
Management | 2,619 | 6,477 | 6,634 | 4,945 | 4,023 24,698 29,720
Office
Meters,
Modules & 120 | 3,718 | 27,957 | 116,004 | 184,236 | 332,035 | 519,903
Installation
Network 777 | 3,744 | 14,429 | 23,805 | 18,796 | 61,551 86,827
Information 6,011 | 16,873 | 21,931 | 16,015 | 10,491 | 71,321 95,562
Technology
Customer 324 | 1,027 | 2,085 | 5502 | 5,195 14,133 28,105
Outreach
Employee 65 3,078 | 3,732 | 2,088 | 1,051 10,014 11,848
Awareness
Other 303 - 1,162 | 3576 | 4517 9,558 13,360
Taxes 27,845
Overheads& |, 5o, | 10828 | 23,663 | 33,812 | 40499 | 111,183 | 225,842
AFUDC
Contingency 25,244
Total 12,601 | 45,745 | 101,594 | 205,746 | 268,307 | 634,494 | 1,064,257

The sequencing of the spending to date is typical of the pattern for many major projects. The
early years of the project were 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. SoCalGas’ plan contemplated that
the DCUs would be constructed prior to the installation of the modules so that the modules
would be effective in delivering benefits to customers. As indicated in Chapter 2, SoCalGas
began installing its DCUs in June 2012 and its modules in October 2012.

Table 9 displays spending patterns as described in previous Reports. The purchases and
installation of meters and modules continue to be the primary spending at approximately $184
million in 2014; the amount spent in this area is higher compared to other years primarily due
to the increase of installations in 2014. SoCalGas installed nearly 65 percent more modules in
2014 compared to 2013. The second largest activity is the construction of the communication
network at approximately $18.8 million in 2014 and lastly, the continued build of information
systems at $10.5 million through December 2014.
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The contingency fund continues to be approximately $25 million, as stated in previous Reports.

Chapter 5 - 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 D.10-04-027 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 Enhanced Educational Assistance
Fund specifically to support the Meter Reading personnel in place in April 2010. As of
December 31, 2014, meter readers had been reimbursed approximately $102,200 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.

Table 10 displays the current status of those Meter Reading personnel who were employed in
April, 2010, when the project was approved by the CPUC.

Table 10
Status of Meter Reading Personnel Employed in April 2010

Full-time 166 27 16 687
Part-time 818 83 171
Management 46 19 7 20
Total 1,030 129 194 707
Percent of Work 100% 13% 19% 69%
Force

As Table 10 shows, 707 employees (69 percent of the Meter Reading personnel from April
2010) have transitioned to another position within the Company. Nineteen percent of those
employed in 2010 have left the Company and 129 employees (13 percent) remain in the Meter
Reading organization.
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SoCalGas continues to encourage Meter Reading employees to explore all opportunities outside
of the Meter Reading organization.

Chapter 6 — Community Education and Outreach

SoCalGas personnel perform an array of outreach activities to inform customers about
Advanced Meter project activity. SoCalGas developed a local stakeholder education and
community outreach program to ensure every city and county SoCalGas serves is addressed.
During the network construction process, outreach is done at the city level with initial city
briefings to the city manager and staff including presentations to city councils. Qutreach to the
community includes, but is not limited to: one-on-one customer meetings, door knocking; and
meetings with homeowner associations, community/neighborhood councils, and community
groups. These efforts include briefing local elected officials, media outreach, community town
hall events and local speaking engagements.

The importance of SoCalGas’ outreach efforts was illuminated in the City of Laguna Hills. During
a city council meeting, concerns arose from residents in the Nellie Gail Community over the
installation of a DCU on a new concrete pole. After the meeting, SoCalGas’ outreach, public
affairs and site acquisition teams took note and obtained the community’s input to alternate
locations as to where the DCU could be installed. Through close collaboration, SoCalGas was
able to obtain a new proposal to relocate the DCU on an existing city-owned street light pole in
another area within the neighborhood. SoCalGas was able to meet its network requirements
and address customer concerns by moving the DCU to a less intrusive location.

6.A Outreach Organizations and Events
In the time frame of July 1 through December 31, 2014, SoCalGas completed over 200 outreach
efforts.

Outreach efforts are complemented by a number of local organizations who simultaneously
perform outreach activities under contract to SoCalGas. SoCalGas continues to partner 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 and
customers in specific Advanced Meter installation areas. As of December 2014, 133
organizations have been contracted to support outreach activities for the project. Appendix C
provides a list of organizations contracted through GeM.

Each organization provides a specialized focus allowing SoCalGas to reach a target audience in a
given geography. The strength of the program is the ability to leverage resources and
experience to create awareness and educate communities of the Advanced Meter project
benefits.
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During the Training Occupational Development Educating Communities (“TODEC”) Legal Center
Annual Community Festival and Feria Educativa, SoCalGas received recognitions from a group
of elected officials. Additionally, SoCalGas was featured on KABC Channel 7 by the Consumer
Affairs reporter who covered highlights of the project and provided viewers with information
regarding some of the SoCalGas’ online tools. The segment may be accessed on the following
link: http://bit.ly/117mnbx. Please refer to Appendix D for a list of community events and
briefings.

6.B Warehouse Outreach Activities
Valencia, Mission Viejo, and LAX warehouses opened between July 1 and December 31, 2014.

The Valencia warehouse opened for operation in August 2014. This warehouse has served the
cities of Santa Clarita, Burbank and Los Angeles and the counties of Kern, Ventura and Los
Angeles. There are nearly 240,000 modules to install prior to its expected closure in Q4 2015.

The Mission Viejo warehouse opened for operation in September 2014. During this timeframe,
this warehouse served the cities of Aliso Viejo, Laguna Hills, Laguna Woods, Laguna Beach,
Laguna Niguel, Dana Point, Mission Viejo, San Juan Capistrano, and Irvine as well as
unincorporated Orange County. The warehouse has over 240,000 modules to install by Q4
2015.

The LAX warehouse opened for operation in November 2014 and serves the city and county of
Los Angeles. The LAX warehouse has nearly 490,000 modules to install and is expected to
operate through Q4 2016.

SoCalGas participated in over twenty Los Angeles City Neighborhood Council meetings to
provide awareness to the community regarding Advanced Meter installations. SoCalGas’
outreach team helped coordinate installation efforts in the Central City East area of Downtown
Los Angeles. SoCalGas collaborated with local council member district office personnel, the Los
Angeles Police Department (LAPD) and local community organizations to garner support and
input in order to coordinate installation efforts where homeless populations may be impacted.
Through close collaboration with external stakeholders, SoCalGas was able to properly plan for
the safety of installers, parking and other unique circumstances in the densely populated area
of Los Angeles.

6.C Pilot Program with TTG/DSO

SoCalGas launched a pilot program with Tmad Taylor & Gaines (“TTG”) and their subcontractor
Diverse Strategies for Organizing (“DSO”), collectively referred to as TTG/DSO. TTG/DSQ’s
efforts are aimed at educating business organizations in the San Gabriel Valley about the
Advanced Meter project. The public education campaign reached out to businesses via trade
organization groups. TTG/DSO generated a database of trade organizations in the San Gabriel
Valley targeting high consumption business users. Through the guidance of SoCalGas’ outreach
manager, the team set up meetings with the organizational leadership requesting an

15
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opportunity to speak at meetings and events. Five one-on-one meetings yielding four Advanced
Meter presentations were completed for the following organizations: Dry Cleaners Association
of Southern California, California Restaurant Association - Los Angeles Chapter, California
Restaurant Association - Orange County Chapter, and the North Lake Business Association.

Chapter 7- Customer Awareness and Satisfaction

SoCalGas monitors the impact of its outreach activities in the areas of customer awareness and
customer satisfaction as it relates to the Advanced Meter 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.

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. To ensure that its installation process is meeting customer needs, SoCalGas
conducts post-installation surveys on an ongoing basis. The next post-installation survey wave
will be conducted in 2015 and the results will be included in the next Report.

For purposes of monitoring overall customer awareness and perceptions, SoCalGas uses the
Customer Insight Study (“C1S”)® which is administered by Davis Research. CIS is SoCalGas'
public opinion tracking study. It is a quarterly phone survey measuring residential and business
customer opinion across several factors: favorability, price and value, safety, reliability and
reputation. The survey is administered to a representative sample of SoCalGas’ customer base,
including customers for whom an Advanced Meter has not yet been installed.

Beginning in the fourth quarter of 2012, SoCalGas added three Advanced Meter related
guestions to the quarterly survey. Figure 1 displays the CIS results for the general awareness
guestions about Advanced Meter for residential customers while Figure 2 displays the results
for business customers.

¢ Formerly called iTracker Customer Perception Study.
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Figure 1
Customer Insight Study — Residential Customers
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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?
AM?2a. Having access to your daily natural gas usage (therms/dollars) information would make you interested in
viewing it more than once a month? (% Agree)
AM?2b. 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, 44 percent, in Q4 2014. The general upward trend over the past five
guarters seems to reflect the increased volume of customer communications about the project
as well as an increase in installations. Of those customers who were aware of the project, 29
percent mentioned bill inserts as their source, and 20 percent mentioned that a meter had
been installed at their home.

Customers’ interest in viewing hourly consumption data seems to fluctuate on a quarterly basis.
In Q4 2014, interest in viewing the data decreased to 66 percent from 70 percent in Q3 2014.
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Additionally, the interest in conserving natural gas dropped slightly to 66 percent in Q4 2014
from 70 percent in Q3 2014.

Figure 2
Customer Insight Study — Business Customers
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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?

AML1. Are you aware of a new gas meter that transmits natural gas usage information remotely and more
frequently from the meter to SoCalGas?

AM?2a. 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)

Advanced Meter awareness among business customers edged up to 40 percent in the fourth
guarter of 2014, reaching its highest level to date. Business customers’ interest in viewing the
hourly consumption data remained steady at 59%. Intent to modify behaviors to conserve
dropped to the lowest level since 2010 at 57% in Q4 2014.
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Chapter 8 — Elevated Customer Inquiries and Deferral/Opt-Out Requests

SoCalGas customers may inquire about the Advanced Meter project by contacting either the
SoCalGas Customer Contact Center (“CCC”) or the Advanced Meter Customer Information
Center (“CIC”). The CCC addresses customer inquiries about any subject while the CIC typically
makes appointment arrangements with customers to have their Advanced Meter installed.
Advanced Meter “opt-out” requests are processed by the CCC.

Some customer inquiries were not routinely resolved and were escalated to Advanced Meter
Customer Experience Support staff. The number of escalated customer inquiries is very low,
considering the volume of Advanced Meter communications that have been distributed to
SoCalGas customers. There have been about 6,313 escalated inquiries escalated to customer
support staff. The most common cause of the escalated inquiries is requests to defer/opt-out of
the installation of the communications module. Through December 2014, almost 3.3 million
pre-installation letters were mailed to customers. Table 11 displays the types of elevated
inquiries received from the project inception through December 31, 2014.

Table 11
Customer Deferral/Opt-Out Inquiries

Deferral Requests 8,331 The number of customers that prior to March
19th, 2014, requested to defer from an
advanced meter installation (territory-wide).
Opt-Out Requests 2,842 The number of customers that on/after March
19", 2014, requested to be included in
SoCalGas’ approved Opt-Out program
(territory-wide).

Although customers can call either the CCC or the CIC to have their deferral/opt-out requests
recorded, some ask to speak to the Advanced Meter support staff. The questions usually
revolve around safety and privacy concerns, as well as comments on the Advanced Meter Opt-
Out Program fees.

On March 19, 2014, SoCalGas’ Opt-Out Program became effective and the project team
initiated efforts to inform employees of the opt-out program and revised any impacted
company communication materials. The interim opt-out fees approved fees by the Commission
were consistent with those previously adopted for the other California Investor-Owned Utilities
(“I0Us”).® SoCalGas’ Advanced Meter Opt-Out Program interim fees for residential customers
were as follows:

’ Pursuant to D.14-02-019, SoCalGas implemented its Advanced Meter Opt-Out Program effective March 19, 2014
¥ D.12-02-014 (PG&E), D.12-04-018 (SCE), and D.12-04-019 (SDG&E).
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0 Non-CARE Customers: Initial fee of $75.00 and $10.00/month ongoing cost
0 CARE Customers: Initial fee of $10.00 and $5.00/month ongoing cost

On December 19, 2014, the Commission issued D.14-12-078 regarding the Smart Meter Opt-
Out Phase 2 proceeding; this decision reiterated approval of the interim opt-out fees and
charges and adopted them as permanent opt-out fees and charges for residential customers for
each of the California I0Us.

Table 12 displays the number of customers who requested a deferral/opt-out in response to
the pre-installation letter within the Mass Installation area footprint only. This is currently the
best indication of the number of SoCalGas customers who are likely to opt-out.

Table 12
Number of Customers Receiving Installation Notification Letter
Requesting Deferral of Advanced Meter Module

3,278,516

6,043

0.18%

As of December 2014, approximately 0.18 percent of the 3,278,516 customers that have
received a pre-installation letter have chosen to defer/opt-out the installation of an Advanced
Meter module. SoCalGas has another 1,142 customers who have requested to be
deferred/opt-out, even though they have yet to receive a pre-installation letter.

Given the size and diversity of the customer population included in the pre-installation letters
mailed to date, SoCalGas still expects the percentage of customers who will opt-out to be
within the planning assumption of 0.5 percent.

Chapter 9 - Conservation Outreach Campaign
D.10-04-027 set a goal for SoCalGas to reduce residential gas consumption by one percent and
placed reporting requirements on SoCalGas which are referenced in the introduction to this
9
report.

In March 2014, SoCalGas completed the first year of a multi-year outreach campaign aimed at
reaching the one percent conservation goal and marketing the conservation benefits of the
Advanced Meter system. As reported in the August 2014 Report, four of the residential
“default” (auto-enrolled) conservation treatments tested during this first campaign produced
gas savings of 1.3 percent, showing progress towards this conservation goal. Treatments

° This energy savings goal specifically refers to 1% of total residential gas usage.
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offered on an “opt-in” basis did not generate statistically significant reductions during this first
campaign period.

Subsequently, in November 2014, SoCalGas launched its second targeted heating season
conservation campaign. This campaign is currently underway and incorporates the lessons
learned and key findings from the initial campaign.

SoCalGas has teamed with Nexant on several aspects of its 2013-2014 and 2014-2015
conservation campaigns implementation and evaluation. The primary objectives were as
follows:

1) Develop a comprehensive conservation outreach plan incorporating a “Test and Learn”
program development strategy with a focus on continuous assessment and
improvement in the performance of feedback programs;

2) Perform an evaluation of the 2013-2014 conservation campaign results; and

3) Provide recommendations and guidance for the proposed 2014-2015 “Test and Learn”
plan, as well as associated follow-on evaluation of campaign results.

A comprehensive evaluation of the results of the second conservation campaign, as well as
additional findings from the treatments tested in the first campaign, will be provided in the
August 2015 Semi-Annual Report.

9.A 2014-15 Conservation Campaign Design

For the 2014-2015 conservation campaign, high performing program design options from the
2013-2014 campaign were retained and enhanced. New program design alternatives are also
being tested. The goal is that, 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. Some underperforming customer segments have been excluded
from the 2014-2015 campaign in order to allocate resources towards segments that have a
higher propensity to change behavior and conserve energy.

The major features of the 2014-2015 campaign are:

e Continued and expanded Opower Home Energy Report (HER) treatments, including some
refinements and testing of a year-round option (the default Bill Tracker Alert and Aclara
HERs described below are also being tested on a year-round basis);

e Atest of Aclara-generated HERs, which differ from the prior HERs offered by Opower in that
they include different conservation messages, have more Advanced Meter-specific content
and an emphasis on driving customers to the SoCalGas.com, My Account-based Ways to
Save online tools and other conservation/energy efficiency programs as appropriate;

e Continued and expanded default enrollment in weekly Bill Tracker Alerts (BTAs) to
residential customers, but with fewer direct mail communications, which are relatively
costly (if comparable energy savings can be achieved without those costly communications,
then cost-effectiveness will improve);
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e Discontinued offering of the BTA on the opt-in basis, due to the high acquisition cost and
relatively low enrollment rates, coupled with a lack of savings during the initial campaign
period for these treatments;

e Continued tracking and measurement of energy savings from the 2013-2014 HER
treatments, in order to determine whether savings persist even if SoCalGas no longer sends
HERs to those customers; and

e Continued tracking and measurement of the energy savings for the 2013-2014 BTA
treatments, in order to determine whether savings persist, even if SoCalGas no longer sends
accompanying email and direct mail communications.

The 2014-2015 Conservation Campaign was able to take advantage of an expanded footprint in
terms of Advanced Meter installations. Therefore, SoCalGas had a sufficient amount of
customers to improve its targeting strategy as follows:

e Focus on the top two usage quartiles; and

e Onlyinclude customers who have pretreatment data from October 2013 through March

2014.

As in the 2013-2014 campaign, SoCalGas and Nexant determined that randomized control trial
(RCT) design was the most appropriate experimental design approach for the various default
enrollment programs being tested in this campaign. Figure 3 graphically depicts the overall
design of the 2014-2015 residential conservation outreach campaign. Further details regarding
the current campaign design may also be found in the August 2014 Report, Appendix E,
“Evaluation of Southern California Gas Company’s 2013-14 Conservation Campaign, July 2014.”
Additional details regarding the conservation outreach campaigns more broadly may be found
in prior Reports as well.
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Figure 3: Preliminary Residential Treatment and Control Group Assignments
for the 2014-2015 Conservation Campaign
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For the 2013-2014 conservation campaign, savings were not measured for small-to-medium-
sized businesses (SMBs) for either the default or opt-in BTA treatments. Thus, SoCalGas has
excluded SMB customers until there is a sufficient amount of business customers in future
program cycles to conduct valid randomized control trials of default treatments.

9.B Conservation Campaign Update

SoCalGas in collaboration with Opower and Aclara, is currently executing the conservation
campaign treatments outlined in 9.A above. Since the majority of the conservation campaign
communications run through March 2015 (with a few test cells including year-round elements),
SoCalGas will not have any final energy conservation results for the 2014-2015 heating season
available until July 2015.
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Figures 4 and 5 show the Opower and Aclara communications campaign calendars, respectively.
Samples of the customer communications outlined in these calendars can also be found in
Appendix E “2014-2015 Conservation Outreach Campaign Sample Materials.”

Figure 4 — Opower Communications Calendar
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Figure 5 — Aclara Communications Calendar
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9.B.1 Opower Home Energy Reports

Given the success of Opower’s Home Energy Reports in generating conservation savings for the
2013-2014 campaign, SoCalGas is leveraging Opower’s Home Energy Report program design for
a second year. SoCalGas contracted with Opower to implement several treatments for the
2014-2015 conservation campaign. Three test cells have been assigned to the Opower HER
treatments. Test Cell 1 customers receive the paper HER four times and Test Cell 2 customers
receive one paper report and four e-HERs. Test Cell 3 customers receive the Paper HER four
times and twelve email Home Energy Reports.

The Opower HER contains personalized usage information that is designed to help customers
save energy and money. This report engages customers primarily through the “Neighbor
Comparison” information. A customer’s current gas usage is compared to approximately 100
nearby occupied homes with similar characteristics- such as square footage and heating system.
These comparisons, along with personalized energy saving tips, can help customers understand
how they can conserve natural gas.

A total of 140,222 paper HER and 26,128 e-HERs have been sent from November to December
2014.
Table 13

Opower Home Energy Update Reports

November December
Paper HER 77,224 62,998
e-HERs Not applicable 26,128

As of December 2014, 134 (.2 percent) of program enrollees have opted-out of receiving
further program information. For the 26,128 e-HERs delivered, 10,210 (39 percent) e-HERs
have been opened and 897 (3 percent) have resulted in click-through activity.

9.B.2 Aclara Home Energy Update Reports

As outlined in section 9.A, SoCalGas also contracted with Aclara to provide customer energy
analysis tools and services and test alternative Aclara-generated HER approaches for the 2014-
2015 conservation campaign. The Aclara HERs includes different conservation messages, more
Advanced Meter-specific content, and an emphasis on driving customers to the SoCalGas.com
website, My Account-based Ways to Save online tools and other conservation/energy efficiency
programs as appropriate. Three test cells were assigned to Aclara treatments and include the
following: Test Cell 1 customers receive the paper Home Energy Update report (HER) four
times and Test Cell 2 Customers receive one paper report and four email Home Energy Update
reports (e-HERs). Test Cell 3 customers receive the paper HER four times and twelve e-HERs.

The Aclara HER contains personalized usage information to help customers understand their

home energy usage and to offer recommendations on how to save energy and reduce waste.
Each monthly report provides three pieces of information: 1) information on a customer’s
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home energy use patterns; 2) progress tracking to allow customers see a comparison between
their energy usage and the usage of surrounding customers in the program that have similar
household characteristics such as home size, type, age and number of occupants; and 3)
opportunities and tips to save energy, including information on rebates and other special
programs available through SoCalGas. Customers are also encouraged to log in or register for
SoCalGas’ My Account website and visit the online “Ways to Save” tools.

A total of 144,176 paper HERs were mailed and 49,729 e-HERs had been sent from November
to December 2014.
Table 14

Aclara Home Energy Update Reports

November December

Paper HERs 79,604 64,572

e-HERs 25,142 24,587

As of December 2014, 75 customers (.1 percent) opted out of receiving Home Energy Update
reports. For the e-HERs delivered in November and December, 51.7 percent of the Aclara e-
HERs have been opened and three percent have resulted in click-through activity.

9.B.3 Bill Tracker Alerts Enrollment

SoCalGas Bill Tracker Alerts (BTAs) offer several key features to help customers maintain a high
level of energy usage awareness and engagement with SoCalGas. They 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.

Bill Tracker Alerts provide “Advanced Meter Billed” customers with the following information
on a weekly basis and are sent alerts via email and/or mobile phone SMS text message:

¢ Bill-to-Date (S)

* Projected Next Bill (S)

e Last year, Same Month Bill Amount (S) [Seasonal comparison]

¢ Days Remaining in the Current Billing Cycle (#)

e Last Month’s Bill Amount (S)*

¢ Days Elapsed in the Current Billing Cycle (#)*

¢ Choice of weekly email and/or SMS text messages

* Email only, due to 160 character text limitation

Samples of the weekly Bill Tracker Alert emails may be found in Appendix E “2014-2015
Conservation Outreach Campaign Sample Materials.”

Through December 2014, 242,588 SoCalGas customers were actively enrolled in BTAs as shown

in Table 15. These enrollments support the Advanced Meter project conservation savings goal
as well as SoCalGas’ 2013-2015 Energy Efficiency behavior change program household
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participation goals.™

The BTAs retention rate continues to remain very high at 92 percent. Eighty-nine percent of the
“unsubscribes” are due to system factors, such as customer account closures, which results in a
customer-initiated unsubscribe rate of less than one percent since the program’s inception.
This is a strong indicator that customers value 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’s same
month bill, and the number of days remaining in their current billing cycle.

Table 15
SoCalGas Bill Tracker Alerts Enroliment

Total Subscriptions 264,526
Microsite — Auto Enrollment 226,888
bil?l/ltlrcar (‘:Dlilet:socc.);llgh::ci)@m 13,516
Microsite — Business Response Cards 7,611
Microsite — Hard-to-Reach Events 724
My Account/CSR — “Manage Alerts” 15,787
Total Unsubscriptions * 21,938
By Customer (subscribed via Microsite) 2,009
By Customer (subscribed via My Account) 353
By System (i.e., Account Closed) 19,576
Total Active Subscriptions 242,588

! The majority of unsubscriptions are system-related (e.g., Account closures); less than 1% are
due to customers unsubscribing.

®Pursuant to D.12-11-015, SoCalGas is also utilizing its Advanced Meter project to support its Energy
Efficiency non-resource behavior goals, which contain a five percent behavioral target for residential
households by 2014. This five percent behavioral target remains in place through the 2015 Energy
Efficiency program cycle as outlined in D.14-10-046.
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Figure 6 displays some of the customer characteristics of customers enrolled in Bill Tracker
Alerts as of December 31, 2014.

Figure 6
SoCalGas Bill Tracker Alert Characteristics as of December 31, 2014
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* As of December 2014, California Alternative Rates for Energy (“CARE”) customers accounted for approximately
27% of percent of SoCalGas’ residential customer base.

9.C My Account “Ways to Save” Tool Utilization

Another key indicator of enhanced customer engagement enabled or stimulated by Advanced
Meter includes customer utilization of the SoCalGas.com, My Account-based “Ways to Save”
online tools.

As described at length in prior Reports, SoCalGas has implemented energy presentation and
analysis tools within its My Account customer portal, as well as within the SoCalGas Mobile
App. Through December 31, 2014, a total of 230,321 residential My Account users (both new
and returning users) have engaged with the Ways to Save tool “My Savings Plan" web page
from which users could view their personal energy use profile and initiate a savings plan, as well
as navigate to view their hourly and daily gas usage and other energy usage and bill-related
information.
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Staging Location

Sun Valley

Northridge

LAX**

Bakersfield

Appendix A

Mass Install Timeline

2015

1 2 3 4

Completed 10/2014

Completed 11/2013

Visalia

Valencia

Oxnard

Santa Barbara

Nipomo

Irwindale

Completed 12/2014

Rancho Cucamonga

South Gate**

INGCEE® Area B

Los Angeles**

El Centro

Completed 5/2013

Indio

Completed 11/2013

Hemet

Perris

AreaD

Mission Viejo**

Anaheim**

**This timeline represents above ground installation work only. Warehouses assigned to perform curb meter work may require

warehouse extension.

Note: Planned warehouse closure dates are subject to change. Advanced Meter deployment will continue into 2017. Warehouse
closures may be modified based on project close activities including transition to regular operations and workforce availability

Completed 8/2014

Installation
Clean Up &
Closure

amongst Mass Installation and other SoCalGas personnel to perform remaining installations.
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Adelanto
Alhambra
Aliso Viejo
Arroyo Grande
Artesia
Atascadero
Azusa
Bakersfield
Baldwin Park
Beaumont
Bell

Bell Gardens
Bellflower
Beverly Hills
Blythe

Bradbury

Brawley

Brea

Buellton
Buena Park
Burbank
Calexico
California City
Calimesa
Calipatria
Carson
Cathedral City
Cerritos
Chino

Chino Hills

Claremont
Coachella

Colton

Corcoran

Appendix B

Costa Mesa
Covina

Cudahy
Cypress

Delano

Desert Hot Springs
Diamond Bar
Dinuba
Downey
Duarte
Eastvale

El Centro

El Monte
Fontana
Fountain Valley

Fullerton

Garden Grove
Gardena
Glendora
Grand Terrace
Grover Beach
Hanford
Hawaiian Gardens
Hawthorne
Hemet
Highland
Holtville
Imperial
Indian Wells

Indio

Irwindale
Jurupa Valley
La Canada
Flintridge

La Habra
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List of Cities and Counties with Fully Installed DCUs

La Habra Heights
La Mirada

La Palma

La Puente

La Quinta

La Verne
Laguna Hills
Lake Elsinore
Lakewood
Lemoore
Loma Linda
Lompoc

Los Alamitos
Montclair
Montebello

Moreno Valley

Murrieta
Norco
Norwalk
Ontario
Palm Desert
Palm Springs
Palmdale
Paramount
Perris

Pismo Beach
Placentia
Pomona
Porterville
Rancho
Cucamonga
Rancho Mirage
Redlands

Reedley

Rialto

Riverside

San Dimas

San Fernando
San Jacinto
Santa Ana
Santa Fe Springs
Shafter

Simi Valley
Solvang

South El Monte
Stanton

Taft

Temecula
Tulare

Tustin
Twentynine
Palms

Upland

Vernon

Villa Park
Walnut

Wasco

West Covina
Westminster
Westmorland
Whittier
Wildomar
Yucaipa

Yucca Valley
Imperial County

Kern County

Tulare County



Appendix C
List of Organizations Contracted Through GeM Communications

American Indian Chamber of Commerce of California
Antelope Valley African American Chamber of Commerce*

Antelope Valley Board of Trade*
Antelope Valley Boys & Girls Club*
Antelope Valley Family YMCA*
APAC Service Center,

Arcadia Chamber of Commerce
Armenian National Committee
Artesia Chamber of Commerce
Arts Council of Kern

Asian Business Association

Asian Pacific Community Fund
Azusa Chamber of Commerce
Banning Chamber of Commerce
Beaumont Chamber of Commerce
Bell Gardens Chamber of Commerce

Black Business Association
Boys & Girls Club of Fontana*

Boys & Girls Club of Pomona*

Boys & Girls Club of San Gorgonio Pass
Boys & Girls of La Habra

Brawley Chamber of Commerce

Brea Chamber of Commerce

Burbank Chamber of Commerce
California Small Business Association
Campesinos Unidos, Inc.

Casa Blanca Home of Neighborly Service
Cerritos Regional Chamber Commerce
City of West Covina

Claremont Chamber of Commerce*
Coachella Chamber of Commerce
Coachella Valley Housing Coalition
Community Action Partnership of Kern

Community Action Partnership of Orange County
Community Action Partnership of San Bernardino*
Community Services Employment Training, Inc.
Corcoran Chamber of Commerce
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Housing and Opportunity Foundation of Kern
Human Services Association

Indio Chamber of Commerce

Irwindale Chamber of Commerce

Kern County Black Chamber of Commerce
Kern County Hispanic Chamber of Commerce
Kern Economic Development Corporation (KEDC)*
Kings Community Action Organization (KCAO)
Kings County Economic Corp

Korean American Coalition

La Cooperativa Campensina

La Habra Chamber

La Quinta Chamber of Commerce

La Verne Chamber of Commerce*

Lancaster Chamber of Commerce*

Latin Business Association
Little Tokyo Service Center Community
Development Corp*

Los Angeles Conservation Corps
Mexican American Opportunity Foundation — Kern
County

Monrovia Chamber of Commerce

Montclair Chamber of Commerce*

Moreno Valley Black Chamber of Commerce
Mujeres Activas en el Comercio Hispano (MACH)
Murrietta Chamber of Commerce
Neighborhood House of Calexico, Incorporated
North of the River Chamber of Commerce
Norwalk Chamber of Commerce

OCCC Community Center

Oldtimers Foundation

Ontario Chamber of Commerce*

Pacific Islander

Palm Springs Chamber of commerce

Palm Springs Desert Area Chamber of Commerce
Pasadena Chamber of Commerce and Civic
Association

Placentia Chamber of Commerce*
Pomona Chamber of Commerce*
Positive Results Corporation*



Appendix C
List of Organizations Contracted Through GeM Communications

David and Margaret Youth and Family Services*
Desert Hot Springs Chamber of Commerce
Desert Samaritans for Seniors (DSFS)

Don’t Trash Me

Durate Chamber of Commerce

East San Gabrial Center
East San Gabriel Valley Japanese Community Center
Economic Development Corp. Tulare County

Economic Development Corporation (EDC)

El Centro Chamber of Commerce

El Monte/South El Monte Chamber of Commerce
Escuela De La Raza Unida (ERU)

Family Services Association

Filipino American Service Group, Inc. (FASG)
FIND Food Bank

Foodlink for Tulare County, Inc.

Foothill Unity Center Inc.

Foundation for Economic Stability
Friends of Children's Museum

Fullerton Chamber of Commerce

Glendora Chamber of Commerce

Golden State YMCA

Greater Bakersfield Chamber of Commerce
Greater Corona Chamber of Commerce

Greater Corona Valley Chamber of Commerce
Greater Lakewood Chamber of Commerce
Greater Los Angeles African American Chamber of
Commerce (GLAAAC)

Greater Los Angeles Agency on Deafness, Inc. (GLAD)
Hemet Chamber of Commerce

Hemet San Jacinto Valley Chamber of Commerce

Proteus, Incorporated

Radio Bilingue Incorporated

Rancho Cucamonga Chamber of Commerce*
Regional Hispanic Chamber of Commerce

Riverside NAACP Branch #1059
Salvadoran American Leadership and Education
Fund*

San Dimas Chamber of Commerce

San Gabriel Valley Economic Partnership

Santa Clarita Valley Economic Development
Corporation*

Santa Clarita Valley Latino Chamber of Commerce*
Sierra Madre Chamber of Commerce

South Pasadena Chamber of Commerce
Southeast Community Development Corporation
(sCbC)

Success in Challenges, incorporated

Temecula Chamber of Commerce

Temple City Chamber of Commerce

The Casa Blanca Home of Neighborly Service
The Greater Huntington Park Area Chamber of
Commerce

Todec Legal Center, Perris*

Training Occupational Development Educating
Communities (Todec) Legal Center, Perris
Tulare Chamber of Commerce

Tulare Kings Hispanic Chamber of Commerce
United Way of Tulare County

Venice Community Housing*

Visalia Chamber of Commerce

Visalia Emergency Aid Council

Whittier Area Chamber of Commerce
YMCA of San Gabriel Valley*
Yucca Valley Chamber of Commerce

*QOrganizations added between July 1, 2014 and December 31, 2014



Appendix D

List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)
Agoura Hills October 2014 Community Other Presentation
Agoura Hills October 2014 Community Other Door-to-Door
Agoura Hills November 2014 Community Other Door-to-Door
Alhambra October 2014 Community Community Meeting/Event | Other
Alhambra October 2014 Community Other Door-to-Door
Anaheim December 2014 Community Other Door-to-Door
Anaheim September 2014 Community Community Meeting/Event | Procurement Expo Asian Business Assoc.
Arcadia September 2014 Community Community Meeting/Event | Taste of Arcadia
Brea November 2014 Community Community Meeting/Event | Economic Forecast Event
Burbank October 2014 Community Community Meeting/Event VICA's 26th Annual Business VICA
Forecast Conference
Camarillo July 2014 Community Other Other
Camarillo July 2014 Elected Official(s) | City Council Wireless Moratorium
Camarillo July 2014 Elected Official(s) | City Council W|re_less Moratorium Study
Session
Camarillo July 2014 Community Other Study Session Clty.Of Camarillo - Wireless
Ordinance
Cerritos September 2014 Community Community Meeting/Event | Taste of the Region Cerritos Chamber of Commerece
Chino October 2014 Community Community Meeting/Event | Chino Valley Fire Open House Chino Valley Fire
City of Industry August 2014 Elected Official(s) | Other Briefing
Presented DCU sites for the third
City of Santa Barbara July 2014 Other Other review seeking appr'oval before
the Santa Barbara City
architecture Review Board
Costa Mesa November 2014 Community Community Meeting/Event Native American Chamber Pow Clt.y of Costa Mesa Orange County
Wow Fair Grounds
Coto De Caza July 2014 Community Other Door-to-Door
Culver City August 2014 Community Community Meeting/Event | Other Fiesta Ballona
Culver City August 2014 Community Other Door-to-Door
Culver City September 2014 Community Community Meeting/Event | Briefing
Culver City November 2014 Community Other Presentation
Cypress July 2014 Community Other Door-to-Door
Dana Point July 2014 Community Other Door-to-Door
Dana Point November 2014 Community Other Door-to-Door
De La Luz December 2014 Community Community Meeting/Event | Presentation
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Appendix D

List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)
Diamond Bar August 2014 Community Other Door-to-Door
Diamond Bar October 2014 Community Other Door-to-Door
Diamond Bar September 2014 Community Other Door-to-Door
Downey August 2014 Community Other Briefing
Downey July 2014 Community Other Door-to-Door
Eastvale August 2014 Community Community Meeting/Event | Other Eastvale Chamber Business Expo
El Segundo August 2014 Community Community Meeting/Event | Movie at the Park
El Segundo August 2014 Community Other Door-to-Door
El Segundo August 2014 Community Elected Official(s) Presentation El Segundo City Council
El Segundo October 2014 Community Community Meeting/Event | Energy Fair
El Segundo October 2014 Community Community Meeting/Event | Water Harvest Festival
Fullerton November 2014 Community Community Meeting/Event | Economic Forecast Event Brea Chamber of Commerce
Fullerton November 2014 Community Community Meeting/Event | Junior Achievements Event Fullerton Chamber of Commerce
Garden Grove September 2014 Community Community Meeting/Event | SCE Event
Goleta July 2014 Community Other Door-to-Door
Granda Hills November 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Hanford July 2014 Community Community Meeting/Event | Other Hanford Marketplace
Highland October 2014 Community Other Door-to-Door
Hollywood August 2014 Community Community Meeting/Event | Other
Hollywood September 2014 Community Community Meeting/Event | Council Outreach Hollywood Stu.dlo District and
Hollywood United
Hollywood October 2014 Community Community Meeting/Event | Other Midtown NoHo
Hollywood October 2014 Community Community Meeting/Event Faﬂlygtzojpz:i?ﬁ;J:etnl'aBonge Hollywood Chamber
Hollywood November 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Huntington Beach October 2014 Community Community Meeting/Event | Other
Huntington Beach October 2014 Community Other Door-to-Door
Irvine October 2014 Community Other Door-to-Door
Irvine November 2014 Community Community Meeting/Event | Legends and Leaders Luncheon Irwindale Chamber of Commerce
Irwindale September 2014 Community Community Meeting/Event | 7th Annual Environmental Awards | Irwindale Chamber of Commerce
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Appendix D

List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)
La Habra September 2014 Community Community Meeting/Event | Oktoberfest La Habra Area Chamber of
Commerce
Ladera Ranch July 2014 Elected Official(s) | Other Briefing Lardera Ranch Civic Council
Ladera Ranch August 2014 Community Other Presentation LARMC
Ladera Ranch September 2014 Community Other Other tf::;;;g)nch Maintenance corp
Ladera Ranch October 2014 Community Other Door-to-Door
Laguna Beach November 2014 Community Other City Meeting
Laguna Hills July 2014 Community Other Door-to-Door
Laguna Hills August 2014 Community Other Door-to-Door
Laguna Niguel October 2014 Community Other Door-to-Door
Lake Forest July 2014 Community Community Meeting/Event | Lake Forest City Council Meeting
Lake Forest December 2014 Community Other Door-to-Door
LeMoore July 2014 Community Other Door-to-Door
LeMoore July 2014 Community Community Meeting/Event | Other LeMoores Farmer's Market
Loma Linda October 2014 Community Other Door-to-Door
Lomita September 2014 Community Other Door-to-Door
Los Angeles July 2014 other Community Meeting/Event | Other California Restaurants Association
Los Angeles August 2014 Elected Official(s) | Other BSL Outreach
Los Angeles August 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Los Angeles August 2014 Community Community Meeting/Event | Presentation West Adams Senior Living Complex
. . . . Greater Los Angeles African
Los Angeles September 2014 Community Community Meeting/Event | Presentation American Chamber of Commerce
Los Angeles October 2014 Community Community Meeting/Event | Other Harbor Gateway South
Los Angeles November 2014 Elected Official(s) | Other Other Council of Government
Los Angeles November 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Los Angeles August 2014 Community Community Meeting/Event | Other E)C()pF;M s Annual Conference and
Los Angeles November 2014 Community Community Meeting/Event E:j/\(ﬂ:;‘ir(:/nFerla de Saludy Roosevelt High School
Malibu July 2014 Community Community Meeting/Event | Other Sunset Mesa HOA
Manhattan Beach October 2014 Community Other Door-to-Door
Manhattan Beach November 2014 Community Elected Official(s) Presentation
Manhattan Beach November 2014 Community Other Presentation
Mission Viejo July 2014 Community Other Door-to-Door

37




Appendix D

List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)
Mission Viejo August 2014 Community Other Door-to-Door
Mission Viejo October 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Monrovia September 2014 Community Other Door-to-Door
Moorpark November 2014 Community Other Door-to-Door
Moorpark December 2014 Community Other Door-to-Door
Moulton Ranch November 2014 Community Community Meeting/Event | Presentation
Murrieta September 2014 Community Community Meeting/Event | Presentation Murrieta Chamber
Newhall November 2014 Community Community Meeting/Event | Dia De Los Muertos
Newport Beach October 2014 Community Other Door-to-Door
Newport Beach November 2014 Community Other City Meeting
North Hills November 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Northridge November 2014 Community Community Meeting/Event | Neighborhood Council Outreach
Norwalk July 2014 Community Other Door-to-Door
Ontario October 2014 Community Community Meeting/Event | Inland Empire's Largest Mixer VII|
Orange July 2014 Other Community Meeting/Event | Other 22!?;2":2 zisﬁeﬂa‘;:z:gs:ogz:ﬁc
Orange August 2014 Community Other Door-to-Door
Orange September 2014 Community Community Meeting/Event | Network (OC Event)
. . . Orange County Second Harvest
Orange November 2014 Community Community Meeting/Event Food Bank Luncheon
Orange County Wireless Ordianance
Orange December 2014 Community Community Meeting/Event | Other Planning Commision Meeting, First
Read

Palmdale August 2014 Community Community Meeting/Event | Thursday Night on the Square
Pasadena July 2014 Community Community Meeting/Event | Assembly Member Holder Pasadena Block Party
Pasadena August 2014 Community Other Other Pasadena - Optimization
Pasadena August 2014 Community Other Door-to-Door
Pasadena August 2014 Community Other Presentation North Lake Business Association
Pasadena September 2014 Community Other City Meeting Public Works and City Engineer
Pasadena September 2014 Elected Official(s) | Other Optimization Met with various Councilmembers
Pasadena October 2014 Community Community Meeting/Event | Learning Works Event Pasadena
Pasadena December 2014 Community Other Door-to-Door
Paso Robles August 2014 Community Other Door-to-Door
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List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)
. . . . Community Festival & Feria .

Perris September 2014 Community Community Meeting/Event Educativa Todec Legal Center: Perris

Pismo Beach July 2014 Community Other Door-to-Door

Port Hueneme November 2014 Community Other Door-to-Door

Rancho Cucamonga December 2014 Community Community Meeting/Event | Training for CBOs and Chambers

Rancho Palos Verdes September 2014 Community Other Door-to-Door

Rancho Palos Verdes November 2014 Community Elected Official(s) Presentation

Rancho Palos Verdes November 2014 Community Other Presentation

Rancho Santa Margarita | July 2014 Elected Official(s) | Other Other Ranchc? S'anta Margarita Planning
Commission

Rancho Santa Margarita | December 2014 Community Other Door-to-Door

Riverside July 2014 Community Other Riverside County

Riverside September 2014 Community Community Meeting/Event | Other Rlversu:!e County NAACP - Stand up
for Justice

Riverside September 2014 Community Community Meeting/Event | Emergency Preparedness Fair

Riverside October 2014 Community Community Meeting/Event Annual Mayor"s Celebration for

Arts & Innovation

Rolling Hills October 2014 Elected Official(s) | Other Other

Rolling Hills Estates October 2014 Community Elected Official(s) Presentation

San Bernardino July 2014 Community Other SBN County

San Bernardino October 2014 Community Other Door-to-Door

San Clemente October 2014 Community Community Meeting/Event | Neighborhood Council Outreach

San Clemente November 2014 Community Other Door-to-Door

San Gabriel October 2014 Community Community Meeting/Event | Other

San Gabriel November 2014 Elected Official(s) | Other Other

San Gabriel December 2014 Community Other Door-to-Door

San Gabriel October 2014 Community Community Meeting/Event | SGV Water Forum

San Juan Capistrano September 2014 Community Other Door-to-Door

San Juan Capistrano October 2014 Community Other Door-to-Door

San Luis Obispo July 2014 Community Other Door-to-Door

Santa Ana August 2014 Community Other Door-to-Door

Santa Barbara July 2014 Elected Official(s) | Other Other santa Barbara, A'rchltecture Review
Board Subcommittee

Santa Barbara August 2014 Community Other Concerned Resident(s)
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List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)
Santa Barbara September 2014 Community Community Meeting/Event | Council Outreach Doss Williams Emergency
Preparedness Fair
Santa Barbara October 2014 Community Other Door-to-Door
Santa Clarita July 2014 Community Other Concerned Resident(s)
Santa Clarita July 2014 Community Other Door-to-Door Concerned Resident
Santa Clarita August 2014 Other Media KHTS AM 1220
Santa Monica September 2014 Community Other Door-to-Door
Santa Monica November 2014 Elected Official(s) | Other Other City of Santa Monica
Seal Beach August 2014 Community Other Door-to-Door
Sherman Oaks September 2014 Community Other BSL Outreach
Sherwood Valley August 2014 Community Other Other Sherwood Valley HOA
Sierra Madre October 2014 Community Elected Official(s) Presentation
Sierra Madre October 2014 Community Community Meeting/Event | Presentation
Simi Valley October 2014 Community Other Concerned Resident(s)
South Lake October 2014 Community Community Meeting/Event | Taste of Southlake
Stanton October 2014 Community Community Meeting/Event | State of the City
Temecula October 2014 Community Community Meeting/Event | Annual Business & Health Expo
Temple City December 2014 Elected Official(s) | City Council Other
Territory Wide July 2014 Other Other Idependent City Association
Thousand Oaks December 2014 Community Community Meeting/Event | Presentation
Thousand Oaks December 2014 Community Other Door-to-Door
Torrance July 2014 Community Other Door-to-Door
Torrance September 2014 Community Other City Council Presentation
Torrance September 2014 Community Elected Official(s) presentation
Trabuco Canyon July 2014 Community Other Easement Update T'rabuco Canyo'n Water District
Finance Committee
Trabuco Canyon July 2014 Community Other Easement Update Trabuco Canyon Water District
Trabuco Canyon August 2014 Community Other Easement Update Trabuco Canyon Water District
Tulare July 2014 Community Community Meeting/Event | Luncheon '&J;a:]ii:(;r;g;:;z:g:rchamber
Tustin July 2014 Community Other Door-to-Door
Valencia August 2014 Community Other Easement Update Valencia Northpark HOA
Valencia September 2014 Community Community Meeting/Event | Trainer Session
Valencia November 2014 Community Other Door-to-Door
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List of Community Events and Briefings

City Represented Outreach Activity Stakeholder / Communication Description Community Based Organization
Date Audience Channel / Event Name
(If applicable)

Valley Village August 2014 Community Community Meeting/Event | Other
Ventura July 2014 Community Other Door-to-Door
Ventura November 2014 Community Other Door-to-Door
Ventura County July 2014 Community Other Door-to-Door

Mt. Sac E P d
Walnut September 2014 Community Community Meeting/Event | Other Even:C Mergency Freparedness

Mt. Sac E P d
Walnut September 2014 Community Community Meeting/Event | Other Even:C Mergency Freparedness
West Covina August 2014 Community Community Meeting/Event | Other West Covina Business Expo
Westlake Village November 2014 Community Other Door-to-Door
Westwood August 2014 Community Community Meeting/Event | Presentation

Yucaipa E P d
Yucaipa July 2014 Community Community Meeting/Event | Other ucalpa Emergency Freparedness

Event
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Opower November “Home Energy Report” (HER) Front — Direct Mail

Home Energy Report
s &’ Repon perod: OR/ANM4-0S3014
[ ——— ] Sempra Energy vy
555 W, 5 Sl GTTGAZ This rapon ghas you Somasd on pour aregy e
Lo dhrgaiess, G4 B3 1o help you make smiart enengy-saving decisons.

For a ful kst of erengy-saving products and
=rrvicas for purchass, inchud ing rebstes from

Southem Calllomia Gas Company Eocains®,
wist socalgas.comirebates.

H you have QuEstions or no longer wam (o reosve
reporis, call 1-877-858-7188.

“¢ Last Winter Comparison | Yo used 47% mone ratunsl gas than your efficknt resghbors
Your usage EEt winler: Moy 153-Mar 14

crowirpir: | e
vou e

e | - g s
* Trirrsi- Stirwhard Uil of iisscauring sl anangy
mmwurﬂdﬂhhm? .:h,lmlt:ﬂlﬂmxm - ) .??Ir\nrnlﬂnin'.ﬁur:l.r;:ﬂ'quqe
Warm home. Cool savings.
Follaw thase tips to stay warm and save monay:
Vesgrhensiip your Bt yisur hasmcsnan

donzre 1o g Baart o EHF and wiay
in and drafts oul warm affiG iy

o ey g

Bl P warsih in o

“Howith Sereieg

Turn over for smings —»
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2014-2015 Conservation Outreach Campaign Sample Materials:

Opower November “Home Energy Report” (HER) Back — Direct Mail

¢ Last Winter Usage Breakdown

& J01] 34 >

ol R 48% mone natural gas Ten
yo_r mficiem nakghibars. This oost wau
aboul SET extra sl vanler,

Graal way o aavs this
@ wiriter: Uss heat wisaly.

L your tharmastat &

ety yisu'ne himes aed 107

el YOU'TE ey

Quick Fix
Sarneting you can do right ro

Smart Purchase
A affardable wery 16 e rcre

Parsonalized tips | For a corplets list of enengy sming investrents aod smert purchases, visil socalgas.comimbates.

Great Investment
A, bk it b Borag-lenm eeniegs

[] Reducs your wader heater's
temiperature

Lowwnring your waider heatar's

Foer 140°F 1a
120°F can reduce waler hesting
Coals by up to 10%. Thia
tamperahue wil also halp
pronrtt scaicing,

Check tha cwnar's manual for
safiaty nsinuctiors befora
miaking amy changes io your
water feater's seflings.

Aftar iwaring tha temparatune
ot i vaitier Msbeer, L@ &
hemmomeater 1o chack the
tamperatiee of water Towing
from your taucets,

SAVE UP TD

$20™™

——
e
= .ld_'lluu-.lr._-\. -

T Insiall eMicient showerheads
Showaning acoounts Tor 609 af
your hol waler wse. Efficient
ahcrsarhaacts Feducs waler LsEs
wihils MEiNEaning pressurg, S0
wou can out costs without
sacrficing comiort.
¥ou can request A free waler
sfficiancy starter kit at
socalgas.com/rebates. The
kit inchudes an afficient
shirsarhiaad and thnes Taucsat
BEFENOME. You can aies
purchase & ShowerStar T
shorarhaad wih a $18 Instant
rebafe.

SANE UP TO

s40m"l‘lﬂl

woprpTwR oem | 1T RETIR

pm.CEr | For ey

v g g

PRy RCCaUni Boriges ran. [hin, Sradyie | PeCT-Tanaaing o i ik e e based on simsien. 5 projecions., s
e L e R R e P e )
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appliances

Tha LS, Dapartment of Energy
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applances and sectronics. Tha
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label, This program savas
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dollars evary pear.
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Opower — November HER Welcome Insert (Front)

Say hello to your first
Home Energy Report

Learn about your home's gas use, see
how you compare to your nelghbors and
learn ways to save money.

M!nﬂm
Cffoenia
Gad Company A QJﬁempm Emrm.' utipty”

{-877-959-T188 | amcic@socalgas.com
0 260264 Dpower, Ml ngrEs searved. The Tadkmarks harin 2% propsTly """"I
o Bl mespactive ownars. Priniad on 0%, Post-oonsUMmGT recyoiad paper. hm: i A g&mwa Enetgy iy

S0G_DOOT_WELDOHE_MER
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:
Opower — November HER Welcome Insert (Back)

Introducing Your
Home Energy Report

J

L U
L

About the Program

@ Your Personalized Report {a Your Home Information

This report and others to come are part of 8 The comparisons and tips in your reports are
program designed to help you save energy and personalized far you by using publicly avallable
maney. Millions of househelds are already enm;led infarmation about your heme size, home type and
in sirnilar report programs nationwide. Collectively, other characteristics. To find more information
these programs have saved hundrads of millions of abeut your custom analysis and advice, visit
dollars. Ifyou're ready to start seving on your gas SCG.opower.com

bill, this program is for you.
. . Your Personal Information
Your Neighbor Comparison m
We only use your information to provide useful

In your reperts, you can see your current gas use insights about your gas use. Your information

compared to approximately 100 nearby, occupied is compiled anorymously and net shared with
homes with similar characteristics — such as any of your neighbors. Only you can see your
square footage and heating system. These homes parsonal data.

represent your neighbaors, but do net necessarily

include the homes on your block or in your

immediate neighborheod, These comparisons,

along with persenalized energy saving tips, can

help you better understand how you use gas.
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2014-2015 Conservation Outreach Campaign Sample Materials:

Opower - Door Hanger

68°

when I'm when I’'m

HOME AWAY

For big savings this winter, set your
thermostat to 68°F when you're home.*

Hegin pRamitng When you're away, lower your
thermostat to B8°F. This will give
your heater a break and save

you money.

Sowthern )
Calfemia e 3 :
Gas Compamy A {,5 Sempra Energy utilisy

war &1l Hghits rasansd Tha tredemanks hensin am
U TS,
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Opower — December HER (Front) — Direct Mail

Home Energy Report
Caborna Report paricd: 10V01/14-10028/14
G Comparg Al‘éf'wmpr.‘.lur-rgy..u,

This report gives you contaxt on your enengy use

S55 W, 5 Sl GTTIAAR . o
to halp you make smart anergy-saving decisions,

Lk Angakas, CA BRI

For a full kst of energy-saving products and
sarvices for purchase, including rebates from

Southem Caliomia Gas Company (SoCalGas™),
visit secalgas.com/rebates.

1f you have quastiona or no longer want 1o receiva
reparts, call 1-B77-858-T1386.

Last Month Meighbor Comparison = You used 50% more natural gas than your afficient neighbors.

Eficiart Mechion 12 Therms" ) i YU R O0NG: )
U 18 e
» [GOOD 2
* Thiarse Sdandacd uril ol missaring Ml arangy g
£ N AN Mpighborm Aopnosimmedy 100 DooUped, N EMciont MNoighibor Tho most aficont
Who are ]"t'.lllr "'Iww noarity hoamas (mag 0,16 mi assay] 20 poroont fom e Al Noighbors™ group

Last 12 Months Neighbor Comparison | voy used 30% more nalura gas than your sficent neignbors,
Thig costs you sbout $90 axdra per year

« 3083 BN m
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:
Opower — December HER (Back) — Direct Mail

Nelghbor EMiclency Rank

Mefiorm Effcient

Your rank is declining.
Your o,
Ramik x5 A Wioasr rank.
H"Jr"" Ty ar
"64
e Ot of 100 nesghizon
#1 i o el mhficirt.
Lizss Efficiont
ALY AN 4L AL - 2 HET
iour mnk & oaloulatad sach 16l pariod,
Sem tha Meighbor Compantson saction for dalals about your neighoom. Lacar) i wiad L0 ingnowe T
wocalgae comimbatee
Quick Fix Quick Fix Great Investment
Bornething you can do rghl now Sormething you can oo right now A big icdea for long-tenm savings
[7] Shave a minule off shower time [7] Wash elothes with cold water [ Invest in a tankless gas water
The average American spends Washing clothes with calkd heater _
about eighl minules taking a watier chxans effectialy, can be Avoid hoat insses assocatbed
shower roughy once a day. gertier on your clothes than with storage water heatars iy
using warm or hot water, and chooaing a demand watsr
Reducing average shower tma saves up to 90% of the energy heater. Thess water heaters do
Dy one minute can result in a cost of each load, nat heve a tank, 3o they provide
13% savings i shower waler it water only when it s
uss, which reducas your water Try a cold-water defargant: rsaciad, Consider instaling
heating kil mlﬁmmﬁ?ﬂd therm closs to key hat watsr
See how kang you and vour t;upl'fmh ti‘T-"E“ usars, like remots bathroome.
Tedicnw househokd memiers take i i “on ey be eligiie Tor a renate
b shcwer @l comgang your When using & cormenicnal ol up to $200 when you
shower times to the national datergant, you may nead to regilace your storage water
everage. Set a goal for wash extramaty dirty clothes in heater with an ENERGY STAR®
showerng & bit fester. warmm water. Switching from ot il h
T wanm water cuts enengy use Wit :
e for more infomation.
SAVE UP TO SAVE UP TO SAVE UF TO

MF_ L —

scpopowssrcom | 1-077-558-7 98 | com | Far

FEOa. oo DN, ek

$15™™ 657

runs on QP CYWER ™

801 DS et Al gt st T TR harsn
W Py of T S G

on sy i, bag b At
1T PO D] ) ST o] prORBCIS, B0
ara b ironmational pupce orly. Perisd 2o 10% soml-coraurer moysed paper Lang wisr assd inka
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Opower — December HER — email

Hawve froubla wiewing this amail? Click hama
mmanﬂs Jlajfﬂrqﬂ Enengy ey D =38

You used less than average, but 64% more natural gas than your
efficient neighbors.

11 Thamrs"

* Thars: Stmnard endt of mesarning hasl anengy

Click harg o larn mana aboul your companson.

Fieasa dio reol mmply fo this email Mail sent o #is addross cannok be anseed. For assistanon, please visk
s0f .opower. oom. Southern Calfomia Gas Company values your privamy. For mone information, vies our By
Palcy - Frivacy Notoe

This omal kas been sent o5 & promotional communica®on. H yoe'd raiher not reoeive emails ke tis, you can
unsubacrioes. Sancers Dusiness adoeess B 550 Wesl Fin Seeet, GT20BZ. Log Angeles, CA, BO0T3

Uala, aralysis 5rd recommendstons in ths repor e bassd on eslimates and projections, ond 5es for nioemabonal
PUIDOEEE oy

£ 201021 4 Opower. &l ights resersed. The brademarks: heredn arm proporty of their mepeciyve owners. Soms
mafensls v undar biansa, with all rghia ceservisd by Bansa
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:
Aclara — November “Home Energy Update” (HER) — Direct Mail (Front)

Your Home Energy Update

Rantsen Repart peried: 09/26/14 - 10/25/14
lu_-: i Account number: 12345567890
This report summaizes your home's nabural g
A@}&m'pml‘_mrgml:' wie and offers perionalited suggesticas lo help
WOul Fduor enengy wasle and lower your bl This
by, §2 0 e
i "\ For s hee gas insights, wisdl us at:
Bab Smitn Py aCEount. Ser algas.com
S5 Main Strest
Anylown, U5 00000
., o

Your Home Energy Use Comparison

si2an 5135 5150+
Geod news! Last month you used
10 percent less energy than other
homes like yours.
T learn mare about how your usage slacks

I up, visit us: myaccount.socalgas.com

Mgy EMMiciend aur Sienilar B L
Haomar Hemmi Hoamsis
What homes are compared?

W Similpr Homepk: Homas. Chote 1o wiaart that hyet 3 samiler sipe. ppbe. 08 S0ad maamibss of oaiiupantt.
B Hijhly Eifickenl HoSdd: Sl B Thisl Bured Thi kol S0 gy wid [Des! 15 ped el

Simple Steps Others Have Taken

Tune Up Your
Heating and @nmmm. @mmum-.

Cooling System.
Replace sonilly Warm s lealing out of the Lbrotr s ubaded Peoemor s dirive upe
:memzﬁm IFececei i WNDET Cam Dt & Paige Fiiading and Coading Costs The
GRCE & YRl drain. Candking, wealing and airmphiil plackd 1o 884 indalatics
weather-Uripping sre ow-coi, e in thae attic, basement or
heghe-irgact improseemente crawlspace ol a boares,

Save up to $40 per year- Save up to STO per year— Save up te 590 per year-
Visit socalgas.com (search “SAVE ENERGY™) to find out how to save more.

*= [l ARG e 5 7 e ekt v [ ekl ol
o e i O P e a0 Fe e B SPPOYT, (et Coll EEE-ETE-ERL BAT
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:
Aclara — November HER — Direct Mail (Back)

How Does Your Usage
Compare to Last Year?

Great news! You're on track to use 6 percent
less natural gas this year.

148 141
For maore about keeping your bills down, visit:
socalgas.com (search “SAVE ENERGY™)
D 2013 Dec 2004

Four melural gas usspe (Eherms =}

= Thres 8 s e v e S ey

Get Ready For Winter

These incentives are currently available for you:

Up to $240 toward Complimentary

the cost of insulation. showerhead and faucet aerators.
Spond loss to oot mare (nsulabion Maintan hagh waler pressure while

in your attic and wails. saving energy. waler and money

Flus, save an estimated Sxxx Gt dhree favcet avrators and a

BT year on your gas bl showerhead at no cost.

Visit secalgas.cem (search "SAVE Visit socalgas.com (search "SAVE
EMERGY") today to take advantage ENERGY") today to take advantage of
of this offer. this offer.

o ety Aoy o o v el b rec mi v et e el DA TR 26T
Bn arew ol e peeerpiebom = ey et wr el e e el pross b rd e pneded S wllrm pRonl e R TR

Intighld by & ac1ans
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

3-Fold Insert included with 1* Paper Report in November

Your Home Energy Update

Learn about your home's gas use, 580 how you compare fo
naighbors and loarn warys 10 S8 e mMoney

+ (s ey

Your Personalized Helpful Househald Customized Lower Energy Bills,
Energy Update Comparisons® Insights and Offers  Less Energy Waste
B | This Homa Ensrgy Py, Lach Home Eneryy Update PP —— Tout Homa Enany
e g | Updain sitey D [T nemiy [ -
I | porcaaizmi 1 e s, Rl g Provied bty 10 v POy R g T
b ] | makgisty et e wid o panpned Bo ortier howes o ok thard with others. Voot R wosl Do BTy Wi AT
| p B stecgmea o s g e Eneryy OpAIns 50 nchete oflens | i ant ost inportanty
;'i"_.__._- | iy v Ui e, Sy agu avi 2l ey hroan Saathem g o base shvg Tai drive
T ciomire s of o iy, i Feaoniin  Caldwria G Compasy SeCaa® ol mgitde bebelty yoe tan
| | sogprione. b O R el DM PR rHm I por BEeSen | e IS P b 260 s
| i - A youl #iy bk L e, T e el seirgy B
BB Wit b pou Aompe s A R SSdhEp Ty | adcastas of Chme oflery vl
LG B B RO e | SO GBI wE e | SSCHGILON el "R 1
Tty 2 o B wisty, ragragh rety P

o pps s ———

A% 6T caa ot yuar B by shaat
W gl

i B P

R i) A Bk g 1 RRa EalsT
el bt W waL g el wea and b
b e L cobisa siefen

Turn Down Your Be Kind to Your Check for a Breeze
== | Thermaostat Clothes, Wash 221 Around Doors and
When You Leave them in Cold Windows

o e epectn s pamey Al gty reusel T e, el e boero. el i rewreed By e
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Aclara — November HER — email

M— Report period: 07/17/2014 - 08/15/2014

Gas Compaay Account number: ==00016

A 6’ Sempra Energy wtiiity”

Your Home Energy Use Comparison

Good news! Last month youused
26 percent less energy than other Get R Ead]f

homes like yours. for Winter
s15° 10 ke more: Sbout how your s age stecks up,
) visit "Ways to Save’ at
14 myaccount.socalpas.com
38" “Mgrrizers e Dased oo esUTEed LS S rour Agust
Billing perice. i
Complimentary
Highly Efficient Homes  Your Home Similar Homus Showerhead and
What homes are compared? Faucet Aerators
= Hamilar Homes: Homes chbse 1o yours that have 3 SIMIBT @2, shis, i3S 3nd NUMbSrot oocupants. PP
o Highly EfhcEnt Homas: Similsr hames that have the lowast enamgy Us= [best 15 parcent). Maintain high water

prezzure while saving
energy, walerand

maney.
Simple 5teps Others Have Taken
Get 3 faucet serstors and

a showerhead at no cost.
[z _[=]
Q To take advantage ofthe
offertoday visit:

i i socalgas.comirebates
Improve Insulation Wash Clothes in Cold Lower Water Heater SOESTHES.C =

Adding sttic insulstion is Water Temp

generally the easiest and 90 percent of the energy forone  Odds are your hot water heater
cheapest way te significantly hot load goes to heating the is 5t too high. Aim for 120
improve the insulstion of your  water, which means 10 loads of  degrees F, to save sbout 5
home. cold water washing costs as percent in enengy costs for
much a5 one hot load. each 10 degreas F reduction.

Saveup to $85 per
year saveupto $70 peryear= Saveupto $60 per
year™

Visit socalgas.com (search "SAVE ENERGY") to find out how to save more.

“ Esfimated sdngs based on your gas wsage duing he past wmar

LI, SNanySes and FaCHmImandanns i WS rapan ars 03580 ON SSMASE and ROjRCHaNS, 3N 38 R F I
purpasas anly. |rughuugﬂhc1,mn
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Aclara — December HER — Direct Mail (Front)

Your Home Energy Update

Soulbern
Calfornia
Gus Company Report period: OT/17/2014-08/15/2014
Account number: ACCT024064
A Q{SEmpra Energy utiity”™ This report summarizes your home's natural gas
use and offers personalized suggestions to help
you reduce enargy waste and lower your bill this
LI ([CERRELY Y CrLLUCER EPEREeY PR LT P L TR R winfer.
ﬁn ceT4004 ::lr maore home gas insights, visit "Ways to Save"
24184 User A tance Rd myaccount.socalgas.com.
BELL. CA 90201

Your Home Energy Use Comparison

515= 534+ 556+
Last month you used 65 percent
more than average among homes
like yours.
To learn more about Now your usage stacks up,
- visit "Ways to Sawve” at myaccount.socalgas.com.
Hiqh':y Efficient f’.ﬂ: r‘:“m: i e Sazec o4 aTtrasteS QU Lage for pour ALGUT! BSEAg DD
[ames

What homes are compared?

B Similar Homes: Homes close to yours that have a similar size, style, age and number of ocCupants.
W Highky Erflcient Homes: Similar homes that have the [owest enengy wse (best 15 percent).

Simple Steps Others Have Taken

Caulk and .
@ Weather- Wash Clothes in Impru\r.a
stripping Cold Water Insulation

Do something about the draft! 90 percent of the energy for Adding attic insulation is
It's a sign of significant air one hot load goes to heating generally the easiest and
Ieakage that can usually be the water, which means 10 loads cheapest way to significanthy
sealed quite easily. of cold water washing costs as improve the insulation of your
much as one hot load. home.
Save up to STO per year- Save up to S60 per year~ Save up to $55 per year~

Visit socalgas.com (search "SAVE ENERGY™) to find out how to save more.

** Estimated s3ings based oy our 35 wsage Dver e past year
mmmﬁmmummﬁﬂ.
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:
Aclara — December HER — Direct Mail (Back)

How Does Your Usage
Compare to Last Year?

Great news! You're on track to use 7 percent
less natural gas this year!
4 38

For more about keeping your bills down, visit:

socalgas.com (search "SAVE ENERGY™) I I

Aug 2013 Aug 2014

Your natural gas usage (therms*)

* Tharmma:A risscerd unit of MSREIG heat BREnTY.

Get Ready For Winter

These incentives are currently available for you:

Save up to $200 Cut your heating costs

on a new tankless water heater in half

Get $150 or 5200 rebate when you replace Cut 30-50 percent off your heating bills
your water heater with a qualifying ENERGY with a new ENERGY STAR=Certified
STAR=Certified tankless water heater Central Natural Gas Furnace if your heating

tem i 20 id.
Pius you' Il save an estimated 550 per Azl Loty

year on your gas bill Plus get 5150-200 to heip pay for it.
Visit socalgas.com (search "SAVE Visit socalgas.com (search "SAVE
ENERGY") today to take advantage ENERGY") today to take advantage
of this offer. of this offer.

3efta, anabyrs e recommesdatians in this repart are based o0 estimales asd prajections, aag are prasided for infarmatinnal parpases arly
Terme and cardilient apply, Peass vish ocakjas com [searsh "RIRATDETL. For queibions regarding (his cepail. please call ERB=aTE=lld, 247, .1 .
£ Soutnom CaFSmE G35 Company. Al TA0SMENS DaNg 15 FEparThad Dwiers. A NS STl Insights by s&! ACLARA
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Aclara — December HER — email

We're plessad to provide you with this personalized snapshot of your natural gas usage and
share somz simple steps and rebate offers that others in similar homes have usad to lower their
bills, increasa comfort snd reduce energy waste at home

For more home gas insights, visit "Ways to Save” at mysccount.socsigas.com.

To view this email as a web page, go here.

Southern
California Report period: 08/18/2014 - 0%/15/2014
Gas Company Account number: **+00007

A Q'Sempra Energy wtility”

How does your usage compare
to last year? Get Ready
You're on track to use for Winter

the same amount of
natural gas this year.

To find out how 10 save more

visit socalgas.com {search Save Water,
SAVE ENERGY) Save Money and
Save Your
Clothes
What's Your Goal? Use half the water of
your top losder and
save 30 on
Based on your current home energy update, you yowo&sma
could: new ENERG Y STAR®
Cut Energy Lower Your Plan a Night mﬁﬂmﬁw
Waste by 8 Bill by $70 Out With Plus get a 575 rebate.
percent Per Year Your Energy
“four natural gas This represents Sﬂvmgs my:;ww;k{
u;agewould be als p§rcent Usethe savings chothes. e
similar to other reduction off from the energy
homes like YOur average waste you've cut To take advantage of
yours. ygarly Energy out at home this offer today visit:
bill. towards dinner socalgas.com/rebates

or your other
favorite treat.

Set your savings goal at

myaccount.socalgas.com
and we will help you reach it

10% in
savinns$4 per
could
year
you
10% €=
1% ¢ A 130%
Data, anayss s reart amare
provided for infrmational purpasas anly. nm;mnﬂlnmmn
For asuistanca, piazss vist
i es 50caig 35 Aclars COMFAG. Soulnem Calfamia Gas Comgany vaiues your privacy. For mare infarmaion, visw o
Brivacy Soicy ad Brivacy Notcs.
Yot Yo £an unsubecribe.
Sangar N Ses, GT2052, LS ANgees, CAS001.
o sama

Beamse,
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Aclara— Direct Mail (Front)

Your Home Energy Update

Soulhern
Calfarnia
Gus Company Report peried: O7/17/204-08/15/2014
Account number: ACCTO24064
A gEEmpra Energy utiity” This report summarizes your home's nafural gas
] use and offers personalized suggestions to help
you reduce energy waste and lower your bill this
L [ EERERLY 1V LI N EVEre PR EPLT T LN LT winter.
m " 2404 :ll mars humte gas l'l15]|;|l“tfi1|rlslt "Ways to Save"
24154 User Acceptancs Rd 4 !
BELL, CA 80201

Your Home Energy Use Comparison

515 534+ 556*
Last month you used 65 percent
more than average among homes
like yours.
To learn more about how your usage stacks up,
- wisit "Ways to Save™ at myaccount.socalgas.com.
Hiqn:‘y Efficient E'I;!::sr m: * Mmies arw saned £ ot et pas wamaw for o Bugut £ TS aaeed
Hmes

‘What homes are compared?

B Similar Homes: Homes close to yours that have a similar size, siyle. age and number of ooCupants.
W Highky Erficient Homes Similar homes that have the lowast enengy wse (best 15 percant).

Simple Steps Others Have Taken

Wash Clothes in 1]
Cold Water

Improve
Insulation

Caulk and
@ Weather-
stripping

Do something about the draft!
It's a sign of significant air
leakage that can usually be
sealed guite easily.

Save up to $70 peryear-

90 percent of the energy for
one hot load goes to heating
the water, which means 10 lpads
of cold water washing costs as
much as one hot load.

Save up to $60 per year~

Adding attic insulation is
generally the sasiest and
cheapest way to significanthy
improve the insulation of your
home.

Save up to 555 peryear-

Visit socalgas.com (search "SAVE ENERGY"™) to find out how to save more.

=+ Estimated saings based oflyour gas esage over the

pastyear
mmmmmmum&mmﬁ'ﬁ
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:
Aclara — January HER — Direct Mail (Back)

How Is Your Gas Use Trending?

Great news! You're on You used 96 percent more than your
tracktouse 7 percent average daily use on your highest days.

less natural gas this year!
Average Gas Usage by Day of Week"

b
perzng

4 38 a
Aug 2013 Aug 2014 Sun. Men. Tue. Wed. Thu. Fri. Sat

Your natural gas usage (therms®)

—— Awrags dally mme lor the s
* Therrn: &, abandars unit 2! meaaarisg head sy * Thr s v sach iy DF the s I STRGEE for y Cur BINNG pariad

For more insights, visit "Ways to Save" at myaccount.socalgas.com.

Get Ready For Winter

These incentives are currently available for you:

Save up to $200 Cut your heating costs

on a new tankless water heater in half

Get $150 or $200 rebate when you replace Cut 30-50 percent off your heating bifls

your water heater with a qualifying ENERGY with anew ENERGY STAR=Certified

STAR=Certified tankless water heater Central Natural Gas Furnace if your heating
tem i 20 old.

Plus you' il save an estimated $50 per e yea-s

year on your gas bill Pilus get $150-200 to help pay for it.

Visit socalgas.com (search "SAVE Visit socalgas.com (search "SAVE

ENERGY™) today to take advantage ENERGY") today to take advantage

of this offer. of this offer.

Sata, analysis aae recommesdatians in this repart are baged o0 estimaies aod prajections, 53 are provided for indarmeational purpeses anly
Terme sl carchliond apply, Pieaoe sl incakjas com [search “RIRATLS ™). For queifions reqardiog Ihe separt. pleade call BRp=RTimddrld, 147, l'\ .
£20h4 Souzrem Caifomia Gas Company. Al R0Smans DROng 12 PEspeCl vl Dwiers. AN MQNTs Issna. Insights by el SO LARS
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

Aclara — January HER — email

Sowthem

CaBlomia Report pericd: 08/16/2014 - 09/15/2014
Gas Company Account number: ====*GE135
A gjﬁempm Energy wiility®

Your Home Energy Use Comparison

Lastmonth you used 24 Get Ready
percentmaore than average .
among homes like yours. for Winter
Talaam mars aboul how your §as
usag e Siacks up, visl “Ways 1 Save"
I 3l mysccount.socalgas.com.
s10" Shpizars e s o EE RS g e
i #or your Sagperper Hilng L
Save Water,
Hﬁ'ﬁl-:ﬂ'ml-lmm Similar Hames Your Home Save Muney
Whathomes are compared? and Save Your
= Similar Homes: Homes closa 10 yours Tl have 3 similar siza, shyls, aga and numbar of Clothes
- ngﬂ}'EliuaiHnnaa:EITlimnaam hawa tha lowast anangy use (basl 15 pancant). Usz half fhe wafer of
your fop loader and
save 30 percenf on
your bills witha
How does your use change day to day? new ENERGY STAR®
R Most Efficient froni-
Average Gas Usage by Day of Week Sundays were your highest Ioading clofhes washer
use days this month. Plus gef a 575 rebafe.
Far meare Inslg s, vish “Ways o
0.8 Save” 3l myaccount soClEER com. Genfle on your wallef
and genfle on your
04 clothes.
0.3
. To take advantage of
oz this offer today visit:
0 l socalpas.comirebates
®in  Mon  Tue Wod Thur  Fi
__Aymmage delly et he marin

“ e, 00 Sk oy O e Wik mvegead Ao o Sepieerrer Hling el
[dohe, & et I & standiand unlk Of e Ring Fesd enegy

Diata, analysis and recommEndations. IR s eoort am based on simates and prmj actions, ad & provided for
Intormiaticnesl perposes only.

Tesms and condifions mpply. Fiease visk somiges com (seach "REEATES "L
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Appendix E
2014-2015 Conservation Outreach Campaign Sample Materials:

SoCalGas — November Bill Tracker Alert Welcome email

Hpze ars miill hevving probiems viewi~g Tus meassgs, pEass gich e o scidSoral Saip

MEE‘.. Welcome to Bill Tracker Alerts
Y —

Congratulations!

Wi are now egsiered for Soutem Calfomia Gas Company (Solailas™) BN Tracker Alerts, These
wesk by alerts wil Felp you Dether manage your monthiy gas Bl By mordoring your s oosts Hroughous
the biling cycie, you'l avwoid any sumrises. of the end of the moni

Wiour B8 Trscher Aot emall will Inciude:

= Hi-o-Oolz
= Projeched rext b

=  Deys reaining I the corent biling cyoe
= |agtmonth's bl

Take= advantage of this Imfomation o make Changes In your 0as USSQS and Save monsy

1T you weouild e o receve B Tracker Ajlevis through text messages, g in o by Accoormt and go bo e
Wianage Wy Account” k.

Trank you for being 3 valued oasiomer.

B o ne ooger wwet o recwhe Bl Trecker Slscts, mmcly kog m o poor SoCeilee: My Rommund or ol | -E00-TLGEED

iCon_BL0c2013
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Appendix E

2014-2015 Conservation Outreach Campaign Sample Materials:

SoCalGas — Weekly Bill Tracker Alert email

Senthery

e ‘ SoCalGas® Bill Tracker Notification

A g’ Sempra Energy visn®

Your Bill Tracker Update

Monitor your weekly consumption and make changes to achieve your savings goal.

Account Number: Rriea03
Bill to Date: $22.28
Projected Next Bill: $56.77
Days remaining in the current billing cycle: 17

Days elapsed in the current billing cycle: 12
Previous Month's Bill: $122.78

Previous Year, Same Month's Bill:

Set up your energy-savings goals by visiting “Wavs to Save" — our personalized interactive tool.

Log in to My Account:

Connect with us: u n T

socalgas.com | Bill Assistance | Rebate Programs

To ensure continued receipt of e-msil messsges from SoCslGss, please sdd customerservice@socskss.com to your
sddress book.

If you wish to cancel this Alert email, you can do so by logging into your My Account st hitos:/imysccount.socslgas.com
and bscribing in your "Manage Aleris” pref center inside the Manage My Account tab.

Southem California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Notice.
Email notification code: 100

® 2013 Southem Caslifornia Gas C: y. Trad are property of their
Some materials used under license, with sll ights reserved by licensor.

pecth . All ights reserved.
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