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Southern California Gas Company
Advanced Meter Semi-Annual Report

Introduction

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

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

In addition to the specific requirements identified in the Decision, this Report also
describes the overall status of the Advanced Meter project.



e Chapter 1 provides a project overview and summary.

e Chapter 2 summarizes the status of the construction of the Advanced
Meter system as of June 30, 2013.

e Chapter 3 examines the performance of the system, focusing on the
provision of data for billing and for presentment to customers through the
SoCalGas website.

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

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

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

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

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

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

e Chapter 10 provides the project’s current financial status.

e Chapter 11 provides a summary of the impact of the project on SoCalGas’
Meter Reading work force.

Chapter 1 - Project Overview and Summary

This Report describes the progress of the SoCalGas Advanced Meter project
through June 30, 2013. The Advanced Meter infrastructure consists of two
primary components —a meter transmission unit (MTU or module) attached to
every SoCalGas meter, and a communications network consisting of data
collection units (DCU) installed across the SoCalGas service territory. Highlights of
the construction of the infrastructure and performance of the system are:

e Approximately 37% - over 1,300 DCUs — are constructed or ready to
construct

e About 275 SoCalGas employees installing modules

e QOver 384,000 modules installed

e More than 361,000 bills based on automated reads issued to customers

e 99.9% of automated reads for billing are accurate



e Over 96% of hourly reads for Energy Presentment are accurate

SoCalGas is also poised to launch a targeted campaign to market the conservation
benefits of the Advanced Meter system, with the major features being:

e Continued promotion of its MyAccount website and new energy analysis
tools recently made available to customers

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

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

Overall, the Advanced Meter project is meeting its schedule and budget goals. All
major milestones have been met. The software to allow for billing and the
presentation of hourly data to customers has been implemented. The
construction of the network has preceded the installation of modules so that
customers can be transitioned to automated billing soon after the installation of
the modules. The system is providing accurate data for billing, with very few
missed reads. Customers also have access to their hourly data soon after their
modules are installed.

The final major piece to be implemented — the conservation campaign - will
commence in October 2013, and extend through the heating season ending in
March 2014. The impacts on customers’ consumption will be determined in the
second quarter of 2014. The lessons learned from this campaign will be analyzed
and used as part of a ‘test and learn’ approach which will guide the 2014/2015
heating season campaign.

Chapter 2 - Network Construction and Module Installation Status

This section describes the progress to date constructing the system. The section
also describes how SoCalGas complied with one of the provisions in the Decision
to obtain CPUC approval of the contracts covering the technology for Advanced
Meter.

2.A CPUC Approval of Contracts

SoCalGas conducted a lengthy bid process to select its vendors for the Advanced
Meter project. SoCalGas selected Aclara RF Systems, Agile Sourcing Partners, Inc.,
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and, Capgemini America, Inc. to manufacture and deliver the technology and to
provide support for the development and integration of the various information
systems necessary to implement the project.

Ordering Paragraph 6 of the Decision states:

“SoCalGas shall file one or more Advice Letter with the executed contract
with vendors for AMI technology, installation and/or systems integration
for its AMI project, as adopted herein. These contracts are contingent upon
Commission approval that they meet the functionality criteria set forth in
Section 7 of this decision. The advice letters should describe how their
choice of vendors enables compliance with criteria set forth in Section 7, in
particular compatibility with widely adopted standards for communications
with consumer-owned devices, and assurance that changes in customer
preference of access frequency do not result in additional AMI system
hardware costs.”

On May 27, 2011, SoCalGas filed Advice Letter (AL) 4245 requesting approval of
the contracts with these three vendors. On October 21, 2011, SoCalGas filed
Partial Supplemental AL-4245-A, which included an amendment to the Aclara
contract. The CPUC approved the contracts in Resolution G-3470 on March 22,
2012. With CPUC approval of the contracts, SoCalGas was able to proceed with
the construction of the Advanced Meter project.

2.B Communication Network Construction Status

The communications network consists of thousands of DCUs across the SoCalGas
service territory. The DCUs receive the meter reading data from the modules
installed on each meter. Each module transmits twelve hourly meter reads four
times a day, communicating for less than two minutes per year. The data is
encrypted and transmitted across a licensed frequency from the module to the
DCU.

SoCalGas is currently in the process of installing 3,731 DCUs based on the initial
propagation study provided by Aclara, the technology vendor. The specific DCU
locations, referred to as design points, are determined based on the propagation
study which takes into account the location of the modules on the six million
meters, the topography of the surrounding area, and the influence of the built



environment on the transmission of the radio signal. The DCUs can be placed
within a 500 foot radius of the design point.

The Advanced Meter system is designed to ensure that SoCalGas customers
receive their hourly consumption data the vast majority of the time. To achieve
this goal, most modules will communicate with at least three DCUs. The actual
number of DCUs to be installed will be determined by a two-step process. After
these 3,731 DCUs are installed, SoCalGas will evaluate the performance of the
network and identify gaps in the network. SoCalGas will then install additional
DCUs to remediate these deficiencies in performance. SoCalGas estimates that
4,000 DCUs may ultimately be necessary to ensure that customers can receive
their hourly data.

SoCalGas installed its first DCU on a SoCalGas facility in February 2012. The first
DCU installed in a city took place in June 2012. SoCalGas’ goal is to install the
DCUs prior to the modules in order for data to be received immediately after the
module is installed. In general, SoCalGas has achieved this goal. Table 1 displays
the status of the SoCalGas network as of June 30, 2013, based on the installation
of the 3,731 DCUs indicated in the propagation study.

Table 1
Status of DCUs
DCU Status Number of DCUs Percent of DCUs
Installed 1,116 29.9%
Ready to Construct 261 7.0%
Negotiating with Local 1,604 43.0%
Governments/Other Third
Parties
Not Started 750 20.1%
Total To Be Installed 3,731 100.0%

About 37 percent of the network has been constructed or is ready to construct,
and SoCalGas is currently negotiating with local governments and third parties to
install another 45 percent of the network. SoCalGas expects to have more than
1,800 DCUs installed by the end of 2013, with another 1,000 approved for




construction. The cities with which SoCalGas has not started negotiations are
generally not scheduled for module installation until 2015 and beyond.

SoCalGas pursues several options to install DCUs. Table 2 displays the DCU
locations installed to date.

Table 2
Location of Installed DCUs
DCU Location Installed DCUs
SoCalGas Owned Pole in
SoCalGas Facilities 63
Public Right of Way 733
Caltrans Right of Way 2
Lease Other Third Party Property
Private Easement 1
Total 799
Attached to Third Party Asset
Los Angeles Bureau of Street Lighting 270
SCE Street Lights 0
PG&E Street Lights 0
SDG&E Street Lights 0
Other Cities Street Lights 47
Other Public/Private Assets 0
Total 317
Total Installed 1,116

Thus far SoCalGas installs the DCU on a SoCalGas owned pole in the public right of
way under its franchise rights almost two-thirds of the time. The second most
common option has been to install the DCU on a local government owned street
light. Only three DCUs have been installed in a different manner. SoCalGas has
constructed two DCUs in Caltrans rights of way. One DCU has been constructed
on a private easement. Appendix A provides pictures of the DCU types.
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When the DCU is attached to a third party owned asset, SoCalGas negotiates a
contract with the asset owner which usually includes a

e Fee to lease the space on the asset; and,

e Energy rate for the electricity to power the DCU.

So far, street lights are the only asset to which SoCalGas has attached DCUs.
SoCalGas has negotiated contracts thus far with Pacific Gas & Electric Company
(PG&E), Southern California Edison Company (SCE), San Diego Gas & Electric
Company (SDG&E), the City of Los Angeles Bureau of Street Lights (BSL), and with
the cities of Bakersfield, Brea, Coachella, Fullerton, Glendale, Lemoore, Pasadena,
and Whittier.

The three CPUC-regulated utilities obtained permission from the CPUC under the
applicable general orders to allow SoCalGas to permanently attach the DCUs to
their street lights." SDG&E and PG&E had existing tariffs for an energy rate that
applied to the SoCalGas DCUs. SCE filed an advice letter and received CPUC
approval of an energy rate for AMI projects like SoCalGas’ Advanced Meter
project. The final CPUC approvals were received in May and June, 2013.
SoCalGas expects to begin installations on SCE and PG&E street lights later this
year.

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

Given the preponderance of new poles, most of the DCUs are solar powered.
When SoCalGas installs a DCU on its own pole, the DCU is solar-powered. When
installed on a street light, the DCU is most often powered by electricity from the
street light. Table 3 shows the breakdown between solar and A/C powered DCUs.

! See Resolution ESRB-1 dated May 10, 2012 (SCE), Resolution ESRB-2 dated June 27, 2013 (SDG&E) and Resolution
ESRB-3 dated June 27, 2012 (PG&E).

11



Table 3

Power Source for DCUs
Installed DCUs Solar Powered AC Powered
1,116 758 358

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

2.C Module Installation

SoCalGas installed its first module on October 29, 2012. As of June 30, 2013,
SoCalGas has installed 384,041 modules. Installation teams work out of
warehouses leased specifically for the Advanced Meter project. Five warehouses
are currently in operation — Bakersfield, Indio, Irwindale, South Gate, and Sun
Valley. One warehouse — El Centro — has already opened and closed. Appendix B
provides a master schedule of warehouse opening and closings. Table 4 below
displays the schedule and workforce for each of the six warehouses opened thus
far.

Table 4
Schedule for Warehouses
Warehouse Opening Date Closing Date Number of
Employees*
South Gate | October 29, 2012 Sept 10, 2014 65
El Centro February 4, 2013 May 24, 2013 28
Irwindale March 4, 2013 October 10, 2014 65
Sun Valley April 1, 2013 July 3, 2014 34
Bakersfield April 15, 2013 November 27, 2013 47
Indio May 28, 2013 November 15, 2013 87

*Employee count when fully staffed

When fully staffed, 326 personnel will be involved in the installation of the
modules. As of June 30, 2013, approximately 275 installers were employed.
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Table 5 displays the installations by warehouse and identifies the installations
done by other SoCalGas personnel.

Table 5
Module Installations by Advanced Meter Warehouse

Number of Modules Installed
Advanced Meter
Meter Change
Warehouse Module Only Total
w/Module
South Gate 130,925 38,074 168,999
El Centro 29,937 5,734 35,671
Irwindale 37,739 16,008 53,747
Sun Valley 26,610 9,085 35,695
Bakersfield 18,601 5,342 23,943
Indio 25,545 3,269 28,814
Total Advanced Meter 268,357 77,512 345,869
Other SoCalGas 38,172 38,172
Personnel
Total 268,357 115,684 384,041

About 90 percent of the modules are being installed by Advanced Meter
personnel, with about 10 percent being installed by other SoCalGas personnel. In
general, other personnel are involved when the installation requires extensive
modifications to the existing meter configuration such as installing the modules
on complex industrial and commercial meters. Other personnel are also replacing
existing curb meters with new curb meters with a module already installed.

As Table 5 displays, about 70 percent of the modules were installed on existing
meters. About 30 percent of the time, the meter is replaced with a new meter
with a module already installed. At this point, all new meters being purchased by
SoCalGas have an Advanced Meter module already installed. The only customers
who will not receive a module are deferral customers. Chapter 8 further
discusses the number of deferral customers to date.
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While installing the 345,000 modules identified above, the Advanced Meter team
has experienced some injuries and been involved in some vehicle incidents. Table
6 displays those results.

Table 6
Advanced Meter Injuries and Vehicle Incidents
Incidents Rate*
Occupational Safety & Health 4 2.1
Administration Incidents
Controllable Motor Vehicle Incidents 6 7.5

*OSHA Rate is the number of incidents per 200,000 hours worked.
*CMVI rate is the number of incidents per million miles driven.
*SoCalGas rates for the same period are 3.4 for OSHA and 3.8 for CMVI.

Chapter 3 - System Performance

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

3.A. Network Performance

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

Percent
Module Communication Status Modules Installed Installed
With Network
Total Modules Installed 384,041
Modules Installed — No Network 14,615
Modules Installed with Network 369,426
Delivering 100 Percent of 297,556 80.5%
Expected Reads
Missing 1-12 Reads 27,321 7.4%
Missing More Than 12 Reads 41,364 11.2%
Missing All Reads 2,171 0.6%
Installed and Replaced 1,014 0.3%

Ninety-six percent of the modules have been installed where network is available.
Only about 14,000 modules are installed where no network has been constructed.
SoCalGas generally installs modules where the network is available. Exceptions
include when new business meters are connected, and a select number of
planned meter changes being performed by other SoCalGas personnel. In
addition, when a meter fails in the field, it is now always replaced with a meter
with a module, regardless of whether the network is installed or not.

Over 99 percent of the modules installed in areas with network coverage have
successfully communicated with the back office systems. Only 0.6 percent of
similarly installed modules have not yet successfully communicated.

Once communication is established, the focus shifts to the frequency of successful
reporting. Again referring to Table 7, more than 80 percent of the installed
modules are successfully communicating all of a customer’s hourly data on a
monthly basis. About 7 percent of the modules are missing 1-12 reads, which
means that they have 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. Modules in this category are successfully
communicating over 98 percent of a customer’s monthly hourly data. SoCalGas
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does not consider modules performing at this level to be problematic as enough
hourly data is being received for billing purposes.

About 11 percent of the modules are missing more than 12 reads, which is
potentially problematic for the provision of hourly gas consumption data.
SoCalGas is examining module modifications and network enhancements to
improve the performance of these modules.

Given the overall level of network performance described in this section, the next
two sections describe the operational results for the two areas of most significant
operational impact. Firstis the ability to produce an accurate bill. Second is the
ability to provide hourly data for the tools SoCalGas is providing which support
customers in conserving natural gas.

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). Before a module is used for billing, it must pass a ‘Billing Ready’ test,
which consists of three elements:

e The module must communicate data successfully for 7 consecutive
days;

e Overthe 7 days, the ‘per day average’ (PDA) is calculated and
compared to the prior month’s consumption; and,

e A follow up manual read is compared to the automated read.

Based on the results of this three-pronged test, modules are either moved to the

‘Billing Ready’ status or placed on a remediation list. Table 8 displays the
progression of modules from installation to actual use for billing.
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Table 8
Advanced Meters Utilized for Billing

Modules Installed as of June 30, 2013 384,041
Modules in ‘Billing Ready’ Status 295,219
Advanced Meter Reads Requested for Billing 202,133
Billing Data Provided by Advanced Meter 201,971
Billing Data Not Provided by Advanced Meter 162
Percent Provided by Advanced Meter — Actual Read 99.6%
Percent Provided by Advanced Meter — Estimated Read 0.3%
Percent Not Provided by Advanced Meter 0.1%

Over 75 percent of the installed modules have been deemed ‘Billing Ready’ and
are now used or ready to be used for billing customers. Of the remaining 25
percent, most are still in the process of completing one of the three test elements
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.?

For the Billing Ready modules, the system provides a high percentage of accurate
reads. 99.6 percent of the reads requested were actual, accurate reads. The
system also provided an additional 0.3 percent of reads which were ‘estimated
reads’ based substantially on reads received earlier in the month, rather than on
the designated day. So even most of the ‘estimated reads’ are based primarily on
actual data, with the estimate covering only a portion of the month as opposed to
the entire month, as was the case prior to Advanced Meter deployment. Less
than 0.1 percent of the reads could not be provided by the Advanced Meter
system.

% As referenced in Chapter 2, additional DCUs may have to be added to improve system performance.
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Thus far, the modules missing more than 12 reads per month identified in Table 7
have not been problematic for billing. SoCalGas began to base bills on automated
reads in April 2013. Table 9 displays the number of bills based on Advanced

Meter reads from April through June.

Table 9

Customer Bills Based on Advanced Meter Reads

Month Number of Bills Based on Advanced
Meter Reads
April 18,310
May 141,358
June 202,133
Total 361,801

During June, SoCalGas provided over 202,000 customers with bills based on
Advanced Meter reads. In total, over 361,000 bills based on automated reads
were provided to customers from April through June, 2013. By the end of July,
SoCalGas will have successfully transitioned most of the customers with Advanced
Meters installed prior to April to automated billing.

This transition appears to be transparent to customers. Before they receive their
first bill based on an Advanced Meter read, customers receive a letter informing
them of this change. SoCalGas has received no comments or complaints in its
formal Customer Comment Tracking system concerning the change to Advanced

Meter billing.

SoCalGas believes several factors contribute to this outcome. First and foremost,
the bills are accurate. Second, SoCalGas has not changed the look of its bill;
therefore, the bill itself appears to customers to be the normal gas bill they
receive. Third, gas bills are usually lower in the summer and may not receive the
same attention from customers that they receive in the winter when the bills are

higher.

Because SoCalGas is confident that the system is performing to expectation for
billing purposes, SoCalGas intends to stop performing the third step in the Billing
Ready test —reading the meter manually in the month following the module




installation. SoCalGas compared over 93,000 manual reads with automated reads
and is convinced the follow-up read is unnecessary. Table 10 displays the results

of the evaluation.

Table 10

Comparison of Advanced Meter Read to Manual Read

Meters Read April 1 - May 24

Total Meters 93,290 100%
Advanced Meter and Manual Read are 91,625 98.2%
Comparable
Did Not Pass Manual Comparison Test 1,665 1.8%
Assessed by Analyst to be Manual Error 1,582 1.7%
Error Discovered During Advanced Meter 83 0.1%
Validation
Potentially Missed Error 1 Negligible

The automated read and manual read aligned 98.2 percent of the time. The reads
which were not comparable were reviewed by SoCalGas billing analysts. Of the
1.8 percent of reads which were not comparable, 1.7 percent of the reads was
deemed to be manual meter reading errors. Of the remaining errors, all but 1 had
been identified during the Advanced Meter validation reviews which are
performed before data on a new installation is finally submitted to officially
register the installation. So the data actually submitted to the system by
Advanced Meter for these installations was accurate, but the changes had not yet
entered the system at the time the manual meter read was performed and the
evaluation was conducted.

In the lone case which was not identified, the meter’s index was broken but the
automated read was actually accurate. Ironically, the customer would have
received accurate bills, but the index was not accurately displaying the
consumption.

Based on these results, SoCalGas will no longer perform a follow-up manual
meter read. In its place, SoCalGas will perform a second PDA test, this one after
21 days. SoCalGas believes performing the PDA tests at 7 and 21 days will provide
adequate assurance that the system is accurate.
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SoCalGas will begin billing customers with automated reads at change of service
time in August 2013, when the software to enable this functionality will be
available. The impacts in this area will be described in future semi-annual reports.

3.C. Hourly Gas Consumption Data

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

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

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

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

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

As explained in Advice Letter (AL) 4245, SoCalGas’ Advanced Meter technology
meets the requirement by meeting the two functionality criteria identified above.
The Advanced Meter system provides customers with access to their hourly
natural gas usage information on a “next-day” basis enabling them to better
manage their gas usage. This information is provided to customers through
SoCalGas’ MyAccount website portal.

In addition to providing the usage data, SoCalGas also provides tools customers
can use to analyze their energy usage and develop individualized conservation

® D.10-04-027, page 12.
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programs to reduce their gas usage. These energy presentment solutions are
provided to customers through Aclara’s ‘Consumer Engagement’ energy and bill
analysis tools. Customers can access these personalized analytical tools in the
‘Ways to Save’ section of the MyAccount website. Each of SoCalGas’ Customer
Service Representatives also have access to complementary Aclara-based energy
and bill analysis tools so that they can support customer inquiries received over
the phone or via email. These tools reflect SoCalGas actual rates, so when
customers analyze various conservation scenarios for their residences or business
facilities, or view their hourly usage and costs, they see the potential impacts on
their energy costs.

This suite of online tools also provides an ‘Export’ feature and a ‘Green Button’
energy usage download option so that authorized MyAccount users can choose to
download their energy usage for further analysis, or to share with third parties of
their choosing.

Customers have access to their hourly data immediately after the Advanced
Meter module is installed and the module is deemed ‘Billing Ready.” SoCalGas
sends a letter to customers informing them of the availability of the data
approximately 45-60 days following module installation.

Table 11 displays the overall performance of the network with respect to
providing hourly data, addressing all of the modules whose performance is
summarized in Table 7.

Table 11
Advanced Meter Hourly Reads Received

Total Modules Installed 384,041
Total Modules Installed w/Network Coverage 369,426
Number of Hourly Reads Expected 240,080,088
Number of Hourly Reads Received 231,210,616
Percent of Hourly Reads Received 96.3%

The SoCalGas Advanced Meter system is currently providing over 96 percent of
hourly reads. SoCalGas is pursuing efforts to improve the percentage of hourly
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reads.

In particular, SoCalGas is working on a change in one module technology

and examining how to augment the network to improve the collection of hourly

reads.

Chapter 4 — Customer Education and Outreach Plan

D.10-04-027 outlined specific outreach requirements to be addressed by
SoCalGas. This section describes the foundational requirements for SoCalGas’
customer outreach activities.

The Decision required SoCalGas to hold a public workshop, submit a Customer
Outreach Plan, and form a Technical Advisory Panel (TAP). Ordering Paragraph 4

of the

Decision states:

“Southern California Gas Company shall host a public workshop within 180
days of the issuance of this decision to present a draft plan for advanced
metering infrastructure outreach and conservation support. The plan shall
include marketing and education elements to prepare customers for
advanced metering infrastructure roll-out, sample versions of web-based
energy management feedback to encourage conservation, as well as
planned marketing to channel customers towards energy efficiency
offerings. In order to support the development of its plan, SoCalGas shall
convene a Technical Advisory Panel to assist in planning and
implementation of AMI. A final written plan shall be submitted to the
director of the Commission’s Energy Division and served on the most recent
service list for this proceeding within 60 days after the workshop.”

4.A — Public Workshop and Customer Outreach Plan

The public workshop was held on October 4, 2010, at SoCalGas’ Energy Resource
Center in Downey. The results of the public workshop are documented in the
SoCalGas Advanced Meter Project Customer Outreach and Conservation Support
Plan (Plan) filed with the CPUC on December 3, 2010. The Plan can be found on
the SoCalGas website at the Public Workshop Link:

http://socalgas.com/innovation/advanced-meter/workshop.shtml .

The Plan was developed from the Draft Outreach Plan prepared and presented by
SoCalGas at the public workshop. The Plan incorporates the feedback from the
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workshop; from the Technical Advisory Panel; from meetings with other California
utility smart/advanced meter teams; from market research performed in 2010;
from reviewing other utilities leading practices; and, from energy efficiency
academic literature.

The Plan outlines a customer strategy which addresses the scale, diversity, timing,
and Advanced Meter team knowledge, given the formative stage of the Advanced
Meter project at that time. The geographical sequencing of the installation of
advanced meters, and the demographic make-up of each installation area drove
the tactical aspects of the outreach Plan.

The three overarching objectives of the Plan were:

e Toincrease awareness about the Advanced Meter project and prepare
customers and stakeholders for installation of advanced meters and the
communication network (DCUs)

e To educate customers about the benefits and how the Advanced Meter
project can help them save money, energy, help the environment and
potentially enable future technology advancements

e To engage customers to use the information to conserve natural gas

Approximately, 54% of California’s population will be affected by the Advanced
Meter project. The scope of the Plan includes:

e Residential customers (about 95% of the 6 million meters with 64% being
single family residences and 31% being multifamily residences)
¢ Small and medium businesses (about 4% of the 6 million meters)
¢ Industrial/other (about 1% of the 6 million meters)
The Plan did not outline a “one size fits all” approach. In fact, the Commission
directed SoCalGas to ensure that some very specific communities were addressed
in SoCalGas’ outreach efforts:

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

The Plan accounts for the various audiences and customers that SoCalGas must
address to ensure that the Advanced Meter project is successful for all SoCalGas
customers. The Plan outlined approaches for the following primary audiences:

e Mass market (residential and small/medium businesses)

e Sensitive communities/customers. These are communities and
customers that are hard-to-reach or have special needs including:
disabled, various cultural groups including groups with limited English
proficiency, low income, rural, seniors and small business.

SoCalGas identified several enablers, in addition to marketing channels (e.g., print
media, broadcast media, and web), to assist with the achievement of the Plan,
including:

e Coordination of customer services

* Incorporation of customer, employee and stakeholder feedback

e Ongoing customer research

e Customer tools such as natural gas usage information presentation
options

e Use of community- and faith-based organizations (CBOs, FBOs) and
disability agencies to conduct outreach to sensitive
communities/customers

e Coordinating with the CPUC Business and Community Outreach (BCO)

e Collaborating with SoCalGas customer assistance and energy efficiency
(EE) programs to educate customers on Advanced Meter

e Ongoing customer campaigns and pilots, and

e Use of customer metrics

% D.10-04-027, p. 45.
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4.B Technical Advisory Panel

To assist in the development of the Customer Outreach Plan and the entire
Advanced Meter project, SoCalGas formed a Technical Advisory Panel.” It is an
expert group established to provide advice and input to SoCalGas’ project team.
SoCalGas works collaboratively with TAP members to exchange ideas, advice and
feedback regarding customer and program needs. The TAP draws from the
collective expertise of regulatory agencies, technical experts and community
leaders for advice and best practices related to the installation of advanced
meters. TAP members include representatives from the following groups:

= CPUC - Division of Ratepayer Advocates (DRA)
= CPUC - Energy Division
= CPUC - Business and Community Outreach (BCO)
= California Energy Commission
= Subject Matter Experts in
= Technology
= Behavioral Science
= Community Leaders

The first TAP meeting was held September 9, 2010. SoCalGas has since met with
the TAP two to four times a year. The meetings are public. Periodic updates are
communicated to TAP members outside of the formal meetings. The
presentation from the latest TAP meeting can be found

at http://SoCalGas.com/innovation/advanced-meter/tap.shtml.

Chapter 5 — Network Customer Outreach Activities

As discussed in Chapter 4 above, the SoCalGas Outreach Plan was submitted in
December 2010. Since 2010, SoCalGas has been refining and implementing the
Plan.

This Chapter describes the plan and activities that SoCalGas is now implementing
around the installation of its communications network.

> D.10-04-027, Ordering Paragraph 4. In order to support the development of its plan, SoCalGas shall
convene a Technical Advisory Panel to assist in planning and implementation of AMI.
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5.A Three Phase Outreach Process

SoCalGas wanted to ensure that all of its elected officials were informed about
the project. As a result, SoCalGas partnered with GeM Communications to
coordinate 20 legislative briefings with 130 local and state elected officials and
their staffs. The legislative briefings covered an overview of the project along
with a resource binder containing information on the Advanced Meter project
and other SoCalGas programs. These binders are reference documents for
legislators and staffs to respond to constituent questions that might come to the
legislative offices.

While these briefings served a useful purpose, particularly for making state
elected officials and their staffs aware of the project, each individual city and
county had to be approached to obtain agreement to install the DCUs. With each
local government, SoCalGas implements a three phased outreach process.

First, SoCalGas contacts the local government officials in affected cities and
provides briefings on the Advanced Meter project. The outcome of this phase is
to reach agreement to install the DCUs. In the second phase, SoCalGas works
with local administrative officials to identify the ideal locations for the DCUs.
Finally, in the third phase, SoCalGas works with the affected customers around
the DCU locations to inform them of the pending construction of the DCUs. The
outcome of this phase is that DCU locations may be modified based on the
customer feedback, as long as the alternate location meets the basic network
requirements. This outreach usually begins 9-12 months prior to module
installation so that the network is constructed before the modules are installed.

In the first phase, SoCalGas’ outreach efforts focus on educating local public
works officials, planning staff, city managers and elected officials on the Advanced
Meter project. These briefings usually involve City Council members, County
Boards of Supervisors, elected officials’ staffs, and city and county administrators.
The briefings provide background about the project, and they include information
about where the network propagation study mentioned in Chapter 2 indicates
DCUs should be located.

The negotiations with local governments generally revolve around the issue of
whether the DCUs can be installed within the franchise agreement SoCalGas has

with each local government. Typical negotiations are taking 6-9 months.
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Local governments are accustomed to the processes for installing pipelines under
the SoCalGas franchise, but they are not accustomed to SoCalGas installing above
ground facilities under franchise as we are doing with the Advanced Meter
project. This often results in a series of exchanges in which SoCalGas
demonstrates that the DCUs are covered by the SoCalGas franchise agreements.
The discussion revolves around whether the local jurisdiction has ministerial or
discretionary authority over the DCUs.

To facilitate this process, SoCalGas has requested clarification from the
Commission regarding its authority to preempt local rules, regulations and
ordinances that conflict with the CPUC’s paramount authority over utility
transmission and distribution systems, including DCU’s installed within public
rights of way as appurtenances to our natural gas transmission and distribution
systems. SoCalGas understands that the Commission has been working towards
issuing a clarifying resolution describing the Commission’s position on the subject
matter. SoCalGas believes the resolution will be a critical tool in

clarifying SoCalGas’ authority with various local agencies whom would otherwise
desire to assert discretionary regulatory authority over the design and installation
of DCU’s through various schemes, including wireless telecommunication
ordinances. To date, however, the Commission has not issued the resolution.

Once the local jurisdiction and SoCalGas agree that this is franchise work, a
separate set of negotiations ensue to determine the process for selecting the sites
for the DCUs and the public hearing process SoCalGas will follow to inform
affected customers of the DCU construction. Once these two issues have been
resolved, SoCalGas works with the local government to identify the specific DCU
locations.

In the second phase of outreach, SoCalGas uses the DCU design points from its
propagation study as the starting point to identify DCU locations. As indicated in
Table 2, the majority of DCUs have been constructed in the public right-of-way or
attached to city-owned street lights.

At this point in the process, SoCalGas works with the local government to
determine whether the DCU can be attached to street lights or some other local
government asset. If an appropriate street light is available, SoCalGas and the
local government begin negotiating the terms for SoCalGas to attach a DCU to the
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street light. The negotiating parameters are described in Section 2.B. Because
the necessary regulatory and contractual arrangements are now in place,
SoCalGas will also be able to examine the potential for installing DCUs on PG&E,
SCE, and SDG&E street lights. This will potentially reduce the number of new pole
installations.

However, if no appropriate street light is available, SoCalGas works with the local
government to determine the optimal DCU locations in the public right-of-way.
This usually entails a ‘joint site walk’ with a SoCalGas and a local representative to
examine the design points indicated by the propagation study and then to select a
specific location, still within the acceptable radius from the design point. Once
the locations are determined, SoCalGas usually receives an encroachment permit
to construct the DCU and proceeds to the third phase of outreach. In some cases,
local governments have asked SoCalGas to hold public briefings in the affected
areas before they issue the encroachment permit.

In the third phase of outreach, SoCalGas notifies impacted customers by
distributing a construction notification letter to residents located close to the
proposed DCU installation, typically 2-4 weeks prior to construction.® Frequently,
SoCalGas personnel make personal contact with customers in the immediate area
around the DCU. Where customers raise objections, SoCalGas has usually been
able to resolve the objections or identify other locations that are acceptable to
residents and still meet the communication needs of the project. This involves
finding a more suitable location nearby, usually within the same block or two
surrounding the proposed location.

With 1,116 DCUs constructed, SoCalGas has received 25 complaints, including
concerns about the DCU’s aesthetics, glare, or, location. In each case, SoCalGas
contacted the complaining party to resolve the complaint. As a result of
customer concerns, SoCalGas has relocated 4 DCUs. Otherwise, the concerns have
been resolved without relocating the DCU.

Of the 12 counties and 210 cities in the SoCalGas service territory, SoCalGas has
finished installing DCUs in 1 county and in 89 cities.” SoCalGas has reached
agreement with eight other counties and is currently in the process of installing

e Appendix C provides a copy of the DCU construction notification letter provided to customers.
7 Appendix D provides a list of the county and cities installed as of June 30, 2013.
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DCUs. In addition, SoCalGas is in active negotiations with 60 cities and 10
counties to install approximately 1,600 more DCUs over the next year.

5.B Examples of Network Outreach

As part of its network outreach efforts, SoCalGas has conducted a wide variety of
briefings and presentations to ‘get the word out’ about the construction of the
DCUs. This section provides a sample of SoCalGas outreach activities.

Perhaps the best example of outreach has been in the City of Los Angeles. As
indicated in Section 2.B, SoCalGas has a contract with the City of Los Angeles’
Bureau of Street Lighting (BSL) to install on BSL street lights almost 90 percent of
the DCUs needed in the City. The remaining DCUs will likely be new poles. That
process is currently being worked out with the City.

Outreach in the City included a briefing of the Mayor’s Office and all of the
offices, both downtown and district offices, for the 15 council members. In
addition, SoCalGas provided presentations to over 67 ‘neighborhood councils,’
citizen organizations that advise the City on various local issues. These councils
blanket the City.

The briefings of these neighborhood councils led to additional briefings of more
neighborhood groups in the City such as the Hillside Federation, the Laurel
Canyon Association, and the Beverly Wilshire Homes Association.

SoCalGas also organized community meetings specifically to educate communities
outside of neighborhood councils about the project. Meetings were held in areas
around the City such as Mount Washington, Boyle Heights, and Arroyo Seco.

In another example of SoCalGas’ outreach efforts, in the Coachella Valley
surrounding the Indio warehouse, outreach was done to Home Owners
Associations during their regular board meetings as well as one-on-one
presentations with boards of directors. In a final example, in the northern area of
our service territory, presentations were made at Senior Centers during lunch, as
well as to Home Owners Associations and Town Councils.

Chapter 6 — Pre-Installation Customer Outreach Activities

After the DCUS are installed, SoCalGas follows the process shown in Figure 1 to
inform customers about the installation of the module in their homes and small
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businesses. This outreach typically begins about 90 days prior to the start of
module installation.

The process is driven, in part, by the directive from the CPUC that is worth
repeating.

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

¥ D.10-04-027, p.45.
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Figure 1
Customer Outreach Process

eOverarching advanced meter messaging integrated with other SoCalGas stories/messages
via low-to-no-cost channels (e.g. email, bill package, website, etc)

Awareness

eConduct communication and engagement with community leaders, media and local
elected officials

eConduct community meetings, events, workshops to prepare key stakeholders of advanced
meter installation and benefits

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

eResidential Customers: Customer receives door hanger confirming advanced meter
installation

eCommercial & Industrial Customers: Leverage existing SoCalGas Account Executive’s
relationships to prepare business customers for installation

eletter informing customers that energy usage information is available online
eEmail notifying existing MyAccount customers of the new hourly data online

eContinue customer education and outreach efforts promoting conservation and tools
available to AM billed customers

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

6.A General Outreach Strategy

To fulfill the mandate in D.10-04-027, SoCalGas has implemented a two-pronged
general outreach strategy. SoCalGas staff performs a multitude of outreach
activities to ‘get the word out’ about Advanced Meter installations. SoCalGas
personnel develop a local stakeholder education and community outreach
program to ensure every city and county SoCalGas serves is touched. These
efforts include briefing local elected officials, media outreach, community town
hall events and local speaking engagements.
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These efforts are complemented by a number of local organizations who
simultaneously perform outreach activities under contract to SoCalGas. SoCalGas
has partnered with GeM Communications (GeM) to manage the solicitation and
implementation efforts for local organizations to perform community outreach.
GeM managed the RFP process and contracts for the 51 community- and faith-
based organizations (CBOs, FBOs), disability agencies, Chambers of Commerce,
and Business Organizations that conduct outreach to sensitive
communities/customers in specific advanced meter installation areas. On-
boarding of the 51 organizations consisted of a full-day training event
geographically centered by region, creation of an informative binder, and
distribution of materials and giveaways to all organizations.

SoCalGas developed a solicitation and selection process, in partnership with GeM,
to implement a community-based education and outreach program leveraging
the local organizations knowledge, relationships and affinities with sensitive
communities and customers to assist with regional and local outreach activities.

The solicitation process included identifying potential community partners in an
advanced meter installation geography and conducting “Request for Information”
invitational meetings to provide interested community organizations with project
overview, proposal requirements and submission timing.

The proposals received are then reviewed and scored by an advisory committee
comprised of a SoCalGas representative, community leader and GeM
Communications.

Contracts awarded may range from $3,000 to $50,000 depending on the
complexity of the scope of work proposed and geography or communities
served/reached.

Each organization provides a specialized focus that allows SoCalGas to reach a
specific audience in a given geography. The strength of the program is the ability
to leverage the resources, experience and reach of each organization to create
awareness of the advanced meter program and educate customers and
communities of the benefits. A few examples of the unique partnerships include:
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e Greater Los Angeles Agency on Deafness (GLAD) — GLAD has provided the
opportunity to share information with the deaf and hard of hearing
community in the greater Los Angeles area

¢ Armenian National Committee — The Armenian National Committee has
provided the opportunity to reach the Armenian community in the greater
Glendale area

¢ Radio Campesina — This unique partnership has provided the opportunity
to share project information in-language with the farm working community
in the San Joaquin Valley via “Cuadrilla” meetings taking place in the
agriculture fields

e Southeast Community Development Corporation (SCDC) — Leverages the
Mobile Technology Center to demonstrate the energy saving tools and gas
usage information available to customers via advanced meter. The mobile
unit is utilized at key community events.

As evidenced by the examples above, the community based organizations offer a
wide variety of outreach approaches and audiences addressed. In contrast, the
chambers of commerce offer a set of outreach events and tools which are more
similar.

Chambers of Commerce typically have a fairly stable set of members with a very
structured approach to disseminating information. Among the outreach
chambers have provided are:

e Website articles with a link to the SoCalGas website

e SoCalGas sponsorship at Chamber events

e Advanced Meter banner on the Chamber website

e Email blasts to members

e Banner on other events partially sponsored by the Chamber

e Access to executives who are chamber members

e Access to monthly breakfast and luncheon networking meetings
e Posts on Chamber Facebook and Twitter sites

e Blog posts and e-bulletins

e E-newsletters, and flyers in newsletters
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All of these outreach channels have allowed SoCalGas to inform business
customers about the Advanced Meter project through multiple touches with the
business audience.

6.B General Outreach Organizations & Events

The local organizations have presented Advanced Meter information at over 800
community events surrounding all warehouses opened through June 30, 2013.
Coupled with the more than 500 events conducted by SoCalGas personnel,
Advanced Meter has delivered more than 1,300 events to inform customers
about the project. The following sections identify the local organization working
with SoCalGas, and describe both the local organization outreach and the
SoCalGas outreach, organized by the six Advanced Meter warehouses opened
thus far.

6.B.1 South Gate Warehouse

The South Gate warehouse opened on October 29, 2012. This warehouse serves
the cities of Artesia, Cerritos, Cypress, Downey, Lakewood, Paramount, Bellflower,
Hawaiian Gardens, Hacienda Heights, La Mirada, Norwalk, Rowland Heights, Santa
Fe Springs, Bell Gardens, Brea, Fullerton, La Habra Heights, Pico, Rivera, Whittier,
Industry, Walnut, South Gate, Commerce; Bell, Maywood, Montebello, Monterey
Park, Vernon, Cudahy, Lynwood, and Huntington Park. The warehouse has over
427,000 modules to install through September 2014.

Local Organization Outreach SoCalGas engaged both community based
organizations and chambers of commerce to assist in the outreach efforts. Three
organizations were involved in the initial campaign - Long Beach Community
Action Partnership (LBCAP), Mexican American Opportunity Fund (MAOF) and The
Southeast Community Development Corporation (SCDC). These community
partners focused their outreach efforts on seniors, limited income, limited
English, physically challenged and the general public. SoCalGas’ partners provided
Advanced Meter education to the following ethnic groups: African
American/Black, Asian (Cambodian, Chinese, Filipino, Japanese, Korean,
Malaysian, Thai, and Vietnamese), Hispanic /Latino, White (Russian).

In January, 2013, SoCalGas began its partnerships with the following
organizations: Human Services Association; Oldtimers Foundation; Success in
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Challenges Inc.; Filipino American Service Group Inc.; and, the L.A. Conservation
Corps.

In addition to the community partners, which provide access to hard-to-reach
communities, SoCalGas is also focused on the small business community. As such,
SoCalGas is currently partnered with the Artesia, Cerritos Regional, Greater
Lakewood, Bell Gardens, Norwalk, Whittier, Huntington Park, Fullerton, Brea and
Placentia Chambers of Commerce.

SoCalGas Outreach SoCalGas also directly engaged stakeholders in multiple
community events, including: Orange County Planners Association meeting; La
Palma Night Out; Huntington Beach Green Expo; Paramount Fiesta; Cerritos
Health Fair; Greater Lakewood Chamber of Commerce Business Expo; Walnut
Family Festival; Paramount Senior Citizen Holiday Party; Cerritos Senior Center
Halloween Festival;, Paramount Senior Citizen Holiday Party; Brea Chamber of
Commerce Women’s Conference; Paramount Senior Citizen Holiday Party;
Lakewood Chamber Mixer; Brea Rotary; Lakewood Economic Forecast Luncheon;
Orange County Cities Partnership Meeting; Los Alamitos 31°* Annual Police
Appreciation Luncheon; Artesia State of the City; Wake-up Whittier Chamber of
Commerce Breakfast; i-CAN (Inter Community Action Network; Whittier State of
the City; South Gate State of the City Luncheon; Montebello Chamber Business
Expo; Commerce State of the City; Commerce Industrial Council Women in
Business Luncheon; Huntington Park State of the City; State of the Community in
Senator Ricardo Lara’s District (Lynwood, South Gate, Downey, Cerritos,
Montebello, Bell, Bell Gardens and Commerce); and, Morning Business Mixer 3.0
— Montebello and Bell Gardens.

Media Highlights:

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

Further, SoCalGas received coverage in the Buena Park Independent; Cerritos-
Artesia Patch, OC Breeze, Community Media Corp., LA Business Journal, OC

Business Journal, OC Register, Bellflower Bulletin, Los Cerritos Community News,
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Lakewood Community News, The Wave/La Ola, Lakewood News-Topix, The
Artesian (City of Artesia newsletter), City of Lakewood e-newsletter, The
Bellflower Citizen (City of Bellflower quarterly newsletter), City of Bellflower e-
bulletin, and The Cerritos News.

6.B.2 El Centro Warehouse

The El Centro warehouse opened on February 4, 2013 and closed on May 24,
2013. This warehouse served the cities of Brawley, Calexico, Calipatria, El Centro,
Holtville, Heber, Westmorland, and Imperial as well as unincorporated Imperial
County. The warehouse installed almost 37,000 modules.

Local Organization Outreach SoCalGas engaged both community based
organizations and chambers of commerce to assist in the outreach efforts. In El
Centro, the organizations were Campesinos Unidos, La Cooperativa Campensina,
Neighborhood House of Calexico, Escuela De La Raza, and the Brawley and El
Centro Chambers of Commerce.

In addition to the events the El Centro Chamber of Commerce holds throughout
the year, the Chamber added SoCalGas’ Advanced Meter project on its marquee,
which is viewed every day by commuters. The City of Brawley’s Chamber of
Commerce posted information about the project on the Imperial Valley Expo
marquee that is viewed by commuters driving on Highway 86. Both Chambers
also inserted project information in their newsletters and email blasts to Chamber
members. CBOs also canvassed communities to reach seniors, physically
challenged, low-income, and limited English customers in the Imperial Valley.

SoCalGas Outreach SoCalGas has engaged the community by providing briefings,
presentations, and participating in other outreach activities, including: El Centro
and Holtville Rotaries; El Centro Kiwanis Club; Imperial Valley Joint Chambers of
Commerce 2013 Business Showcase; California Mid-Winter Fair in Imperial;
Imperial Valley Press 2013 Scripps Regional Spelling Bee; the 34" annual
Children’s Fair in El Centro; El Centro City Council Advanced Meter briefing; and,
the El Centro Chamber of Commerce-Good Morning Mixer.
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Media Highlights:

e Imperial Valley Press (article published on 1/12 -
http://articles.ivpressonline.com/2013-01-12/gas-meter 36301740, and
on 2/2 http://articles.ivpressonline.com/2013-02-02/smart-
meters 36710219).

e The Advanced Meter presentation at the “Good Morning Brawley”
breakfast and Mayor’s State of the City address received media coverage
from the Imperial Valley Press, The Desert Review, and I.V. Weekly/Holtville
Tribune/Calexico Chronicle (http://www.thedesertreview.com/brawley-
chamber-hosts-mayors-breakfast/ and http://tribwekchron.com/).

e Imperial Valley’s all-news radio station provided Advanced Meter
information on-air and published a story online
(http://kxoradio.com/kxo/news/local/4934-advanced-meters-are-
coming.html).

e SoCalGas also had articles published on the El Centro, Brawley, and Imperial
city websites.

6.B.3 Irwindale Warehouse

The Irwindale warehouse opened on March 4, 2013. This warehouse serves the
communities within the City of Los Angeles of Eagle Rock, Highland Park, and
Glassell Park, among others. It also serves the cities of Rosemead, San Gabriel,
Temple City, Arcadia, Altadena, Pasadena, and San Marino. The warehouse has
almost 467,000 modules to install through October 2014.

Local Organization Outreach SoCalGas engaged both community based
organizations and chambers of commerce to assist in the outreach efforts,
including: San Gabriel Valley Economic Partnership; APAC Service Center; Human
Services Association; Greater Los Angeles Agency on Deafness Inc.; Mexican
American Opportunity Fund; Asian Pacific Community Fund; Success in
Challenges; South East Development Corporation; Long Beach Community Action
Partnership; and, the Chambers of Commerce in Pasadena, South Pasadena, El
Monte/South El Monte, Arcadia, Monrovia, and Huntington Park.

SoCalGas Outreach In addition to the community partners’ and chambers of
commerce outreach efforts, SoCalGas also directly engaged stakeholders at
different community events, including: Alhambra Eco Fair; San Gabriel Chamber
Business Expo; Rosemead State of the City; Altadena Chamber of Commerce
Executive Board Briefing to chamber leadership; Altadena Chamber of Commerce
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89" Annual Installation Dinner; Presentation to the Altadena Town Council -
which was televised locally; Adelante Latina Conference; Pasadena Braille
Institute Presentation; Kinneloa Homeowners Association Presentation; Women’s
Leadership Legacy Public Works Conference; City of Pasadena’s Iranian New
Year’s celebration - which was attended by over 300 community members and
dignitaries; South Pasadena Chamber local small business “ShopTalk” breakfasts;
and, the South Pasadena Eclectic Music Festival.

Media Highlights:

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

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

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

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

6.B.4 Sun Valley Warehouse

The Sun Valley warehouse opened on April 1, 2013. This warehouse serves the
cities of Burbank, Glendale, La Crescenta, and parts of the City of Los Angeles.
The warehouse has over 44,000 modules to install through August 2013.

Local Organization Outreach SoCalGas engaged both community based
organizations and chambers of commerce to assist in the outreach efforts.
Partners include the Burbank Chamber of Commerce and the Armenian National
Committee. Much of the local organization outreach for this warehouse was
performed through the organizations supporting the adjacent Irwindale
warehouse.

SoCalGas Outreach In addition to the community partners’ and chambers of
commerce outreach efforts, SoCalGas also directly engaged stakeholders at
different community events, including: the Braille Institute in Burbank; a Burbank
City Council Candidates forum; Burbank Chamber of Commerce’s annual gala;
and, briefings with Burbank City Council Members and the Mayor, in addition to a
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presentation at a televised City Council meeting. Others included the Glendale
Chamber of Commerce; the City of Glendale posting Advanced Meter information
on the city website; the Crescenta Valley Town Council; and, Arbor Day festivities
in La Crescenta.

Media Highlights:
e City of Burbank include news coverage in the local newspaper, the Burbank
Leader;
e SoCalGas’ presence at the Burbank City Council Candidates forum was
covered in a Daily News article.

6.B.5 Bakersfield Warehouse

The Bakersfield warehouse opened on April 15, 2013. This warehouse serves the
cities of Arvin, Bakersfield, Delano, and McFarland. The warehouse has over
103,000 modules to install through November 2013.

Local Organization Outreach SoCalGas engaged both community based
organizations and chambers of commerce to assist in the outreach efforts,
including: the Arts Council of Kern; Community Action Partnership of Kern (CPAK);
Kern Green; Housing and Opportunity Foundation of Kern; Mexican American
Opportunity Foundation; Proteus, Inc.; and, Radio Bilingue.

To inform the small business community about Advanced Meter, outreach
partnerships have been established with the Greater Bakersfield Chamber of
Commerce; the Kern County Black Chamber of Commerce; the Kern County Black
Chamber of Commerce; Kern Economic Development Corporation; and, the North
of the River Chamber of Commerce.

SoCalGas Outreach SoCalGas also directly engaged stakeholders at multiple
community events, including: an information booth at a health fair; and
presentations in Spanish for residents at an Energy Conservation Fair in Arvin,
organized by one of the non-profit partners, the Housing Authority of the County
of Kern.

In Bakersfield, outreach activities included a group briefing with all area elected
officials or their representatives; area chambers of commerce and business
organizations; and, a presentation at the Bakersfield Senior Center, coordinated in
partnership with the Kern County Black Chamber of Commerce.
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SoCalGas met with the Kern County Farm Bureau to inform farming stakeholders
about the Advanced Meter project. SoCalGas brought information to farm
workers while they were working in the fields by doing Spanish presentations
during a hosted lunch, in partnership with the non-profit Spanish radio station,
Radio Campesina 92.5FM, part of the Cesar Chavez Foundation. This also allowed
for on-air time to talk about Advanced Meter.

SoCalGas has met with, and held one-on-one briefings with the Executive
Directors of the following Chambers of Commerce: Delano, McFarland, Taft,
Tehachapi and Wasco.

Other community presentations in different parts of Kern County include: a
meeting with Spanish-speaking residents in Lost Hills, an event which was
coordinated in partnership with the Dolores Huerta Foundation; a presentation at
the quarterly Kern Council of Governments, which has representatives from
various cities within Kern County; and, presentations at the Association of
Women in Energy, the Kern County Black Chamber of Commerce quarterly
membership mixer, the Air and Waste Management Association, and the 15t
Annual Latino Food Festival and Menudo Cook-off.

Some large-scale outreach events and sponsorship events in Bakersfield include:
Greater Bakersfield Chamber of Commerce Business Expo; the 2013 Fight for Air
Walk and Resource Fair; and, the Housing Authority of Kern Landlord Workshop.

Media Highlights:
e Bakersfield Californian;
e news coverage on the local news affiliate;
e aone hour on-air interview on Spanish non-profit Radio Bilingue; and,
e an ad in the Spanish magazine, Nuestro Tiempo.

6.B.6 Indio Warehouse

The Indio warehouse opened on May 28, 2013. This warehouse serves the cities
of Blythe, Cathedral City, Coachella, Desert Hot Springs, Indian Wells, Indio, La
Quinta, Palm Desert, Palm Springs, Rancho Mirage, Twentynine Palms, Yucca
Valley, Bermuda Dunes (County), Ripley (County), Thermal (County), Thousand
Palms (County), County of San Bernardino, Joshua Tree (County), Morongo Valley
(County), and County of Riverside. The warehouse has over 198,000 modules to
install through November, 2013.
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Local Organization Outreach SoCalGas has worked closely with various
community based organizations and chambers of commerce, including:
Campesinos Unidos; Coachella Valley Housing; Desert Samaritans; Escuela De La
Raza; Find Food Bank; Todec Legal Center; and, the Chambers of Commerce in
Coachella, Desert Hot Springs, Indio, La Quinta, Palm Desert, Palm Springs, and
Yucca Valley.

SoCalGas Outreach SoCalGas has engaged the community by providing briefings,
presentations, and/or participated in over 35 outreach activities, such as the
presenting to various Home Owner Associations (HOAs) in the valley -- as many
homes are located in country clubs and gated communities. SoCalGas has
distributed information to HOA managers and Property Management
representatives so they can assist with sharing Advanced Meter information with
permanent and seasonal homeowners living in these gated communities.

Other outreach activities have included having a presence at community festivals
and events such as the 21% annual Indio Tamale Festival, which had an

attendance of over 100,000; Southwest Arts Festival; Zumba for a Cure event
(Indio Chamber and Coachella Valley Boys and Girls Club) in Indio; MS Walk in
Palm Desert; City of Palm Springs Mayor's Race and Wellness Festival; Coachella
Cinco de Mayo Festival; Southern California Energy Summit in Palm Springs;
Riverside State of the County and Business Expo event in Cabezon; Coachella
Valley Wildflower Festival in Palm Desert; Desert Living Home Show in Palm
Springs; Riverside County Fifth District San Gorgonio Pass Water, Transportation &
Economic Development Summit; 56th Annual Palo Verde Valley Community
Outlook Conference in Blythe; City of La Quinta Anniversary; Blythe Health Fair;
2013 SCAG Regional Conference and General Assembly in Palm Desert; Desert Hot
Springs Salsa Festival; Coachella 5 de Mayo Festival and 5K Run; Temecula State of
the City Address event; Coachella Valley Chapter Community Associations
Institute (CAl) meeting in Palm Desert; Riverside County League of Cities
dinner/meeting; briefing for Chairman and Co-Chair of the Concerned Citizens of
La Quinta group; and, the Palm Springs Neighborhood Involvement Committee
meeting.

Media Highlights:

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

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

e Advanced Meter PSAs began airing on CBS, FOX, and CW in the Coachella
Valley.

SoCalGas also collaborated with the Gulf-California Broadcasting Group to
develop 15 and 30 second public service announcements (PSA). Advanced Meter
banners were shown on each news station’s websites. PSAs ran until May 28, and
were re-aired on July 8 to July 28 and will re-air again from September 9 to
September 29.

Coverage of a SoCalGas module installation was done by KESQ-TV CBS Local 2 and
aired on May 30, 2013 (http://www.kesg.com/kesqg/gas-company-replacing-
meters/-/232254/20363980/-/3785mq/-/index.html). Project information was
published in the Desert Sun and in the MyDesert West Valley Edition. News
stories have also aired on KVER-TV Univision
(http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-
de-coachella/), KESQ-TV CBS Local 2 (http://www.kesg.com/kesq/gas-company-
replacing-meters/-/232254/20363980/-/3785maq/-/index.html), and Time Warner
Cable has begun airing SoCalGas’ Advanced Meter installation YouTube video
during TV programming as well as an Advanced Meter Project Overview
Presentation during city council and public access programming.

6.C Radio Disney

SoCalGas has pursued a unique opportunity in partnering with Radio Disney.
SoCalGas and Radio Disney developed an integrated marketing plan that included
events at ten elementary schools, 175 on-air spots (combination of both 30 and
60 second spots), and online elements.
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From October 2012 through March 2013, Radio Disney educated students and
teachers about the Advanced Meter project, gas safety and energy saving tips.
The schools were located in areas where SoCalGas had already begun installing
modules, or would soon be installing modules. Each school assembly was one
hour long. Literature was bundled and distributed to students to take home in
“parent packs” to provide families with detailed information about the AM
project and other SoCalGas programs.

The package also included a 30-minute pre-recorded segment on Radio Disney’s
Community Relations Show, which aired on April 28, 2013. Appendix E provides
samples of information from the Radio Disney partnership.

Due to the success of the partnership, the contract between SoCalGas and Radio
Disney has been extended through December 31, 2013 to include eight more
school assemblies, four community events, and 315 on-air spots.

6.D Customer Awareness of the Advanced Meter Project

Given the extent of the general outreach activities, SoCalGas monitors how these
activities translate into customer awareness and, ultimately, customer
satisfaction about the project. SoCalGas utilizes a variety of market research
diagnostics to monitor the “pulse” of customers pertaining to the Advanced
Meter installation process, customer communications, new programs and
services, and customer attitudes and motivational drivers to behavioral change.

For the purposes of monitoring overall customer awareness and perceptions,
SoCalGas uses the iTracker Customer Perception Study, administered by Davis
Research. iTracker is SoCalGas' public opinion tracking study. It is a quarterly
phone survey measuring residential and business customer favorability across
several factors: favorability, price and value, safety, reliability and reputation.

Beginning in the fourth quarter of 2012, SoCalGas added three Advanced Meter
related questions to the quarterly survey. Figure 2 displays the iTracker results
for the general awareness questions about Advanced Meter for residential
customers. Figure 3 displays the results for business customers.
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Figure 2
iTracker Results — 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?

AM2a. Having access to your daily natural gas usage (therms/dollars) information would make you interested in viewing it more than once a month? (% Agree)
AM2b. Having access to your daily natural gas usage(therms/dollars)information would cause you to modify your behaviors to conserve natural gas? (% Agree)

In general, SoCalGas’ customers’ awareness about the Advanced Meter project
has hovered in the 25-30 percent range since 2010. The spike above 30 percent
in the third quarter of 2011 could be related to SoCalGas’ outreach efforts at the
Los Angeles County Fair, which is attended by hundreds of thousands of
customers. The spike above 30 percent in the third quarter of 2012 could be
related to a bill insert and an increased level of publicity about the project. Of
those customers who were aware of the project, 35 percent mentioned bill
inserts as their source and 21 percent mentioned a story on the news or an article
on the internet as their source. Appendix F provides a copy of the Advanced
Meter bill inserts.

In the first quarter of 2013, customers’ interest in viewing the hourly

consumption data and conserving natural gas dropped, but then it rebounded in
the second quarter. The increase in the second quarter of 2013 could be related
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to the fact that SoCalGas’ module installations were increasing and hundreds of
thousands of customers had received their installation notification letters.

Figure 3
iTracker Results — 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?

AM1. Are you aware of a new gas meter that transmits natural gas usage information remotely and more frequently from the meter to SoCalGas?

AM2a. Having access to your daily natural gas usage (therms/dollars) information would make you interested in viewing it more than once a month? (% Agree)
AM2b. Having access to your daily natural gas usage (therms/dollars) information would cause you to modify your behaviors to conserve natural gas? (% Agree)

Awareness among business customers has hovered in the 25 to 30 percent range
since the second quarter of 2011. Business customers’ interest in viewing the
hourly consumption data has been in the mid- to high 60% range for the past 4
quarters.
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Chapter 7 — Module Installation Outreach Activities

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

e Pre-Installation

e |Installation

e Failed Installation Attempt (if necessary)
e Advanced Meter Billed, and

e (Conservation Campaign

This Chapter describes the first four steps in that journey. Chapter 9 describes the
SoCalGas conservation campaign planned to begin in September for the 2013-14
heating season.

7.A Pre-Installation

Thirty to sixty days prior to having the advanced meter installed, SoCalGas
customers are sent a Pre-Installation Letter that explains the installation process
and provides them with the option to make special access arrangements.

Included with the pre-installation letter is a one-page Advanced Meter Overview
which provides information on the Advanced Meter network, meters, and general
information about the project and new programs and services (e.g., access to
hourly and daily interval data online). Appendix G provides copies of the pre-
installation letter and the Advanced Meter Overview.

In the Overview document, customers are provided information about the
SoCalGas “Deferral List” in the event they would like to defer meter installation.
Chapter 8 summarizes SoCalGas’ experience to date with deferral requests.

7.B Installation

Advanced Meter and Customer Service Field (CSF) installers leave a Successful or
Unsuccessful door hanger with each customer that informs them that the meter
installation was completed or delayed based on access issues. Advanced Meter
and CSF installers also carry “Pocket Cards” to provide customers in the field that
gives general information about the Advanced Meter project. Appendix H
provides a copy of the Pocket Card.
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When SoCalGas is able to successfully install a module, the customer receives a
‘Successful’ door hanger. Appendix | provides a copy of the ‘Successful’ door
hanger.

When SoCalGas fails in its first attempt to install a module, usually because the
meter is inaccessible, the customer receives an ‘Unsuccessful’ door hanger with
instructions on how to follow-up. Some customers respond to the door hanger,
contact the Advanced Meter Customer Information Center and arrange to have
the module installed. When a customer does not follow-up, the customer
receives a combination of phone calls, letters, emails, and personal visits
attempting to make access arrangements until the meter installation is
completed. Appendix J provides copies of the various materials SoCalGas uses to
contact customers to gain access to their meters.

7.C Transition to Advanced Meter Billed

Approximately 30-60 days after a module is installed, customers receive a letter
notifying them that their bill is now based on an Advanced Meter read and the
monthly in-person meter reading will no longer take place. They are also
informed about new online information and tools (e.g., hourly and daily usage
data) which are available online through the SoCalGas.com Ways-to-Save tab.
MyAccount customers also receive an email containing similar information once
they become AM Billed. Appendix K provides copies of the letter and email
informing customers they are now billed based on Advanced Meter reads.

7.D Customer Awareness and Satisfaction With the Module Installation Process

To ensure that its installation process is meeting customer needs, SoCalGas
conducts both pre and post-installation surveys.

7.D.1 Pre-Installation Surveys

Prior to having their modules installed, phone surveys were conducted with
residential and business customers to assess Advanced Meter awareness and
attitudes. Two waves of pre-installation research were conducted with residential
customers, and one wave was conducted with business customers. The first wave
of pre-installation surveys was conducted as a pilot test for upcoming surveys,
with a sample of 201 residential customers in the initial installation area of
Commerce, Bell Gardens, Lakewood, Artesia and Cerritos. The second wave
consisted of 400 residential and 300 business customers spread over a broader
geographic area that aligned with the Advanced Meter installation footprint.
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In the pilot wave, 22% of residential customers were aware of advanced meters
prior to installation. Primary sources of awareness included news stories,
SoCalGas bill inserts and word of mouth.

In the most recent pre-installation studies, 27% of residential customers and 34%
of business customers were aware of advanced meters. Key sources of awareness
include the pre-installation letter and SoCalGas newsletters or bill inserts.

7.D.2 Post-Installation Surveys

Within approximately seven days after their modules were installed, phone
surveys were conducted with residential and business customers to assess the
effectiveness of Advanced Meter communications in generating awareness and
preparing customers for installation, as well as satisfaction with the installer and
the installation process. Two waves of residential post-installation research have
been conducted. The pilot wave consisted of 203 residential customers; the
second wave surveyed 403 customers. The business study will begin in mid-July.
Moving forward, post-installation surveys will be conducted with residential and
business customers twice a year through 2015.

In the first wave of post-installation surveys, 78% of customers whose meters
were installed within the past 7-day period were aware of Advanced Meters in a
general sense. Additionally, 68% were aware that a meter had been installed on
their property. Of these, 67% recalled receiving the pre-installation letter and
overview sheet.

Customers reported high levels of satisfaction with the installers and the
installation process. 91% of customers who interacted with an installer said they
were “very satisfied” with the installer’s performance. Customers reported that
the installers were courteous, friendly and treated their property with care. 83%
of customers indicated they were “very satisfied” with the overall process.

Once Advanced Meters are installed, roughly two-thirds of customers in the pilot
wave said they would use gas usage information to conserve natural gas (67%)
and manage energy costs (63%). In order to access the gas usage information,
41% of customers who were not currently enrolled said they would enroll in My
Account. Another 38% would not enroll, but would be interested in accessing the
information another way. The remaining 21% of customers were neither
interested in enrolling in My Account nor in accessing the gas usage information.
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Customers considered saving money (82%) and operational savings passed on to
customers (81%) to be the more important benefits of advanced meters.

The second wave of post-installation research surveyed customers in a broader
area than the pilot wave, resulting in demographic differences which are reflected
in lower scores on some measures. In the second wave, 55% of residential
customers whose meters were installed in the past 7-day period were aware of
Advanced Meters, and 42% were cognizant that a meter had been installed on
their property. 69% of customers who were aware of the installation recalled
receiving the pre-installation letter and overview.

As in the initial wave, customer satisfaction with installers and the installation
process was high. 93% of the customers surveyed reported being “very satisfied”
with the installers. Customers gave installers high ratings for their friendliness,
courtesy, and professionalism. 81% of customers surveyed reported being “very
satisfied” with the installation process overall.

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

Advanced Meter benefits that resonated with residential customers in the second
wave were cost savings (91%), operational savings passed on to customers (89%),
the ability to monitor spikes in gas usage that might signal a leak (88%), helping
the environment (86%), and improved billing accuracy (86%).

Interest in the gas usage information would encourage some customers to sign up
with MyAccount, although the percentages shifted slightly from the pilot wave.
Among residential customers who are not currently enrolled, 38% say they would
sign up for MyAccount in order to view their gas usage information. Another 21%
would not enroll, but would be interested in viewing the data some other way.
41% said they are unlikely to sign up for MyAccount and not interested in the gas
usage information.

7.E Online Market Research Community

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

Chapter 8 — Customer Inquiries and Deferrals

To make inquiries about the Advanced Meter project, customers can contact
either the SoCalGas Customer Contact Center (CCC) or the Advanced Meter
Customer Information Center (CIC). The CCC can deal with any customer inquiry
about any subject. The CIC usually deals with making appointment arrangements
with customers to have their Advanced Meter installed. The CCC and the CIC can
also initiate the process for a customer to defer the installation of the module.
Some customer inquiries were not routinely resolved and were elevated to
Advanced Meter customer support staff. The number of customer inquiries
elevated to Advanced Meter staff is low, considering the various Advanced Meter
communications that have gone to all of SoCalGas’ customers in addition to the
hundreds of thousands of pre-installation letters that have been mailed to
customers. Table 12 displays the elevated inquiries received to date.

Table 12
Customer Inquiries Elevated to Advanced Meter Team
Inquiry Type Number Explanation
Received
Deferral Requests 239 Includes all elevated deferral requests
General Inquiries 549 Includes: DCU inquiries, opt-in requests,

MTU removals, MTU installation
requests for previously deferred
customers, requests for more detailed
project information, customer
complaints and requests for Advanced
Meter literature.

Requests for Advanced 32 Usually aimed at resolving access issues
Meter
Total Escalated Inquiries 820
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The most common specific cause of the elevated inquiries is requests to defer the
installation of the module. While customers can call either the CCC or the CIC and
have their deferral requests recorded, some want to talk to the Advanced Meter
support staff. Often the questions revolve around why SoCalGas does not yet
have an opt-out option and what the fee might be, if and when the CPUC
approves opt-out for SoCalGas.

In Application 12-05-016, filed in May, 2012, SoCalGas requested the CPUC to
authorize interim charges for customers wishing to opt-out of Advanced Meter
service. SoCalGas requested approval of a one-time charge of $75 and a monthly
meter reading fee of $10. The requested fees were identical to those adopted for
SCE, PG&E, and SDG&E.’ The CPUC has not yet acted on this application.

SoCalGas also became a party to Application 11-03-014 and requested, in a filing
on August 10, 2012, opt-out fees which would be put in place on a permanent
basis. In this proceeding, all three electric companies also requested permanent
opt-out fees. This matter is also still pending before the Commission.

In the absence of an approved opt-out fee structure, SoCalGas allows customers
to ‘defer’ the installation of an Advanced Meter until such time as an opt-out
decision is rendered by the Commission. Most customers pursue the deferral
option when they receive the letter which is mailed to each customer informing
them that an Advanced Meter will be installed shortly. Table 13 displays the
number and percentage of customers who requested a deferral in response to
the individual letter. This is currently the best measure of the percentage of
SoCalGas customers who are likely to opt-out.

Table 13
Number of Customers Receiving Installation Notification Letter
Requesting Deferral of Advanced Meter Module

Number of Individual Letters Mailed 665,199
Number of Customers Requesting a Deferral 2,197
Percentage 0.33%

°D.12-02-014 (PG&E), D.12-04-018 (SCE), and D.12-04-019 (SDG&E).
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Approximately 0.33% of the 665,199 customers receiving a letter have chosen to
defer the installation of their Advanced Meter module. SoCalGas has another 73
customers who have requested to be deferred even though they have not yet
received the installation letter. Given the size and diversity of the customer
population included in the letters mailed to date, SoCalGas still expects the
percentage of customers who will opt-out to be within the planning assumption
of 0.5% that SoCalGas used in its opt-out applications.

When a customer requests to have the module installation deferred, SoCalGas
places a sticker on the customer’s meter indicating the module deferral status.
This sticker informs any SoCalGas employee working at the meter that a module
should not be installed. The customer also receives a door hanger notifying them
that the sticker has been placed on the meter. Appendix L provides copies of the
sticker and door hanger.

Chapter 9 - Conservation Outreach Campaign

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

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

In September, 2013, SoCalGas will initiate the first year of a multi-year
conservation outreach campaign aimed at reaching the 1% conservation goal
contained in the Decision. The conservation outreach campaign will follow a ‘test
and learn’ approach. SoCalGas will take the ‘lessons learned’ from this initial
campaign and adjust campaigns in future years to focus on the most promising
customer segments and communications channels.

1°D.10-04-027, p. 45.
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The test and learn methodology embodied in this plan will assess two types of
impacts:

e The impact of different marketing tactics (i.e., opt-in vs. default program

enrollment, message content and frequency of touches) on customer
acceptance of and attention to the different feedback mechanisms being
provided; and,

e The impact of different feedback messages (i.e., bills alerts and home

energy reports) and channels (i.e., direct mail, email and SMS text
messages) on gas consumption.

The campaign will focus on three objectives which aim to expand opportunities
for SoCalGas customers to take advantage of the new hourly gas consumption
data. The objectives are:

e To enroll more customers in the SoCalGas MyAccount website, which now

includes additional tools customers can utilize to help reduce their gas
usage, including bill alerts.

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

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

9.A MyAccount

Customers whose bills are based on Advanced Meter reads (i.e., AM Billed) are
currently able to view their hourly and daily gas usage online

through SoCalGas.com. The Ways-to-Save tab on the website provides AM Billed
customers the ability to:

Analyze Advanced Meter enabled hourly and daily usage

Compare their usage to that of their neighbors

Set a spending goal through My Savings Plan

Complete the My Energy Survey

Compare previous bills

Review usage history and identify where their usage is coming from (e.g.,
heating, water heating, pool/spa, etc.)

Calculate their carbon footprint
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These enhancements, installed in October 2012, offer customers more effective
tools for managing their gas bills. The MyAccount website is the primary tool
customers now have to utilize the Advanced Meter information. SoCalGas will
continue to promote the use of the website through the notification letters being
sent to customers, as described in Section 7.C. The marketing will focus on
growing the number of MyAccount users by trying to increase enrollment, and
also to increase the use of the new tools by existing MyAccount users.’

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

In the two waves of pre-installation surveys described in Section 7.D.1, customers
were asked about their likelihood of enrolling in MyAccount and their interest in
accessing their consumption data. Table 14 displays the survey results.

Table 14
Percentage of Customers Likely to Enroll in MyAccount or Use Information
Wavel | Wave 2
Likely to Enroll in MyAccount 41% 38%
Unlikely to Enroll in MyAccount, Interesting in Information 38% 21%
Unlikely to Enroll and Not Interested in Information 22% 41%

The percentage of customers who said they are likely to enroll in MyAccount was
roughly 40 percent in both waves. SoCalGas currently has approximately 31
percent of its customers enrolled in MyAccount. Because some customers appear
unlikely to enroll for MyAccount, SoCalGas’ plan for this winter extends beyond
MyAccount to provide avenues for those customers who may be interested in
using Advanced Meter information.

The two promising options SoCalGas will test in this initial campaign are Bill
Tracker alerts and Opower Home Energy Reports.

9.B Bill Tracker Alerts

Bill Tracker Alert has several features which hold promise for customers to utilize.
First, the alert can be sent via email and/or mobile phone SMS text message.

see Appendix P for Sample Ways-to-Save screen shots.
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Mobile phones are nearly universal, much more so than personal computers.*?
Second, SoCalGas is developing an ‘easy enrollment’ approach. SoCalGas
customers will be able to enroll in weekly SoCalGas Bill Tracker alerts

through SoCalGas.com effective September 23, 2013. The new Bill Tracker alert
will provide AM Billed customers with the following information on a weekly
basis:

e Bill-to-Date (S)

e Projected Next Bill (S)

e Last year, Same Month Bill Amount (S) [Seasonal comparison]
e Days Remaining in the Current Billing Cycle (#)

e Last Month’s Bill Amount (S)*

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

e Choice of weekly email and/or text messages
* Email only, due to 160 character text limitation

For Bill Tracker alerts, Customer Insight Community members consider Bill-to-
Date and Projected Next Bill amount the most important elements. For many, the
information pertaining to their current balance (Bill-to-Date) is viewed as most
recent and pertinent, and therefore most actionable.

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

SoCalGas has also constructed a simplified enrollment approach for Bill Tracker
alerts. BillTracker.SoCalGas.com is a Bill Tracker web enrollment channel
(microsite) that was developed to make it simple and fast for customers to
register. The site facilitates both MyAccount and non-MyAccount customers to
sign up to receive the Bill Tracker Alerts via e-mail and/or text message. SoCalGas
customers can also pre-enroll through the microsite prior to becoming AM Billed.

The Customer Preference Center (CPC) is a new page
within SoCalGas.com/MyAccount that also allows customers to enroll in Bill

12 See Public Policy Institute of California, Californians & Information Technology, June 2013.
http://www.ppic.org/content/pubs/survey/S_613MBS.pdf
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Tracker alerts and select their preferred methods of contact. The CPC also
enables customers to unsubscribe from alerts and to update their customer
contact information. Non-MyAccount customers can unsubscribe from Bill
Tracker alerts by calling the Customer Contact Center (CCC) or reregistering for
MyAccount.

In addition to the two online channels supporting Bill Tracker, customers can also
enroll by returning a business response card (BRC) from the conservation
campaign direct mail letters in a SoCalGas return envelope with pre-paid postage.
Customers only need to provide their preferred email and/or mobile phone
number on the BRC."

9.C Opower

SoCalGas is partnering with Opower, an energy efficiency and customer
engagement marketing provider, to develop and implement a Home Energy
Report pilot program.

The Opower Home Energy Reports (HERs) are promising because they have
proven successful elsewhere, although SoCalGas will be the first extensive test
case for a gas-only utility. The typical HER is mailed, which means that customers
do not have to have a personal computer or be computer literate. However,
Opower will be testing both paper and email reports with SoCalGas.

The SoCalGas/Opower pilot program will provide 50,000 AM Billed customers a
monthly paper and/or e-mail HER. The report will provide the following based on
Opower's "Best Practices":

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

e Progress tracking: Changes in customer’s energy use over time

« Ideas on Energy Efficiency: Ways to save energy ("tips"), including where to
find SoCalGas information on rebates and other special programs offered

Copies of the Opower collateral materials are provided in Appendix N.

B see Appendix M for various Bill Tracker Alert materials.
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Therefore, the overall strategy in this, year one, is to leverage the MyAccount
website as the core offering for SoCalGas customers and attempt to drive more
customers to the website. In addition, SoCalGas will provide two additional
offerings customers can use to access and utilize the Advanced Meter
information.

9.D Residential Campaign Design

SoCalGas has teamed with Freeman, Sullivan & Co. (FSC) to develop a
comprehensive conservation outreach plan (Plan). The Plan calls for using a test
and learn program development strategy in which continuous assessment and
improvement in the performance of feedback programs is the objective. As
implementation proceeds from year to year, high performing program design
options will be retained and offered to an increasingly larger share of customers
who receive Advanced Meters. At the same time, new program design
alternatives will be tested based on the experiences gained from the prior round
of implementation. Programs and program design features that are less effective
will be abandoned or modified. In this way, over the course of the Advanced
Meter roll out, the most effective means for encouraging energy savings from
information feedback will be identified and offered to customers. A complete
copy of FSC's Plan can be found in Appendix O.

The conservation outreach campaign will occur during the “heating season” that
runs from October 1, 2013 through March 31, 2014. The campaign theme is
based on a plan to include every eligible AM Billed customer in the marketing
outreach efforts under the test and learn program design. Based on the energy
conservation results at the end of heating season, some underperforming
customer segments may be excluded from the following year's conservation
campaign in order to allocate limited marketing resources towards segments that
have a higher propensity to change behavior and conserve energy, based on the
FSC energy conservation analysis.

Although in future years, some customers may be excluded from targeted
conservation campaign outreach activities, every SoCalGas customer will receive a
letter within 60 days of becoming AM Billed that outlines all the Ways-to-Save
online tools and information, plus Bill Tracker, enabled by their new Advanced
Meter throughout the duration of the project. MyAccount customers will also
receive an email highlighting the new functionality.
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Based on the AM module installation schedule, SoCalGas will have approximately
600,000 residential customers with installed modules that are AM Billed by
September 30, 2013. This group of customers, plus 25,000 AM Billed business
customers will represent the target audience for the 2013/14 conservation
campaign.

These customers will be assigned into various test cells to address as many
customer segments as possible. Some customers will be assigned into a “control
group” and will not receive any direct mail or email solicitations from SoCalGas or
Opower. This is necessary to ensure accurate measurement of the actual gas
consumption impacts of the campaign.

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

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

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

e SoCalGas MyAccount versus non-MyAccount customers:
MyAccount customers are thought to be the most “engaged”
SoCalGas customer segment based on historical program
participation levels. Non-My Account customers have historically low
program participation levels.

Opower eligible versus non-eligible customers: Opower has a
proprietary "eligibility screen" based on various criteria developed
with other utilities over the years that eliminate certain customers
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from receiving Opower HER marketing outreach materials. SoCalGas
and Opower expect 80+% of AM Billed customers will pass the
Opower eligibility screen. In addition, SoCalGas will market to
customers that don't pass the Opower eligibility screen as part of our
Leave No Customer Behind plan for the 2013/14 heating season.
Below are some of the factors included in the Opower eligibility
screen:

=  Minimum of 12-months of usage data

= Type of home (e.g., single family, multi-family, condo, etc.)

= Rate plan

=  Minimum of 100 quality "neighbors" (homes similar in

characteristics to which the customer can be compared)

= Exclusion of overly high or low usage "outliers"

= Historical program participation rates, including MyAccount

= Plus other factors proprietary to Opower

e Medium-to-high usage versus low usage customers: Residential
customers were divided into four annual usage quartiles. The top three
guartiles represent medium-to-high usage customers and the bottom
quartile represents low usage customers.

e Direct mail versus email versus direct mail and email outreach: The Plan
will test various combinations of outreach channels for the SoCalGas
customer segments.

e Website versus microsite versus mail-back alert enrolilment response
channel analysis: For opt-in customers, the Plan will test the preferred
enrollment channel for customers between the SoCalGas.com website,
the BillTracker.SoCalGas.com enrollment microsite, and a BRC included in
the direct mail solicitations and community event brochures. The SoCalGas
CCC and outbound telemarketing enrollment channels may be added in
early 2014.

Specifically, the Plan will assess the:

e Impact of opt-in Bill Tracker alert (BTA) on gas consumption

e Relative effectiveness of different marketing messages for opt-in BTA
e Impact of default BTA on gas consumption

e |Impact of default HERs on gas consumption
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e Relative impacts of three different types of HERs (email only, paper only,
paper and email)

e Relative impacts of default BTA and default HERs among medium to high
usage MyAccount customers

SoCalGas and FSC considered the full spectrum of experimental and quasi-
experimental options before determining that a randomized encouragement
design (RED) was the preferred option for the opt-in Bill Tracker treatments and a
randomized control trial (RCT) design could be implemented for the default
enrollment programs.

RED and RCT design options require large control groups for each corresponding
test cell. Therefore, out of the approximately 600,000 AM Billed residential
customers for the 2013/14 conservation campaign, 44% (262,500) will be
assigned to a FSC control group, 8% (50,000) to Opower, and the remaining 48%
(287,500) will be incorporated into the SoCalGas test cells. Figure 4 graphically
depicts the overall design of the residential conservation outreach campaign.™*

" pursuant to D.12-11-015, SoCalGas also is utilizing its Advanced Meter project to support its Energy
Efficiency non-resource behavioral goals, which contain a 5% behavioral target for residential
households by 2014. This goal translates to approximately 268,000 customers (5% of 5,372,645
residential customers). SoCalGas will separately submit annual reports in 2014 and 2015, which will
address its efforts in meeting its year Energy Efficiency non-resource behavioral goals adopted in D.12-
11-015.
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Figure 4

Market Segmentation and Sample Requirements for Initial Residential
Customer Tests
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9.E Business Campaign Design

SoCalGas estimates that 25,000 of its approximately 250,000 business customers
will be AM Billed by September 1, 2013. This number of AM Billed customers is
insufficient to conduct rigorous impact analyses with an RED or RCT design.
Nonetheless, SoCalGas plans to test customer acceptance of two programs
among the AM Billed business customers — default Bill Tracker Alert and opt-in Bill
Tracker Alert. SoCalGas plans to conduct impact analyses for these two programs
using a statistically matched control group of business customers that are not AM
Billed. Although this impact estimation method is not as precise as a RED or RCT,
it is still worthwhile to conduct the matched control group analysis. If default Bill
Tracker Alert or opt-in Bill Tracker Alert have a relatively large percentage impact
on usage, this method will be able to detect the effect.
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Figure 5

Market Segmentation and Sample Requirements for Initial Business

Customer Tests
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9.F Hard-to-Reach Community Events

SoCalGas has engaged PRM Consulting (PRM) to pilot a series of community
events in the Imperial and Riverside counties to extend customer outreach to AM
Billed hard-to-reach customers October 2013 through March 2014. PRM will

engage:

e Local community organizations
e Faith-based-organizations

e (Civic organizations

e Business organizations

PRM will participate in local events to increase customer awareness of the
Advanced Meter enabled Ways-to-Save online tools and information, plus obtain
enrollments in the new Bill Tracker alert. Appendix Q provides a list of local
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events scheduled by PRM. PRM also plans to establish relationships with
community papers, Spanish language papers and radio, and local schools to
increase awareness of Advanced Meter enabled programs and services.

Based on the success of the 2013/14 events, SoCalGas may expand these events
to other communities in 2014/15.

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

Chapter 10 - Financial Status
To track expenses during the project, Ordering Paragraph 7 of the Decision, stated

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

On August 4, 2010, the CPUC approved AL 4110, effective April 8, 2010, which
established the Advanced Meter Infrastructure Balancing Account.

The CPUC approved budget of $1,050 million for the SoCalGas Advanced Meter
project was augmented by re-directing $13.5 million of previously approved
General Rate Case funding for a Remote Automated Meter Reading (RAMR)
project. SoCalGas halted the implementation of its RAMR project (a drive-by
meter reading system) when its AMI application was submitted, and in the AMI
application requested that this funding be re-directed to the AMI project In D.10-
04-027, the CPUC approved this request.” The total budget for the SoCalGas
Advanced Meter project is $1,064 million, which included a contingency fund of
$68.7 million.

15 A.08-09-023, Prepared Direct Testimony of Edward Fong, page 15.
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Table 15 displays the Advanced Meter spending through June 2013, by the major
project activities, and also displays the forecast for the entire project. At this
point, SoCalGas believes the project will be delivered within the approved budget.

Table 15
Financial Results
Recorded 2010 through June 2013
Forecast July 2013 - 2017

YTD Project to Project

2010 2011 2012 2013 Date Forecast
Project Management Office 2,619 6,477 6,634 2,537 18,267 28,830
Meters, Modules &
Installation 120 3,718 28,410 40,323 72,571 516,188
Network 777 3,744 14,429 12,366 31,317 91,317
Information Technology 6,011 16,873 21,931 7,300 52,115 93,289
Customer Outreach 324 1,027 2,085 2,111 5,612 26,218
Employee Awareness 65 3,078 3,732 1,417 8,227 12,441
Other 303 - 710 1,068 2,081 14,445
Taxes 29,201
Overheads & AFUDC 2,382 10,828 23,663 19,251 56,124 222,359
Contingency 29,968
Total 12,601 45,745 101,594 86,374 246,314 1,064,256

The sequencing of the spending to date is typical of the pattern for virtually all
such major projects. The early years of the project are spent organizing the large
project team; developing new business processes; and, building and
implementing the information systems that support the construction of the DCUs
and installation of the modules. The SoCalGas plan always contemplated that the
DCUs would be constructed prior to the installation of the modules so that the
modules would be immediately effective in delivering benefits to customers.
Finally, the modules themselves would be installed. As indicated in Chapter 2,
SoCalGas began installing its DCUs in June 2012, and its modules in October 2012.

64



Table 15 displays a spending pattern consistent with that plan. In 2010 and 2011,
SoCalGas spent $47.3 million. Almost half - $22.3 million - was spent on
information systems. The second largest activity was the Project Management
Office at $9.1 million. The primary activities performed in the PMO were to
develop the new business processes around which the IT systems were built, and
to develop the governance and financial systems to be used through the project
fruition. The third largest activity involved the planning for the network
construction, which totaled about $4.5 million.

In 2012, the pattern shifted. First, the project pace accelerated. SoCalGas spent
almost twice as much in 2012 ($80.1 million) as it had in 2010 and 2011 combined
(547.3 million). The largest spending activity — almost $25 million — was for the
purchases of new meters and modules and the commencement of their
installation in October 2012. The second largest activity involved the continued
building and implementation of information systems at $21.7 million. The third
largest activity was the construction of the DCUs at about $15 million. In both
2011 and 2012, SoCalGas spent over $3 million in training and preparing its
employees to use the new Advanced Meter technology.

The 2013 spending reflects a project in full construction. The purchase and
installation of meters and modules dominates at almost $32 million. The second
largest activity is the continued construction of the communications network at
over $9 million. The continued building of information systems is the third largest
activity at about S5 million.

The project forecast is displayed in the right hand column of Table 15. While this
report will not contain a comparison of current spending to the business case,
some overall trends can be identified. The first is that the contingency fund of
about $30 million is below the approved contingency of $68.7 million.

Most of this money was redirected to activities related to informing customers
about the SoCalGas Advanced Meter project. The business case underlying the
application contained about $10 million for general customer outreach. As the
table shows, SoCalGas now expects to spend approximately $26.2 million, over
twice as much as contemplated in the business case.
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This shift is driven largely by two factors. First, smart meters became a ‘front
page’ issue as the electric utilities in California implemented their AMI projects.
Heightened customer awareness in California about smart meters elevated the
importance of SoCalGas having an effective outreach program. Second, the CPUC
decision, in both letter and spirit, instructed SoCalGas to perform outreach to all
of its customers, including contracting with community and faith based
organizations to reach hard-to-reach customers. The current SoCalGas budget
reflects more aggressive customer outreach than planned in the original business
case.

The remaining use of the contingency is distributed across multiple cost
categories.

Chapter 11 - Meter Reading Work Force Impacts

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

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

In response to this direction, SoCalGas set aside funding in its Educational
Assistance Fund specifically to support the Meter Reading personnel in place in
April 2010. As of June 30, 2013, meter readers had been reimbursed
approximately $88,500 through this fund. While this fund has not been heavily
utilized by meter readers, they have been active in seeking employment
opportunities within the Company.

To assist full-time meter reading personnel in finding other positions within the
Company, SoCalGas negotiated a Priority Placement Program. The Program
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provided Meter Reading personnel who were full-time in April 2010, with
enhanced priority in bidding for positions elsewhere in the Company. Employees
had a choice as to whether or not they wanted to participate.

Table 16 displays the current status of those Meter Reading personnel who were
employed in April, 2010, when the project was approved by the CPUC.

Table 16
Status of Meter Reading Personnel Employed in April 2010

Meter Reading | Work Force Remain in Left Company | Transition
Personnel in April 2010 | Meter Reading Within
March 31, 2013 Company
Full-time 166 48 16 596
Part-time 818 189* 133
Management 46 31 2 15
Total 1,030 268 151 611
Percent of Work 100% 26.0% 14.7% 59.3%
Force

*90 of these employees have been promoted to full-time positions, but still within
Meter Reading.

As Table 16 shows, almost 600 employees (60 percent of the non-management
Meter Reading workforce) have transitioned to another position within the
Company. About 15 percent of those employed in 2010 have left the Company.
268 employees (26 percent) remain in the Meter Reading organization.

237 of the remaining 268 employees are full-time and part-time Meter Reading
employees. Asindicated above, the 48 full-time employees had the opportunity
to participate in the Priority Placement Program. Of the remaining 189 part-time
meter readers, 90 have been promoted to full-time positions in Meter Reading.
While these positions will eventually be eliminated, the employees in these
positions are gaining full-time seniority and will be better positioned to bid to
other jobs outside of Meter Reading.
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Appendix A — Sample Data Collection Unit Installations

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

Area

# of
Warehouse End Modules to
Install

Sun Valley 4/1/2013 8/16/2013 44,425
Northridge 8/19/2013  7/10/2015 608,005
Oxnard 7/13/2015 3/11/2016 203,622
Bakersfield 4/15/2013 11/27/2013 103,253
Visalia 12/2/2013 10/17/2014 187,891
Templeton 10/20/2014 1/23/2015 32,016
Morro Bay 10/20/2014  1/23/2015 32,727
Nipomo 1/26/2015 10/23/2015 88,641
Santa Barbara 10/26/2015 12/22/2016 71,896
Irwindale 3/4/2013 10/10/2014 466,631
Chino 10/13/2014  3/27/2015 147,797
Rancho

Cucamonga 3/30/2015 10/23/2015 183,711
San Bernardino 10/26/2015 8/5/2016 215,682
Lancaster 8/8/2016 2/3/2017 123,139
Valencia 2/6/2017 6/23/2017 93,014
South Gate 10/29/2012 9/12/2014 427,258
Los Angeles 6/2/2014 12/18/2015 493,615
Santa Monica 12/21/2015 9/30/2016 297,824
Lawndale 10/3/2016  8/18/2017 276,349
San Pedro 10/3/2016 5/12/2017 114,490
El Centro 2/4/2013  5/13/2013 36,777
Indio 5/13/2013 11/15/2013 197,917
Beaumont 11/18/2013 5/9/2014 47,564
Moreno Valley 11/18/2013  8/15/2014 156,986
Hemet 11/18/2013  5/23/2014 61,949
Murrieta 5/12/2014 10/24/2014 134,682
Corona 10/27/2014 3/6/2015 145,548
Garden Grove 3/9/2015 6/3/2016 594,389
Laguna Niguel 6/6/2016 5/12/2017 247,584
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Appendix C — DCU Construction Notification Letter
August 30, 2013
Dear Valued Customer:

In the upcoming weeks, an authorized contractor of Southern California Gas Company
(SoCalGas®) will be working in your neighborhood to install equipment to support the advanced
meter communication network. This effort is the first step towards upgrading our metering
technology which will transform the way we deliver service to our customers and enhance your
ability to manage your energy usage. Enclosed please find additional information regarding the
advanced meter project.

The installation of the communication network may involve the construction of a new pole
and/or replacement of an existing pole to support our network communication equipment.
During this time, we may need to excavate within a designated area in your neighborhood and
maintain a safe working environment within your community. We apologize in advance for any
inconvenience during our construction.

If you have any questions, please contact me and | will be happy to assist you.

Sincerely,

Construction Project Manager
ADVANCEDMeter
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Appendix D — Cities with All DCUs Installed (as of June 30, 2013)

| Cities | Counties
Adelanto Duarte Porterville Imperial County
Alhambra El Centro Reedley
Artesia El Monte Rosemead
Bakersfield Fullerton San Gabriel
Baldwin Park Glendale San Jacinto
Banning Glendora San Marino
Beaumont Hanford Santa Fe Springs
Bell Hawaiian Gardens Shafter
Bell Gardens Hawthorne South El Monte
Bellflower Hemet South Gate
Blythe Holtville South Pasadena
Brawley Huntington Park Stanton
Buellton Imperial Taft
Buena Park Industry Temple City
Calexico Irwindale Tulare
Calimesa La Habra Twentynine Palms
Calipatria La Habra Heights Vernon
Carson La Mirada Villa Park
Cathedral City La Palma Visalia
Cerritos La Puente Walnut
Coachella Lakewood Wasco
Colton Lemoore Westminster
Commerce Lompoc Westmorland
Compton Lynwood Whittier
Corcoran Menifee Yucca Valley
Covina Montebello
Cudahy Monterey Park
Cypress Norwalk
Delano Paramount
Desert Hot Springs Pasadena
Dinuba Pico Rivera
Downey Placentia
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Appendix E — Radio Disney Samples
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Advanced Meter School Assembly Qutreach
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School Assembly Schedule

11/5/12: Frank E. Woodruff Elementary/Bellflower

12/18/12: Nixon Academy/Cerritos

1/28/13: Kennedy Elementary/Artesia
2/8/13: Intensive Learning Center/Lakewood
2/21/13: San Rafael Elementary/Lakewood
2/22/13: Wittman Elementary/Cerritos
3/8/13: Longfellow Elementary/Pasadena
3/22/13: Luther Burbank Elementary/Artesia
3/28/13: Gompers Elementary/Lakewood

3/29/13: Baxter Elementary/Bellflower

- On-site set-up to include Team Green 7x7" backdrop, and Team Green table cover

- 2 wing banners customized with SO CA Gas Company logo
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School Assembly Set Up

School Certificate-Team Green School
with SoCalGas Company

Frank E. Woodruff

Elementary School
11/5/12
Bellflower
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Frank E. Woodruff Elementary
Bellflower-11/5/12

Kids & teachers getting to learn all about
the Advanced Meters!
N

Frank E. Woodruff Elementary
Bellflower-11/5/12



Frank E. Woodruff Elementary
Bellflower-11/5/12

Word scramble

Frank E. Woodruff Elementary
Bellflower-11/5/12
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Appendix F — Bill Insert

August 2012 Bill Insert
Front

Southamn
Califomin

Gex Campany ADVANCED

A 6’ Sempra Energy utily®

Southern
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A 6’ Sempra Energy uiiy®

SRR ADVANCING THE WAY'WE
SERVE OUR CUSTOMERS
AND THE COMMUNITY

AVANZANDO LA FORMA QUE

SERVIMOS A NUESTROS
O — CLIENTES Y A LA COMUNIDAD

Al fradem arks habng 10 the respedia
ownars. Alirights ressrved.
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August 2012 Bill Insert
Back

SOUTHERN CALIFORNIA GAS COMPANY (SOCALGAS®) IS
ADVANCING THE WAY WE DO BUSINESS, AND LIKE MANY
ENERGY COMPANIES AROUND THE WORLD, WE'RE UPGRADING
OUR INFRASTRUCTURE WITH NEW TECHNOLOGY TO PROVIDE
OUR CUSTOMERS WITH MORE ENHANCED SERVICES.

Across our service territory, we will be uparading

our natural gas meters with an advanced meter
communication device to automatically and securely
transmit gas usage information to our customer service
and billing center,

Once installed, advanced meters will improve operating
efficiencies and enable more privacy and security for our
customers by reducing access to their premises, Also,

by empowering our customers with more information to
manaage and better control their gas use and costs, we
anticipate reducing 140,000 tons of greenhouse gases
EVery year,

With the advanced meter, hourly usage will be available
to you through My Account at socalgas.com, With just

a few clicks of a mouse, customers will be able to view
hourly and daily gas usage on a next-day basis rather
than waiting for a monthly bill, For those who do not have
onling, smart phone or other technology-related access,
we are investigating other potential ways to view usage
information, such as calling SoCalGas or requesting a
report by mail,

The advanced meter project
will start later this year and
will continue through 2017,
To find out more about this
initiative and to view our
schedule to see when we

will be installing in your area,
go to socalgas.com (search
“ADVANCED™,

EN SOUTHERN CALIFORNIA GAS COMPANY (SOCALGAS®)
ESTAMOS AVANZANDO EN LA FORMA EN QUE HACEMOS
NEGOCIO ¥, AL IGUAL QUE MUCHAS EMPRESAS DE ENERGIA
ALREDEDOR DEL MUNDO, ESTAMOS ACTUALIZANDO NUESTRA
INFRAESTRUCTURA CON TECNOLOGIA NUEVA PARA OFRECER
A NUESTROS CLIENTES MAS SERVICIOS MEJORADOS.

En todo nuestro territorio de servicio, estaremos
actualizando nuestros medidores de gas natural con un
dispositivo de comunicacian para medidores avanzados
(advanced meters), a fin de que automdticamente y de
manera segura transmita informacion sobre el consumo de
gas a nuestro centro de servicio al cliente y facturacion,

Una vez instalados, los medidores advanced meter podran
ayudar a mejorar las eficiencias operativas, y permitirdn
que nuestros clientes tengan mayor privacidad v seguridad
al reducir el acceso a sus instalaciones, Ademas, al
empoderar a nuestros clientes con mas informacion para
administrar y controlar mejor su consumo de gas y lo que
les cuesta, anticipamos la reduccidn de 140,000 toneladas
de gases de efecto invernadero cada afio.

Con el medidor advanced meter, podrd ver el consumo por
hora a través de My Account en socalgas.com. Con darle
unos cuantos clics al mouse, los clientes podrén ver al dia
siguiente el consumo de gas por horay dia sin tener gue
esperar a que llegue la factura mensual, Para aguellos

que no tienen Internet, teléfono inteligente u otro acceso
tecnoldgico, estamos investiogando otras formas potenciales
de ver lainformacidn de consumo, como llamar a SoCalGas
o pedir un informe por correo.

El programa de medidores advanced meter empezara

a finales de este afio y continuara durante 2017, Para
averiguar mas acerca de esta iniciativa y consultar
nuestro calendario para ver cuando estaremos haciendo
instalaciones en su zona, visite socalgas.com/espancl
(busque la palabra clave "AVANZADO").

82




Appendix G — Module Installation Notification Letter

Southarn
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Where Can | Find More Information?
Visit socalgas.com (search "ADVANCED") or call:
Residential: 1-800-427-2200 + Business: 1-800-427-2000
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Pre Installation Letter
Front

o ADVANCED

Gas Company

A 6’ Sempra Energy utility®

Southern California Gas Company (SoCalGas®) will be in your area over the next few weeks to upgrade the natural
gas meter with an advanced meter communications device. The upgrade will enable you to access more detailed
information about your gas usage so you can better control and manage your energy costs.

What you can expect:

* Advanced meter installations will typically occur Monday through Friday 7 a.m. to 5 p.m. and will take about
15 minutes to complete.

* |n most cases, you will not need to be present and you should not have an interruption to your gas service.

* Until our communications network is fully operational in your area, we will need access to manually read
the meter for a few more months.

How you can help:

* For the safety of our employees, please provide safe access to the natural gas meter by keeping the
area around the meter clear of any obstructions, plants or shrubs. If you have a locked gate or a dog
that prevents access, please call the Advanced Meter Customer Information Center at 1-877-268-6211,
Monday through Friday 7 a.m. to 8 p.m. or Saturday 8 a.m. to 5 p.m., to make access arrangements.

The easiest way to view your gas usage information will be through My Account at socalgas.com, where you can
also view and pay your bill, request service and sign up for paperless billing. If you're not already enrolled in My
Account, sign up today and we will email you when your more detailed advanced meter usage information becomes
available online.

Thank you for your cooperation during the installation process. If you have any questions, please call SoCalGas
at 1-877-268-6211 or visit socalgas.com (search “ADVANCED").

Sincerely,
Patrick Petersilia
Director, Advanced Meter Project

Enclosure [Advanced Meter Overview]

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. @ Printed on recycled paper.
All rights reserved, Some materials used under license, with all rights reserved by licensor. NI350068 0413 100K
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Pre Installation Letter
Back

ADVANCED

Southern California Gas Company (SoCalGas®) va a estar en su drea las préximas semanas para mejorar el medidor de gas natural con un aparato de
comunicacién de medidor avanzado (advanced meter). La mejora le permitird tener acceso a informacién més detallada acerca de su consumo de gas para
que pueda controlar y administrar mejor sus costos de energia.

Lo gue puede anticipar:

® Las instalaciones de los advanced meters tendrdn lugar normalmente de lunes a viernes, de 7 a.m.a 5 p.m. y tardardn como 15 minutos en hacerse.

* Enla mayoria de los casos, no necesitard estar usted presente, y no debe haber interrupciones en el servicio de gas.

* Hasta que nuestra red de comunicacién esté funcionando plenamente en su drea, necesitaremos tener acceso para leer manualmente el medidor por unos
cuantos meses mas.

Cémo puede ayudar:
= Para laseguridad de nuestros empleados, por favor facilite un acceso seguro al medidor de gas natural manteniendo el drea gue estd alrededor del medidor
libre de obstrucciones, plantas o arbustos. Si hay una puerta con candado o un perro que impide el acceso, por favor llame al Advanced Meter Customer
Information Center al 1-877-268-6211 de lunes a viernes de 7 a.m. a 8 p.m. o sdbados de 8 a.m. a 5 p.m., a fin de ponernos de acuerdo para el acceso.
La manera més facil de ver lainformacidn de su consumo de gas va a ser a través de My Account en secalgas.com, donde podrd también ver y pagar
su factura, solicitar servicio y inscribirse para la facturacién sin papel (disponible en inglés Gnicamente). Si todavia no estd inscrito en My Account, andtese hoy mismo
y le enviaremos un mensaje por correo electrénico cuando ya pueda ver por Internet la informacién mds detallada de su advanced meter.

Gracias por su cooperacidn durante el proceso de instalacién. Si tiene alguna pregunta, por favor llame a SoCalGas al 1-877-268-6211 0 visite
socalgas.com/espanol (busque la palabra clave “AVANZADO").
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Southern California Gas Company (SoCalGas®) sé cé mét trong khu vuc clia quy vi trong mét vai tudn téi dé gdn thém bé truyén théng tin déng hé do tién tién (Advanced Meter)
vao déng hé do gas tu nhién. Nhé vay, quy vi c6 thé xem théng tin chi tiét hon vé viéc sir dung gas dé kiém soat cling nhu quan Iy chi phinang lugng cda minh t6t hon.

Quy vi <6 thé luéng truéc rang:
* S&gdn Advanced Meter trong khoang tir 7:00 gié sdng dén 5:00 gid chiéu tir tha Hai dén thi Sau, va sé mat khoang 15 phut.
* Hau nhu quy vi sé khong can cé mit, va quy vi sé khéng bi cét gas.
® Cho dén khi hé théng truyén théng ciia chiing téi dugc dua vao hoat doéng day di & khu vic ciia quy vi thi chiing t6i sé van cdn dich than dén doc déng hé trong
vai thang nira.
Quy vi cé thé gitp bing cich nao:
= Visuan toan cho nhan vién cta ching téi, xin vui ldng sip x&p |6i vao an toan dén noi gidn déng hé do gas tu nhién bing cach don sach vat can, cay nhé va cay
bui xung quanh noi gdn déng hé. Néu cé tré ngai khi vao noi gén déng hé nhu céng cé khéa hodc cé nuéi chd, xin vui long goi cho Trung Tam Théng Tin Khach
Hang Advanced Meter tai 1-8 77-268-6211, tir 7:00 gid sang dén 8:00 gidi t&i tir thid Hai dén thi Sau hodc tir 8:00 gid sang dén 5:00 gid chiéu ngay Thu Bay,
dé hen lich dén g&n déng hé vdi nhan vién caa ching téi.

Cach dé nhét dé xem théng tin st dung gas ctia quy vi la vao My Account tai socalgas.com, & dé quy vi ciing c6 thé xem va tra héa don, yéu ciu dich vu va ghi danh dé dugc
gtii héa don dién tir. Néu quy vi chua ding ky My Account, hdy dang ky ngay hém nay va ching téi sé gli email cho quy vi khi trén mang cé thém théng tin chi tiét han vé viéc
st dung Advanced Meter ctia quy vi.

Cam on quy vi da hgp tic trong théi gian gén déng hé. Néu quy vi c6 bat ky cau héi nao, vui long goi cho SoCalGas tai 1-877-268-6211 hoic ghé tham socalgas.com
(tim "ADVANCED").
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Pre Installation Envelope

ADVANCED
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P.0.Box 66013
Anaheim CA 92816-6013

[ ] Important information inside
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Advanced Meter Overview

English

Southern
California
Gas Company

A g} Sempra Energy utility®

What are Advanced Meters?

Southern California Gas Company (SoCalGas®) is upgrading its system by
adding an advanced meter communications device to all residential and
business natural gas meters. The advanced meter device will read and
transmit your natural gas usage information back to SoCalGas. However,
until our communications network is fully operational in your area we will
need access to manually read the meter for a few more months.

The advanced meter device, which will be installed on the existing
analog meter, is battery-powered and turns on for only a fraction of
a second a day, for a total of less than two minutes a year. Advanced
meters cannot turn on or turn off your gas service. With this upgrade,
you will have access to more frequent and detailed information about
your gas consumption at socalgas.com, enabling you to have better
control over your energy usage and potentially save money.

SoCalGas is scheduled to install the advanced meter device on
approximately 6 million natural gas meters through 2017.

Gas Meter with Data Colcclnr Unit Southern California Potential Ways to
Communication Gas Company Access Your Usage
Module Information

e
-I S (| [NE=p=
- 00

Hourly Reads Solar

Transmitted Four Times aDay ~ Powered mmd

Images are for illustrative purposes only.

What if | don't want an Advanced Meter?

SoCalGas supports customer choice and recognizes that some
residential customers may prefer not to have an advanced meter
installed and would rather have the gas meter manually read each
month. *If you do not want an advanced meter installed, you should
immediately call our Customer Contact Center at 1-800-427-2200
and request to be added to the “advanced meter deferral list.”

If you defer installation now, SoCalGas will contact you once the California
Public Utilities Commission (CPUC) has ruled on our advanced meter
opt-out program. You can decide at that time, based on the rate approved
by the CPUC, whether you want to formally opt-out and pay the applicable
fees or allow the installation of an advanced meter at no incremental cost.
*Deferral list option applicable to residential customers only.

© 2013 Southern California Gas Company. Trademarks are

property of their respective owners. All rights reserved. @ Printed on recycled paper. N1350057 0513

ADVANCED

OVERVIEW

BENEFITS OF ADVANCED METERS

* Manage Energy Use Better: You will have access to more
detailed information and analysis tools online through My
Account at socalgas.com, where you can also view and pay
your bill, schedule service and sign up for paperless billing.
We will notify you when your more detailed information
becomes available online.

* New “Ways to Save" interactive tool on socalgas.com
(search "WAYS TO SAVE"): You can currently create your
own customized energy plan by answering a few questions.
Track and update your progress and learn how your actions
can help you save energy and money. In addition, you can
view your hourly, daily and monthly gas usage online once
we complete meter installations in your area.

* Location Privacy and Security: Customers who, in the
past, had to provide SoCalGas with a key to their gates,
leave latches unlocked or confine their dogs to allow
meter reading will only need to provide entry for periodic
maintenance. To increase privacy and security, only
encrypted gas usage information will be transmitted from
the meters.

* Greater Accuracy: Advanced meters can also improve billing
accuracy, reducing the potential for errors.

* Help the Environment: Advanced meters will take 1,000
SoCalGas vehicles off the road every day, reduce 6.3
million vehicle miles and approximately 140,000 tons
of greenhouse gases per year.

* New Bill Tracker Alert: Later this year, advanced meter
customers will be able to sign-up for weekly alerts,
providing up-to-date information on your energy usage,
Bill-to-Date and Projected Next Bill via text or email.

* Operational Efficiencies: The advanced meter project
will enable operational savings over the life of the
project, estimated to be more than double the value of
our investment, Operational savings will be passed along to
customers in overall rates.

* Where Can | Find More Information?
Visit socalgas.com (search “ADVANCED") or call:

Residential Customers:

English 1-800-427-2200
Bz 1-800-427-1429
B 1-800-427-1420
=0 1-800-427-0471

1-800-427-0478
1-888-427-1345
1-800-252-0259

Tiéng Viét
For other languages
Hearing Impaired (TDD)

Business Customers:

English 1-800-427-2000
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Advanced Meter Overview

Spanish

Southern
California
Gas Company

Sempra Energy utility®

iQué son los Advanced Meters?

Southern California Gas Company (SoCalGas®) estd mejorando su sistema
afiadiendo un aparato de comunicaciones advanced meter a todos los
medidores de gas natural residenciales y comerciales. El aparato advanced
meter leerd la informacién de su consumo de gas natural y la transmitird a
SoCalGas. Sin embargo, hasta que nuestra red de comunicaciones esté en
plena operacién en su drea, necesitaremos tener acceso para manualmente
leer el medidor unos cuantos meses mas.

El aparato advanced meter, que se instalard en el medidor analégico existente,
es de baterias y se enciende solo una fraccién de segundo al dia, para un
total de menos de dos minutos al afio. Los advanced meters no pueden
conectar o interrumpir el servicio de gas. Con esta mejora, usted tendrd
acceso a informacién mas frecuente y detallada sobre su consumo de gas
en socalgas.com/espanol, lo que le permitira tener mas control sobre su
consumo de energia y potencialmente ahorrar dinero.

SoCalGas tiene programado instalar el aparato advanced meter en aproxi-
madamente 6 millones de medidores de gas natural para terminar en 2017.

Medidor de gas Unidad Ci Formas potenciales
con médulo de de datos (DCU) Gas Company de tener acceso
comunicacién a su informacién
de consumo
Ertreias
=1 K -0
¥ ) P
Lecturas por hora De energia  De corriente
transmitidas solar alterna

cuatro veces al dia
Imégenes para fines ilustrativos Gnicamente.

¢Qué pasa si no quiero un Advanced Meter?

SoCalGas respalda la decision del cliente y reconoce que algunos clientes
residenciales tal vez prefieran que no se les instale un advanced meter y
gue mejor les lean manualmente el medidor de gas cada mes. *Si no quiere
gue le instalen un advanced meter, debe llamar inmediatamente a nuestro
Centro de Contacto con el Cliente al 1-800-342-4545 y pedir gue se le
afiada a la "lista de diferimiento de advanced meters”.

Sidifiere la instalacién en este momento, SoCalGas se comunicara con
usted una vez que la Comision de Servicios Publicos de California (CPUC)
se pronuncie acerca de nuestro programa para optar por excluirse del
advanced meter. Puede decidir en ese momento, con base en la tarifa
aprobada por la CPUC, si desea optar por excluirse formalmente y pagar
las cuotas correspondientes o permitir la instalacién de un advanced meter
sin que se incremente gradualmente el costo.

* La opcién de la lista de diferimiento se aplica a clientes residenciales Unicamente.

© 2013 Southern California Gas Company. Las marcas registradas son propiedad de sus respectivos duefios.
Todos los derechas reservados. @ Impreso en papel reciclado. N1350057 0413

ADVANCED

INFORMATIVO

BENEFICIOS DE LOS ADVANCED METERS
* Mayor control del consumo de energia: Tendrd acceso a
informacién mas detallada y herramientas de andlisis por
internet a través de My Account en socalgas.com/espanol,
donde también puede ver y pagar la factura, programar servicios
e inscribirse para facturacién sin papel. Le notificaremos cuando
pueda consultar por internet informacién mas detallada.
Nueva herramienta interactiva “Ways To Save” en

| /espanol (b las palabras clave “WAYS
TO SAVE"): Actualmente puede crear su propio plan de
energia personalizado contestando unas cuantas preguntas.
Controlar y actualice su progreso y averigiie cémo sus acciones
pueden ayudarle a ahorrar energia y dinero. Ademas, puede
ver por internet su consumo de gas por hora, dia y mes una
vez gue terminemos la instalacién de los medidores en su zona.
Privacidad y seguridad del lugar: Los clientes que antes
daban a SoCalGas una llave de sus puertas, dejaban los
cerrojos sin candado o confinaban a sus perros para permitir
la lectura del medidor ahora solo necesitaran permitir la
entrada para mantenimiento periédico. Para aumentar la
privacidad y seguridad, los medidores solo transmitiran
informacién cifrada del consumo de gas.
Mayor exactitud: Los advanced meters también pueden mejorar
la exactitud de la facturacién, reduciendo el potencial de errores.
Ayuda al medio ambiente: Los advanced meters van a sacar
diariamente de circulacién 1,000 vehiculos de SoCalGas, y
cada afio van a reducir en 6.3 millones las millas recorridas por
sus vehiculos y en aproximadamente 140,000 toneladas las
emisiones de gases de efecto invernadero.
Nueva alerta “Bill Tracker Alert" para monitorear la factura:
Este afio, los clientes con advanced meters podran inscribirse
para recibir alertas semanales, ofreciéndoles informacién
actualizada sobre su consumo de energia, el monto de la
factura hasta ese momento y el monto pronosticado de la
siguiente factura, via mensaje de texto o correo electrénico.
Eficiencias operativas: El programa advanced meter generara
ahorros operativos a lo largo de la vida del programa, que se
calculan en méas del doble del valor de nuestra inversién. Los
ahorros operativos se transferirdn a los clientes en tarifas generales.
iDénde puedo encontrar mas informacién?
Visite socalgas.com/espanol (busque la palabra clave
“AVANZADO") o llame al:

Clientes residenciales:

Espafiol 1-800-342-4545
BEE 1-800-427-1429
B 1-800-427-1420
SI=20] 1-800-427-0471
Tiéng Uiet 1-800-427-0478

Para otros idiomas 1-888-427-1345

Personas con problemas

auditives (TDD) 1-800-252-0259
Clientes comerciales:
Espafiol 1-800-427-6029
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Appendix H — Frequently Asked Questions “Pocket Cards”
English

Q.How can | learn more about
advanced meters?

Q. How often does the meter transmit
Southern information back to SoCalGas and
California does it emit a radio frequency (RF)?
A. The advanced meter transmits a signal
for a fraction of a second per day (less
than two minutes total per year) and the
RF energy emitted is significantly less
than many other devices we use every Q. What if | don't want an advanced
day like cell phanes, laptop computers meter?
and microwave ovens. Advanced meters A. SoCalGas supports customer choice and

(Gas Company

A @Sempra Energy uiikty"

A, If you have additional questions, please
visit us at socalgas.com (search
"ADVANCED") or call our Customer
Contact Center at 1-800-427-2200.

ADVANCEDMeter

Frequently Asked

do not transmit any personally
identifiable information, and all
transmissions of usage information are
encrypted for added security.

recognizes that some residential
customers may prefer not to have an
advanced meter and would rather have
the gas meter manually read each

month. If you do not want an advanced
meter, you should immediately call our
Customer Contact Center at 1-800-427-
2200 and request to be added to the

Questions Q. When can | stop providing monthly

Q. Who is getting an advanced access to the natural gas meter?
meter? A. We will need safe access to manua“}‘

A. All Southern California Gas
Company (SoCalGas®) residential
and business customers will receive
an advanced mefer over the next
few years,

Q. What does installation of the
advanced meter involve?

A. A SoCalGas employee will attach
a communications device to the
existing gas meter. In most cases,
there will not be an interruption
in your natural gas service and the
installation will take only a few
minutes to complete. In some
instances, we may need to replace

read the meter for several more
months; until our communications
network is fully operational in your area.
Inthe future, we will need meter access
for periedic maintenance. We will notify
you when you can view your natural gas
usage online through My Account at
socalgas.com,

Q. Why wasn't | notified about the
advanced meter installation?
A. Some customers may not receive

advance notification when a meter
change is necessary for maintenance
reasons (.. outdated meter, meter
malfunction, change in meter size,

“advanced meter deferral list." Deferral
list option applicable to residential
customers only.

If you defer installation now, SoCalGas
will notify you once the California Public
Utilities Commission (CPUC) has ruled
on the advanced meter opt-out
program. You can decide at that time,
based on the rate approved by the
CPUC, whether you want to formally
opt-out and pay the applicable fees or
allow the installation of an advanced
meter at no incremental cost.

Safety Issue, etc.). {2013 Southern California Gas Company. Trademarks are property of

their respective owners_ All ights reserved.
(® Printed on recycled paper with soy-based inks.  NI350031 0313 20K

the meter.
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Southern
Calitornia

Gas Company

A g Sempra Energy uiikty"

ADVANCEDMeter

Prequntas frecuentes

P. ¢Quiénes van a recibir un medidor
avanzado (advanced meter)?

R. Todos los clientes residenciales
y comerciales de Southern
California Gas Company (SoCalGas®)
van a recibir un advanced meter en
los proximos afios,

P. éQue implica [a instalacion

del advanced meter?

R. Unempleado de SoCalGas
va a panerle un aparato de
comunicaciones al medidor de
gas existente. En la mayoria de los
casos, no habrd unainterrupcion
en el servicio de gas natural y
la instalacion sdlo tomard unos
minutes. En algunos casos, tal
vez necesitemos reemplazar
el medidor.

Spanish

P. éCon gue frecuencia transmite el

medidor informacion a SoCalGas? ¢Emite
una radiofrecuencia (RF)?

R. Eladvanced meter transmite una sefial por
una fraccién de segundo al dia (menos de
dos minutos en fotal al afio) y la energia de
RF emitida es considerablemente menor
que la de muchos otros aparatos gue
usamos todos los dfas, como teléfonos
celulares, computadoras portatiles y
hornes de microondas. Los advanced
meters no transmiten ninguna informacidn
de identificacidn personal y todas las
transmisiones de informacion de consumo se
cifran para mayor sequridad.

P. ¢Cuando puedo dejar de permitir acceso

mensual al medidor de gas natural?
R. Vamos a necesitar tener acceso seguro para

leer manualmente el medidor por varios meses

mds; hasta que nuestra red de comunicaciones
esté funcionando plenamente en su zona, En

el futuro, necesitaremos acceso por un periodo

de tiempo para el mantenimiento del medidor.
Le notificaremos cuando pueda ver su
consumo de gas natural por internet a través
de My Account en secalgas.com/espanol.

P. ¢Por queé no me notificaron sobre la

instalacion del advanced meter?

R. Puede ser gue algunos clientes no reciban una
notificacidn previa cuando se tiene que cam-
biar el medidor por razones de mantenimiento
(por ejemplo, un medidor obsoleto, fallas enel
medidor, cambio en el tamafio del medidor,
problemas de sequridad, efc).

P. éComo puedo obtener mas informacion

sobre los advanced meters?

R. Sitiene més prequntas, por favor visitenos
en socalgas.com/espanol (busque la
palabra clave “AVANZADO") o llame a
nuestro Centro de Contacto con el Cliente
al 1-800-342-4545.

P. &Y sino quiero un advanced meter?

R. SoCalGas respaldala decisidn del cliente y
reconoce que algunos clientes residenciales
tal vez prefieran que no se les instale
un advanced meter y que mejor les lean
manualmente el medidor de gas cada mes.
*Si no quiere un advanced meter, debe
llamar inmediatamente a nuestro Centro
de Contacto con el Cliente al 1-800-342-
4545y pedir que se le afiada a la "lista de
diferimiento de advanced meter”. La opcién
de la lista de diferimiento se aplica a clientes
residenciales Gnicamente.

i difiere la instalacién en este momento,
SoCalGas se comunicara con usted una

vez que la Comisién de Servicios Pdblicos
de California (CPUC) se haya pronunciado
acerca del programa para optar por
excluirse del advanced meter. Puede decidir
en ese momento, con base en la tarifa
aprobada por la CPUC, si desea optar por
excluirse formalmente y pagar las cuotas
correspondientes o permitir la instalacidn de
un advanced meter sin que se incremente
gradualmente el costo.

& 2013 Southem California Gas Company. Las marcas registradas son
propiedad de sus respectivos duefios. Todos los derechos reservados.

{® Impresa en papel recidado

con tintas a base de soya. NB50031 0313 20K
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Appendix | — “Successful Installation” Door Hanger
Front

FORM AMO537

Southarn
Califarnia
Gas Company

A 6’ Sempra Energy utility”

ADVANCEDMeter

Your new advanced meter was
successfully installed today.

Hoy, su nuevo medidor avanzado
se ha instalado con éxito.

TREESTBRMNS BRIRE.

Fotel D8 HEglle 25 83522 &1
E ASLICH

H6m nay, chiing téi da gan xong déng hé do tién
tién mai cho quy vi.

Date: i /

For the next several weeks, you may see Southern California
Gas Company (SoCalGas®) employees in the area completing
installations and conducting quality assurance tests on our
system. We will need safe access to manually read the meter
until our communications network is fully operational. In
the future, meter access will still be needed for periodic
maintenance,

Once our network testing is completed, the meter will transmit
your hourly gas usage information back to SoCalGas on

a daily basis. We will notify you when your information is
available to view through My Account at socalgas.com.

If you are not already enrolled in My Account,

sign up today at socalgas.com.

(Continued on back)
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Back

FORM AM0537

Southermn
Califarnia
Gas Company

A 6’ Sempra Energy utiiity”

NOTICE

IMPORTANT INFORMATION ON REVERSE

ADVANCEDMeter

To learn more, visit socalgas.com
(search "ADVANCED") or call:

Customer
Contact Center 1-800-427-2200

Hearing Impaired (TDD) 1-800-252-0259

What if | Don't Want an Advanced Meter?

Southern California Gas Company (SoCalGas®) supports
customer choice and recognizes that some residential
customers may prefer not to have an advanced meter and
would rather have the gas meter manually read each month.
If you would like to have the advanced meter removed and
be added to our deferral list, please contact our Customer
Contact Center at 1-800-427-2200. Deferral list option
applicable to residential customers only.

If you request to be added to the SoCalGas deferral list, we
will notify you once the California Public Utilities Commission
(CPUC) has ruled on our advanced meter opt-out program.
You can decide at that time, based on the rate approved by
the CPUC, whether you want to formally opt-out and pay the
applicable fees or allow the re-installation of an advanced
meter.
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Appendix J — ‘Unsuccessful Installation’ Collateral Materials

&

Follow-up Pre Installation Letter

= ADVANCED

empra Energy utility®

Dear Valued Customer,
Southern California Gas Company (SoCalGas™) needs to upgrade your natural gas meter.

Please call the SoCalGas Advanced Meter Customer Information Center
to make access arrangements at 1-877-268-6211.

Monday through Friday, 7 a.m. to 8 p.m, or Saturday, 8 a.m to 5 p.m.
If you call after hours, please leave a message with your preferred contact phone number.

To find out more about the benefits of advanced meter, please see the enclosed advanced meter overview.
What If | don't want an advanced meter?

SoCalGas supports customer choice and recognizes that some residential customers may prefer not to have
an advanced meter installed and would rather have their gas meter read manually each month.* If you would
like to defer advanced meter installation and be added to our deferral list, please call 1-877-268-6211,

If you defer installation now, SoCalGas will contact you once the California Public Utilities Commission (CPUC)
has ruled on our advanced meter opt-out program. You can decide at that time, based on the rate approved
by the CPUC, whether you want to formally opt-out and pay the applicable fees or allow the installation of an
advanced meter at no incremental cost.

We appreciate your prompt response.
Sincerely,

Patrick Petersilia

Director, Advanced Meter Project

Enclosure [Advance Meter Overview]

CPUCR 25 requires customers to provide SoCalGas

with safe to the gas meter during all reasc ble hours.,

* applicable to residential customers only.

© 2012 Southern California Gas Compary. All copyright and trademark rights reserved. FORM AMOICICOBD MI2S00ST
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Schedule an Appointment Email
First Attempt Email

Sovthary

= SoCalGas® Reminder
A g)‘!-n\pi.l Ervergy uiey™

May XX, 2013
Subject: SoCalGas Customer Reminder
Dear SoCalGas Customer,

We have attempted to upgrade the natural gas meter on your property and have been unable to gain
access.

Please call us to arrange for a date and time that a SoCalGas employee will be able to access the gas
meter. If you do not want an advanced meter installed, ask to be placed on our “deferral list”. The

deferral list is only available to residential customers.

Our Customer Information Center can be reached at 1-877-268-6211 Monday through Friday, 7 a.m. to
8 p.m. or Saturday, 8 a.m. to 5 p.m.

We appreciate your prompt response.
Sincerely,
Patrick Petersilia

Director, Advanced Meter Project
Southern California Gas Company

Connect with us: u

socalgas.com | Bill Assistance | Rebate Programs

Sender's business address is 555 West Fifth Street, GT20B2, Los Angeles, CA 90013.
Southern California Gas Company values your privacy. For more information, view our Prvacy Policy and Provacy Notice

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor.
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Schedule an Appointment Email
Second Attempt Email

Sowthurs

—— SoCalGas® Reminder

May XX, 2013
Subject Line: SoCalGas Customer — Second Request
Dear SoCalGas Customer,

We have attempted several times to upgrade the natural gas meter and been unable to gain access to
the meter on your property.

Please call us to arrange for a date and time that a SoCalGas employee will be able to access the gas
meter. If you do not want an advanced meter installed, ask to be placed on our “deferral list”. The

deferral list is only available to residential customers.

Qur Customer Information Center can be reached at 1-877-268-6211 Monday through Friday, 7 a.m. to
8 p.m. or Saturday, 8 a.m. to 5 p.m.

We appreciate your prompt response.
Sincerely,
Patrick Petersilia

Director, Advanced Meter Project
Southern California Gas Company

Connect with us: u n

socalgas.com | Bill Assistance | Rebate Programs

Sender's business address is 555 West Fifth Street, GT20B2, Los Angeles, CA 90013.
Southern California Gas Company values your privacy. For more information, view our Provacy Policy and Provacy Motice .

@ 2013 Southern California Gas Company. Trademarks are property of their respective owners_ All rights reserved.
Some materials used under license, with all rights reserved by licensar
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Schedule an Appointment Letter
First Attempt Letter

0 ADVANCED

A @&mﬂm Energy wiliey™

Diate i i

Dear Valued Customer,

A techmician from Sout hern California Gas Company (S0CalGas™ was sent to upgrade your natural gas meter.
Unfortunat ely, owr technician was not able to gain access to the gas meter at this location.

We need your immediate assistance to schedule this upgrade.
Please call the SeCalGas Advanced Meter Customer Infermation Center
to make access arrangements at 1-877-268-6211.

Monday through Friday, T a.m. to 8 pom, or Satwrday, 8 a.m to 5 pum.
If you call after howrs, please leawe a message with your preferred contact phone number.

What If | dont want an advanoced meter?

SoCalias supports customer choice and recognizes that some residential customers may prefer not to hawe
an adwvanced meter installed and would rather have their gas meter read manually each month* if you would
like to defer advanced meter installation and be added to owr deferral list, ple ase contact our Customer
Contact Center at 1-B00-42T-2200.

If you defer installation now, SoCalGas will contact you once the Califomia Public Utilities Commission (CPUC)
has ruled on our advanoed meter opt-out program. You can decide at that time, based on the rate approwed
by the CPUC, whether you want to formally opt-owt and pay the applicable fees or allow the installation of an
advanced meter at no incremental cost.

We apprediate your prompt response.

Sinceraly,

b -
Patrick Petersilia

Director, Advanced Meter Project

bl B el o A USRS

& arda Cioarn pareg A righis rear el PR Merd T 3500
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Schedule an Appointment Letter
Second Attempt Letter

Gl ADVANCED

A gfiempm Energy uilley®

Date:____J___ /.

Dear Valued Customer,

We made another attempt to upgrade your natural gas meter Unfortunately, our technician was unable
to gainaccess to the gas meter at this location.

We need your immediate assistance to schedule this upgrade.
Please call the SoCalGas Advanced Meter Customer Information Center
to make access arrangements at 1-877-268-6211.

Monday through Friday. T am. to 8 pm, or Saturday. 8 am to S5pm.
If you call after hours, pleass leave a message with your preferred contact phone number.

What If | don't want an advanced meter?

SoCalGas supports customer choice and recognizes that some residential customers may prefer not to hawe
an advanced meter installed and would rather have their gas meter read manually each month* |f you would
like to defer advanced meter installation and be added to our deferral list, please contact owr Customer
Contact Center at 1-B00-427-2200.

If you defer installation now, SoCalGas will contact you once the California Public Utilities Commission (CPUC)
has ruled onowr advanced meter opt-out program. You can decide at that time, based onthe rate approved
by the CPUC whether you want to formally opt-out and pay the applicable fees or allow the installation of an
advanced meter at no incremental cost.

We appreciate your prompt response.

Sincerely.

Wbl Ao
Patrick Petersilia

Directar, Advanced Meter Project

* gl b el il b cusbonmars oy,

B ibmis El righia rmr e, [T T

97



Schedule an appointment envelopes
First and Second Attempts

ADVANCED

YOUR ASSISTANCE IS REQUESTED

ADVANCED

P SECOND NOTICE!
IMMEDIATE ASSISTANCE REQUESTED
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Appendix K — Billing Notification Letter
30 Days AM Billed Email

This message contsins graphics. If you do not see the graphics, didk here to view.

e Advanced Meter
(é":"-? Saving money, conserving energy and helping the environment
[} ernjra Energy useny®

More Ways to Save!

Dear Resmi Bhaskaran

We'd like to inform you about new features and functionality of My Account.

Since an advanced meter was installed, you can now view your daily and hourly gas usage
information in the new Ways to Save section of My Account.

By accessing your usage data, you will be able to

e Better understand how you're using gas and identify ways to save
e View estimated cost based on your current bill period usage
e« Seta goalto reduce your gas usage

Helping you better manage and control your gas usage so you can save money and help
reduce your impact on the environment is just one way we’re advancing our service.

Thank you for being a valued customer,

Southern California Gas Company (SoCalGas®)
Glad to be of senvice®

Advancing Toward a Lower Gas Bill
Put advanced meter to work for you.

Connect with us: u

socalgas.com | Bill Assistance | Rebate Programs

To ensure continued receipt of My Account email messages from SoCalGas, please add
customerservice@sccalgss.com to your address bock.

Scouthern California Gas Company values your privacy. For more information, view ocur Privacy Policy and Privacy
hotice.

Email notification code: 98

S 2013 Southern California Gas Comgpany. Trademarks are property of their respective owners. All rights reserved.
Some matesials used under license, with all rights reserved by licensor
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60 Days AM Billed Letter

S ADVANCED

Gas Company

S —
A (.‘S)_merd Energy utility

NEW ONLINE | womouesge
SAVING TOOLS! | mee o * "

<:::E'> Visit the Ways "';mu
osmessien |l ol
nitysccount | LI

at socalgas.com

Dear «First Name Last Names,

Congratulations, the Advanced Meter is now fully operational and you now have access to a variety of new online
tools that can help you reach your energy saving goals,

+ View your usage and costs including

hourly, daily and monthly usage reports, Hmpa Analyze Save -
H‘H-r‘nhw
+ Analyze your bill history. HoET 825 M

* Set and review your savings and
conservation goals.

For mure delsled anaiyias »

+ Take an energy survey tolearn how
yOu £an save even more.

New Ways to Save Tools

To begin using the new Ways to Save tools, log in to My Account today at socalgas.com.
Sincerely,

Patrick Petersilia
Director, Advanced Meter Project

P.S. Now that the Advanced Meter network is fully operational, we will only need access to the meter for periodic
maintenance.

© 2013 Soustwen Californis omgany Trademarks thair @ Printed on recycled paper.
NS licenst, NGHI0S0 0513
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60 Days AM Billed Letter Envelope

ADVANCED

P.0. Box 66013 | Anaheim CA 92816-6013
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Appendix L — Deferral Sticker and Door Hanger
Deferral Sticker

FORM 8601
Southern
California
Gas Company

=)
A 6: Sempra Energy utiity’

ADVANCEDMeter
DEFERRAL CUSTOMER

Deferral Door Hanger

102



FORM 8602

Southern
California
Gas Company

= )
A Q’ Sempra Energy utility”

NOTICE

ADVANCEDMeter

DEFERRAL CUSTOMER

Your gas meter was labeled to
confirm that you do not want the
advanced meter communications

device installed.

If you have any questions,
please contact our Customer Contact
Center at 1-800-427-2200.

Thank you.

Date: / /

©2012 Southern California Gas Company. All copyright and trademark rights reserved. @ Printed on recycled paper with soy-based inks. NI250038 T2
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Appendix M - Bill Tracker Alerts
Bill Tracker Alert Emails (My Account & Non My Account)
Unsubscribe Confirmation
e

Soutbarn

g SoCalGas® Bill Tracker Notification

Unsubscribe Confirmation

We recently received a request from you to unsubscribe from our SoCalGas Bill Tracker. If this was an
error, or you've changed your mind and wish to resume receiving this Alert email, you can re-subscribe

by registering for My Account or log in if you are already a My Account user and subscribe in the
“Manage Alerts” preference center inside the “Manage My Account” tab to continue receiving the
following important information:

« Bill to date

* Projected next bill

e Days remaining in the current billing cycle
* Days elapsed in the current billing cycle

e Last month’s bill

e Last year, same month’s bill

Account Number: <last 5 digits ™**67890=>

To learn more about how to reduce your gas bill, visit “Ways to Save."

Connect with us: u n

socalgas.com | Bill Assistance | Rebate Programs

To ensure continued receipt of e-mail messages from SoCalGas, please add customerservice@socalgas.com to your
address book. Please do not reply to this email. Mail sent to this address cannot be answered.

Southern California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Notice

Email notification code: <AM103>

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor.
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Bill Tracker Alert Emails (MyAccount & non-MyAccount)
Preference Change Confirmation

Southery

o SoCalGas® Bill Tracker Notification
A g’&-mpr;: Energy vaiy”

Preference Change Confirmation

We received the following update for your Bill Tracker preferences.

Account Number: <last 5 digits *****67890>

Updated Preferences: Notification Method: <Email and/or text >

Notification Details: <email address and/or cell phone number>

To learn more about how to reduce your gas bill, visit “Ways to Save."

Connect with us: u n

socalgas.com | Bill Assistance | Rebate Programs

To ensure continued receipt of e-mail messages from SoCalGas, please add customerservice@socalgas.com to your
address book. Please do not reply to this email. Mail sent to this address cannot be answered.

Southern California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Nofice.

Email notification code: <AM102>

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor.
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Bill Tracker Alert Emails (MyAccount)
Welcome Email
|

Sowthars

e SoCalGas® Bill Tracker Notification
[ g)*m-mp'.. Energy wsiey”

Welcome to Your Bill Tracker

Congratulations for registering for Bill Tracker! You are now on the path to start saving money and
energy. You will be receiving the following important information through our weekly SoCalGas Bill
Tracker Update emails:

= Bill to date

* Projected next bill

* Days remaining in the current billing cycle
® Days elapsed in the current billing cycle

* L[ast month’s bill

* [ast year, same month’s bill

Account Number: <last 5 digits *****67890>

Register for My Account to set up a savings goal by visiting "Ways to Save"- our personalized interactive
tool.

Log in to My Account:

Login »

Connect with us: u n

socalgas.com | Bill Assistance | Rebate Programs

To ensure confinued receipt of e-mail messages from SoCalGas, please add a
address book. Please do not reply to this email. Mail sent to this address cannot be answered.

to your

If you wish to cancel this Alert email, you can do so by logging into your My Account at hitps /mvaccount socalgas com
and unsubscribing in your "Manage Aleris" preference center inside the Manage My Account tab.

Southern California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Notice.

Email notification code: <ANM104>

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor.
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Bill Tracker Alert Emails (MyAccount)

Bill Tracker alert email
|

Sowtsars

— SoCalGas® Bill Tracker Notification

Your Bill Tracker Update

Use this weekly update to help manage your monthly natural gas bill.

Account Number: <last 5 digits ****67890>

Bill to Date: amount in $$ (up to $99,999)

Projected Next Bill: in $3$ (up to $99,999)

Days remaining in the current billing cycle: (e.g., 23)

Days elapsed in the current billing cycle: (e.g., 5) [Email alerts only]

Last Month’s Bill: in $$ (up to $99,999) [SCG CIS Data]

Last Year, Same Month’s Bill: (current bill cycle month) in $% (up to $9,999)

Log in to My Account to set up a savings goal by visiting “Ways to Save” — our personalized interactive
tool.

Login»

Connect with us: u n

socalgas.com | Bill Assistance | Rebate Programs

To ensure continued receipt of e-mail messages from SoCalGas, please add S d to your
address book. Please do not reply to this email. Mail sent to this address cannot be answered.

If you wish to cancel this Alert email, you can do so by logging into your My Account at hitps //mvaccount socalgas.com
and unsubscribing in your "Manage Alerts” preference center inside the Manage My Account tab.

Southern California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Notice

Email notification code: <AM100>

@ 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor.
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Bill Tracker Alert Emails (Non-MyAccount)
Welcome Email
|

Sowthmrs

e SoCalGas® Bill Tracker Notification
N S —

Welcome to Your Bill Tracker

Congratulations you have registered for Bill Tracker! You are now on the path to start saving money and
energy. You will be receiving the following important information through our weekly SoCalGas Bill
Tracker Update emails:

« Bill to date

* Projected next bill

* Days remaining in the current billing cycle
* Days elapsed in the current billing cycle

* Last month’s bill

+ Last year, same month’s bill

Account Number: <last 5 digits *****67890>

Register for My Account to set up a savings goal by visiting "Ways to Save"- our personalized interactive
tool.

Register for My Account:

Connect with us: u n

socalgas.com | Bill Assistance | Rebate Programs

To ensure confinued receipt of e-mail messages from SoCalGas, please add 0
address book. Please do not reply to this email. Mail sent to this address cannot be answered.

to your

If you wish to cancel this Alert email, you can do so by calling our Customer Contact Center at 1-800-427-2200.
Southern California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Notice .
Email notification code: <AM105>

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor.
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Bill Tracker Alert Emails (Non-MyAccount)
Bill Tracker alert email

Soutvers
[rr—
G Campany

A g)‘wn\pt:n Enengy use,”

SocCalGas® Bill Tracker Notification

Your Bill Tracker Update

Use this weekly update to help manage your monthly natural gas bill.

Account Number:

Bill to Date:

Projected Next Bill:

Days remaining in the current billing cycle:

Days elapsed in the current billing cycle:

Last Month’s Bill:

Last Year, Same Month’s Bill:

<last 5 digits *****67890>

amount in $3$ (up to $99,999)

in $$ (up to $99,999)

(e.g., 23)

(e.g., 5) [Email alerts only]

in $$ (up to $99,999) [SCG CIS Data]

(current bill cycle month) in $% (up to $9,999)

Register for My Account to set up a savings goal by visiting "Ways to Save”™ — our personalized

interactive tool.

Register for My Account:

Connect with us: u

socalgas.com | Bill Assistance |

To ensure continued receipt of e-mail messages from SoCalGas, please add customerservice.

Rebate Programs

address book. Please do not reply to this email. Mail sent to this address cannot be answered

If you wish to cancel this Alert email, you can do so by calling our Customer Contact Center at 1-800-427-2200.

Southern California Gas Company values your privacy. For more information, view our Privacy Policy and Privacy Notice.

Email notification code: <AM101>

socalgas. com to your

© 2013 Southern California Gas Company. Trademarks are property of their respective owners. All rights reserved.
Some materials used under license, with all rights reserved by licensor
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Appendix N — Opower Collateral Materials
Opower Email Report

GARY OAK
Southarn Acct # g0
Calitorna o ) R
Gas Compmry A Sempra Energy utiity Sept2-0ct 2

You used more natural gas than your neighbors.

Efficient .
Meighbors .ETherms

) You used more
All Neighbors g than average

*Standard unit of measuring heat energy

Log in to see how your usage changes over time.

Manage Preferences | Unsubscribe from these reports.
Southern California Gas Company, P.O. Box 66013 Anaheim CA 92816-6013
Copyright 2013 Opower. All rights resenved.

110



Door Hanger
Front

68°

when I’m

HOME

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

*health permitting

Southern

California = ) =

Gas Company A % Sempra EI’IE]’g}’ utility
~
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Door Hanger
Back

s on Yoy,

49.:'_‘-1‘,, ) 57150
QUETIEES R

when I’'m

AWAY

When you’re away, lower your
thermostat to 58°F. This will give
your heater a break and save
you money.
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Welcome Insert

Front

Southern
California

<)
Gas Company A g’ Sempra Energy utility”

(877) 959-7188 | amcic@socalgas.com

© 2013 Southern California Gas Company. Trademarks are property of their
respective owners. All rights reserved. Printed on 10% post-consumer recycled
paper using water-based inks.

SCG_0005_WELCOME_NEI

Say hello to your first
Home Energy Report

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

Southern
California

)
Gas Company A gSempra Energy utiity”
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Welcome Insert

Introducing Your

Home Energy Report

About the Program

Your Personalized Report

This report and others to come are partof a
program designed to help you save energy and
money. Millions of households are already enrolled
in similar report programs nationwide. Collectively,
these programs have saved hundreds of millions of
dollars. If you're ready to start saving on your gas

bill, this program is for you.

Your Neighbor Comparison

In your reports, you can see your current gas use
compared to approximately 100 nearby, occupied
homes with similar characteristics — such as
square footage and heating system. These homes
represent your neighbors, but do not necessarily
include the homes on your block or in your
immediate neighborhood. These compatisons,
along with personalized energy saving tips, can
help you better understand how you use gas.

Back

{a Your Home Information

The comparisons and tips in your reports are
personalized for you by using publicly available
information about your home size, home type and
other characteristics. To find more information
about your custom analysis and advice, visit
SCG.opower.com.

m Your Personal Information

We only use your information to provide useful
insights about your gas use. Your information
is compiled anonymously and not shared with
any of your neighbors. Only you can see your
personal data.
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Home Energy Report
Front

Home Energy Report
Southem Account number: 1234567890

California P
Gkt A @Sempm Energy uiity* Report period: 05/26/13 — 06/25/13
P.O. Box 66013 Anahaim CA This report gives you context on your energy use
92816-6013 to help you make smart energy-saving decisions.
For a full list of energy-saving products and
services for purchase, including rebates from
Southern California Gas Company (SoCalGas®),
visit socalgas.com/rebates.
BOB SMITH If you have questions or no longer want to receive

555 MAIN STREET reports, call 1-877-959-7188.
ANYTOWN, ST 12345

Last Month Neighbor Comparison | You used 35% MORE natural gas than your neighbors.

How you'ra doing:

Efficient
10 Therms*
Melghbors ms You used more
All Nelghbors 20 than average
Turn over for ways to save
YOu 27 N

* Therms: Standard unit of measuring heat energy

Who are your M All Nelghbors W Efficient Nelghbors
Neighbors? Approximately 100 occupied, nearby homes that are similar The most efficient 20 percent from
elg rs in size to yours (avg 2,856 sq ft) and have gas heat the “All Nelghbors” group
Last 12 Months Neighbor Comparison You used 71% MORE natural gas than your neighbors.
g y g
This costs you about $669 EXTRA per year.
300 2012 2013 >
200
L]
E
@
£
100
Kay:
Hyou
M Al Neighbors
- ﬁﬂg‘ﬁg}m MAY Jun J AUG =P ocT NOV DEC JAN FEB MAR APR

Turn over for savings —»
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Home Energy Report

Personal Comparison

How you're doing compared to last year:

862 tharms”

So far this year, you used 8% less
natural gas than last year.

# You're on pace to use less in 2013

Locking for ways to save even mora? Visit

B30 therms
You You
JAN - MAR 2012 JAM - MAR 2013

* Therms: Standard unit of measuring heat enargy

socalgas.com/rebates

Personalized Tips | For a complete list of energy saving investments and smart purchases, visit socalgas.com/rebates.

Quick Fixes
Things you can do right now

Smart Purchases
Save a lot by spending a little

Great Investments
Big ideas for big savings

[ Be smart about clothes
washing
Water heating accounts for
about 90% of the energy used
for washing clothes.

Unless your clothes have oily
stains, washing with cold or
warm water is effective. Some
detergents are made specially
for cold water, though most
detergents will work.

For more savings, run only full
loads and don't use the
“sanitary” or “allergy-free”
cycles, which use extremely hot
water and increase energy use
significantly.

SAVEUP TO

$25 PER YEAR

m
Caldsimea
Gai Company A g")Sempm Energy weany”

[0 Remember to check filters
monthly
By checking your filters
monthly, you can improve the
energy efficiency of your
heating and cocling system,
save money and improve your
indoaor air quality.

First, remove the filter—it
usually slides right out. Next,
hold the filter up to a light to
see if it is clogged.

You can find a new filter at your
local hardware store for about
$2. Check your manual for
cleaning instructions if you
have a permanent filter.

SAVE UP TO

$50PEF| YEAR

[ Choose a more efficient
water heater
If you are in the market to
replace your water heater,
consider the energy efficiency
of the system. The higher the
energy factor (EF) of the
system, the more efficient it is.

An efficient water heating
system can significantly reduce
your monthly water heating
costs. Solar water heaters are
efficient but not appropriate for
all households, so you may
also want to consider a heat
pump water heater or a gas
demand (tankless) water heater
as efficient alternatives.

SAVEUP TO

140~

runs on OP@OWER*®

Southern California Gas Company Home Energy Report | (877) 959-7188 | amcic@socalgas.com

Printed on 10% post-consumer recycled paper using water-based inks.

@ 2013 Southern California Gas Company.
Trademarks are property of ther respactive
owners. All rights reserved._
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Appendix O — Freeman Sullivan Conservation Plan

Southem California Gas Company’s Evaluation Plan for Estimating
Conservation Effects from Information Feedback Services

Augustd, 2013

Freeman, Sullivan & Co.

101 Montgomery St., 15th Floor
San Francisco, CA 94104
fscgroup.com

Prepared for:
Southern Califomia Gas Comparny

Frepared by:

Dr. Stephen 3. George
Or. Michael J. Sullivan
Mr. Josh 3chellenberg
Freeman, Sullivan &Co.
fscgroup.com
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1 Executive Summary

Southem Cslifomia Gas Company (SoCalGas) bagan deploying advanced meters [AM)in its service
temtory in late 2012. According to its meterdeployment plan, AM meters will be deployed to allofthe
Caormpany’s § milion customers overthe next 5 years. These meters are capable of providing enhanced
information services that are expected to help consumers better control theirenergy costs.

In approving SoCselGas’ AMapplication (0. 10-04-027), the Califormia Public Wilities Commission (SPUC)
directed So0CalGas "o establish a systemto track and attribute the conservetion impacts of its AM roll-
out”and to report the measured savings every stc months. This document descrbes a comprehensive
plan (hereafterrefemed to as the Plan) fordeveloping informnation feedback related services. The
proposed Plan calls forimplementing promising feedback programdesign altemsatives using a fesf snd
leam program development strategy. The proposed implementstion process is a eycle of innowvation in
which continuous assessment and improvement in the perdfomance of feedback programs is the
objective. Asimplementation proceeds, high performing program design options will be retained and
offered to an increasingly largershare of customers who receive advanced meters. At the same time,
new progrem design atematives wil be tested basad on the expenences gained from the prorround of
implermentation. Programs and program design features that are less effective willbe abandoned or
modified. In thisway, overthe course of the sdvanced meterroll out, the most effective means for
encouraging enerngy savings from information feedback will be identified and offered to customers.

The proposed testand leam cycle will bagin in the fallof 2013 with developrment and testing of two
promising feedback program design altemsatives — bill alerts and home energy reports. These two
program design altematives were chosen forimplementation because they have the potentialto reach
large numbers of consumers and to provide the level of energy savings SoCalGas indicated would result
from installation of AMmeters.

1.1 Initial Information Services

SolselGasis developing a bill aler service that will provide weekly information to customers conceming
the amount of gas they have usad since they received theirlast bill. Itis called Bill Tracker Alert (BTA).
Generncally, bill slerts are massages that can be sentto customers via email, text messaging, advanced
phone apps ortelephone providing them with more frequent usage and costinformationthan is provided
through monthly billing. Bill alerts do not require customers to actively seek out information about their
energyuse. Instead thisinformation is “pushed® to customers undersome agreed upon conditions.

Initialty, SoCalGas plans to test emsil and text messaging as the primarny delivery channels forthe BTA
program. BTAs will be offered to some customers (those forwhomthe Company has emsil addressas)
on a defsult basis and to others on an opt-in basis. In the initisl test phase, BTAs will be offered to both
residential and business customers. The initial test cells for business customers willbe small because
only about 25,000 customers will have advanced meters by fallof 2013.

In addition to bill alerts, SoCalGas wil offer Opower Home Energy Reports (HERs) to s test group of
customers. The HERs will be sentto 50,000 residentisl customers in the 2013-14timeframe. All
customers receiving HER=s will be defaulted onto the service and will receive HERs eithaer through direct
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mail or through a combination of direct mailand email. The reports wil be provided primarily during the
wintermonths. In addition to displaying comparisons of households’ gas consumption with that of
neighbors, the HERs will provide tips on how to reduce gas consumption.

In addition to the sbowve descrbed feedback services, SoCalGas will make hourly and daily usage
information and othertools aveilable throughthe Ways to Sawve section of the socalgas.comwebsite to
all customers with advanced meters that are cutoverto billing (AM Billed) on a day late basis (i.e., forall
time priorto the last 24 hours). This meets the requirement in the CPUC Decision to provide accessto
enhanced information immediately uponinstallation of advanced meters. However, becauseall
customers will have accessto website infomnation, it will not be possible to estimate the impact of
information coming through thischanneal. As such, impact estimates forthe BTA and HER semvices will
be incremental to whateverimpact might result from acocess to informetion through the web portal.

1.2 Overview of Testing Process

Aftercarefully reviewing the available ressarch design altemsatives, SolalGas proposes to assassthe
energy savings obtained from the feedback services underdevelopment using rendomized
encouragementdesigns (RED) foropt-in BTA and randomized control trials (RCT) fordefault HERs and
default BTA. RCT and RED expenmentsal designs allow forigorous assessments of the impacts of BTAs
and HER= on gas consumption by ensuring that treatment and control customers are identical except for
the fact that one group receives the treatment (orofferof the trestmenti and the otherdoes not.” When
expected average impacts are small, 8= they are likely to be with HERs and BTAs, ngorous adherence to
sound expernmental methods is the only sure way to determine whetherobserved changes in behavior
resulted from the treatments of interest and not from some otherfactor, such as differences in weather,
economic conditions orselection. Ewven using such methods, large sample sizes are required forboth
treatment and control customers to precisely measure whetherthe new information services being tesied
will achieve the 1% savings goal established in the decision.

For opt-in programs such as BTA, randomly selected groups of customers will be offered BTAs but will
only receive the alerts if they decide to enrollin the program. In the opt-in BTA control group, other
customers receiving advanced meters willnot be offered the BTAs (encouraged), although they may
receive the alers if they somehow find out about them and want to join. Since theencouraged groupis
selected at random, the only factor that is different between the treatment and control group is the
propensity to receive the BTAs. Accordingly, any difference in gas consumption between the encouraged
and notencouraged groups must be due to the differential rate at which they are receiving BTAs.

In the proposed Plan, SoCalGas willoffer BTAs to 262,500 residential customers and roughly 262,500
customers will also be held out as control customers who do not receive BTA offers. These large sample
sizes are required to estimate program impacts using RED designs because the observed impacts are 8
function of both the rate of acceptance of the treatments andthe magnitude of theimpacts forthose who
accept the BTA offer. The sample sizes are slso large because of tha desire to understand how

* Differences dus to random chanoe in the selection process may also be observed but with large sample sizes,
these differences will be small.
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enroliment and impacts differ across selected customer segments, such as MyAccount and non-
MyAccount customers and high and low gas users.

For default programs such as HERs and default BTA, randomly selected groups of customers will be
defaulted into the programs and will automatically receive the designatedinformation feedback. In the
control group, otherrandomly selected customers (who received sdvenced meters) willnot be provided
information feedback through HERs ordefsult BTAs until the impact measurement period is over.
Because the percent impact of these programs is expected to be small i.e., 1-2%), relatively large
sample sizes are also required to estimate defasult program impacts, despite the fact that a igorous RCT
design is being employed. In the proposed Plan, SoCalGes will default 50,000 customers onto HER:s and
25,000 customers onto BTA in the fallof 2013. These treatments will be able to use the same control
groups &8s those used forthe opt-in BTA treatment.

BETAs wil also be offered to the roughly 25,000 business customers thatwill have advanced meters
installed priorto fall 2013 when marketing willbegin. Roughly 5,000 business customers that are also
MyAccount customers will be defaulted into the BTA program and the remaining 20,000 non-MyAccount
business customers will be offered BTAs on an opt-in basis. Because of the smallnumberof business
customers with advanced meters at this point in time, analysis of impacts for this group will not be based
on an RCT or RED design, but instead wil be done using a statistically matched control group of
customers that have not yet had advanced meters installed.

1.3 Estimating Impacts

The test and leam methodology embodied in this Plan requires tracking and analysis of two types
ofimpacts:
=  The impact of different marketing tactics (i.e., opt-in vs. default, message contentand frequency

of touches) on customer acceptance of and attention to the different feedback mechanisms being
provided; and

=  Theimpact of different feedback messages (i.e., billalerts and HERs) and channels (i.e., direct
mail, email and 5MS}on gas consumption.

Underthe proposed Plan, the sbove causal factors will be vared in controlled experiments so that it will
be possible to directly observe the differences thatoccurwhen s given factoris present and whenitis
not. Forexample, a randomly selected group of customers will be offered BTAs and another randomby
selected group willnot. The two groups will be stetistically identical in all respects except forthe
difference in the rate at which the encoursged grouphas sccepied the BTAs. The impact ofthe BTAs
can be estimated using a difference in differences estimator. A difference in differences estimator first
subtracts the usage of the treatment group from that of the control group for the perod after the treatment
goesinto effect. From this value, it subtracts any usage difference between treatment and control
customers prior to the treatment perod, to ensure that any small, random differences between the two
groups do not bias the estimated impact.*

2 an alternative approach to a simple difference in differences calculation can be done wsing a linear fived effects
[LFER} regression model which expresses the customers’ daily gas consumption 3z a function of the treatment
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Virtually all of the impact estimates for studies conducted under the proposed Plan will rely on the abowve
described estimation procedures. The advantage of this simple spproachto impact estimation is that
there is virtually no statistical rystery about the calculations. They are straightforward and easy to
interpret and require little if any explanation to even naive readars.

1.4 Proposed Schedule and Reporting Process

The AM decision requires SoCalGas to file a report of measured savings every s months and also to
describe marketing, educstion outreachand customer support activities that take place. SoCslGas will
comply with this requirement by filing two reports each year. One repor, filed in February of each year
will describe the results of marketing and outreach activities that hawve been conducted during the testand
leam cycle of each year. The marketing and outreach penod of eachoycle willspan the perod from
October 1% to March 315, This is the period during which preparations for marketing and outreach
activities will take place in anticipation of the winterheatingseason. A secondreportto be filed in August
ofeach test and leam cycle will describe the energy savings that hawe resulted from program operations
and delineate planned program changes and additions forthe coming year. Energy savings wil be
reported forthe preceding winterhesating season(i.e., from October 1 to March 31 of each year.

In the first test and leam cycle, SoCalGas will provide the follbowing analysis:

=  FinalTest and Leam Plan for2013-14cycle — August 2013;
=  Results of Market Tests and Other Operations — Februany 2014; and
= Impactestimates for2013-14 cycle with Test and Leam Plan for2014-15— August 2014,

In subsequent years, reports will be filed in February and August.

1.5 Plan Organization

The remainder of this Plan contains two sections and two appendices. Section 2 contsins an overview of
the Plan while Section 3 discusses Plan development. Appendi A contains a bref overview of varous
research methods that were considered before deciding on the approach outlined here. AppendicB
summarnzes some simulation analysis that was conducted to determine whether it would be feasible to
take advantage of the staggered meterdeployment process to estimate usage impacts by using
customers without advanced meters as a control group forthose who received meters and had sccessto
information. |twssnot.

2 Plan Overview

This report summarzes Southem Califomia Gas Company's (SoCalGas) plan fordetemining the impact
on gas consumption of information feedback services that can be provided to customers a5 a result of
deployment of advanced meters — its (AM) system. The AM system will allow SoCselGas to obtain hourdy

wariable [whether or not they received BTAs); anindicator variable for the month of the year and an instrumental
variable [whether they were encouraged]. Both estimation procedures should yisld identical impact estimates but
the regression approach should produce small standard errors of the estimate.
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usege data on sll customers and to make such dats available to customers more frequenty than monthly
(e.g., daily, weekly, etc.). A vanety of studiesin the electricity industry have shown that more frequent
delivery of usage dats and related information can leadto reductions in electricity use * The Plan
presented hare descrbes how SoCalGas willconduct what we believe to be the largest assessmentof
the impact ofinformation feedbackon gas usage.

The Commission’s AM decision also directed So0CelGas “to establish a system to track and attribute the
conservation impacts of its AM rollout” and to report the messured savings every sicmonths. Thisreport
presents the Company's Plan for determining the savings attributable to the customeroutreachand
conservation support plan.

2.1 Plan Objectives
The Plan summarized here has the following primary objectives:

= Meetthe requirements of D.10-04-027 to track and stiibute the conservation impacts of the AM
roll out and to report measured savings every st months; and

= Help meet the objective of achieving a conservation effect among customers in a cost-
effective manner.

Meeting the first objective will require 8 rigorous research strategy that conclusively determines whether
or not information feedback provided by SoCalGas through various programs caused changes in gas
ussge. Usage vares significantly scross months, seasons andyears. As s result, comparing usage
before and aftercustomers receive information treatments is not a suitable approach to estimating
conservation effects. Instead, impacts must be estimated by comparing usage fortwo groups of
customers that are identical except forthe fact that one group receives information feedback (the

treatment group) and the otherdoes not (the control group).

Meeating the second objective will require adherance to a “test and leam” strategy thatquickly identifies
the marketing strategies and service options that are most effective forachieving conservation impacts
through information services. This strategy was envisioned by the Commission decision, which stated
that “we expect that customer outreach, education and communications will continue to evolve and
improve a5 SoCelGas conducts customer research, monitors customer reaction to new AM technology
and various customerusage presentation tools, and incorporates feedback from these activities into its
AM outreach and educstion activities.”

2.2 Conceptual Approach to the Plan

The Plan is based on wellestablished principles ofinnovation management used in otherindustries.
Productiservice improvement, orinnovation, happens by testing and leaming — & systematic process of
expermentation in which better products, services or promotional strategies are discovered by trying
different options, evaluating the results, quickly sbandoning those that do not work, and improving those
that do to make them work better.

3 Residential Electricity Use Feedback: a Research Synthesis and Economic Framewaork, Electric Powser Ressarch Institute,
Palo Alto TA, 2008, 1016844
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To achieve measurable conservation savings, the Plan must successfully encoursge customers to try the
information services that will become available and must provide informationin @ mannerthat leads to
changes in consumer behavior. As such, the plantests different marketing methods fordriving

consumers to use information services and different information services designed to change behavior.

Initially, SoCalGas wil provide two information programs — bill slerts provided through the SoCalGas BTA
system and HERs provided by Opower. BTAs are weekly reports provided to customers by email or SMS
that describe the cost of gas that they have consumed since receiving theirlast bill. The BTA will also
provide a forecast ofwhat a customer's gas bill will be at the end of the billing perod if they continue to
consume gas at theircument rate. In the cument testing cycle customers will not be able to set specific
gosals for deily or weekly gas consumption but this capability is under consideration for future
enhancements. BTAs are designed to raise customers’ awareness of the amount of gas they are using
and its impact on their bill.

When opt-in BTA customers enrollin the program, they can choose to receive alerts via emsil, text
message orboth. Default BTA customers wil receive notifications through emsil. Figure 2-1 displays an
example emsil notification for customers ennolled in ordefsulted onto BTA. The email provides the
following information:

= Hil to Date;

= Pmojected Next Bill;

=  [Days remaining in the cument billing cycle:

= Days elapsed in the cument billing cycle;

=  Previous Month's Bill; and

=  PreviousYear, Same Month's Bill ([omitted if customerhas less than 12 months of account
history).

Cuwe to limitations on the number of characters, the text message BTA notification will provide more

limited infomnation. The text message notificetions will read as follows, “SoCelGas Bill Tracker Update.
Bil-to-Date: 5XX. Projected Mext Bill: 532, Last Year Same Month Bill: 522, XX days leftin bill cycle.
socalgas.com™. Eventuslly, BTA willbe available on the SoCsalGas mobile app, but this feature will not be
tested during the 20132014 testyear.
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Figure 2-1: Draft SoCalGas BTA Email Notification
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Default BTA customers will also receive & monthly letter and emsil throughoutthe 201372014 heating
season that will provide cost savings tips and promote the Ways-to-Save online tools.

In addition to BTAs, SoCalGas wil also offer HERs to & select group of customers. HERs are designed o
change energy consumplion by providing customers with perodic (monthly during winter) comparisons of
the customers’ gas usage with that of theirneighbors. The HERs will also provide tips on how to reduce

gas consumption.
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HERs will be delvered through mail andforemsil. The 25,000 MyAccount customers that wil be
defaulted onto HERs will be split evenly betwaen customers who only receive email HERs and customers
who receive both a paperHER in the mailand an emsilHER. The 25,000 non-MyAccount customers
that will be defaulted onto HERs will only receive a paper HER in the meil because an emailaddressis
notavailable forthese customers.

Figure 2-2 provides an example paper HER and Figure 2-3 provides an example emsil HER. Both types
of HER=s provide a comparnson of usage to similar homes and cost savings tips. The cost savings tips in
the paper HER are more detsiled and provide specific amounts of money thatcustomers can save asa
result of those sctions. The paperHER also provides more detsil on energy usage by showing the
neighborcomparnsan at a monthly level forthe preceding year.
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Figure 2-2: Draft Paper Home Energy Report (HER)
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Figure 2-3: Email Home Energy Report (HER)
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A fundamentsl tenat of the Plan is that S0CalGas wil vary the information feedback treatments and
marketing offers in such & way asto be able to identify combinations of marketing and treatment opions
that are effective. The Plan descrbed sbowve and in more detsilin Section 3.4 will solicit 262,500
residential customers to enrollin bill alertsin the fallof 2013; while roughly 262,500 customers will be
held out 85 control customers. SoCalGas will also default 50,000 customers onto HERs and 25,000
customers onto BTA in the fallof 2013,

Foliowing the sbowve described test andleam strategy, the Plan does not cumently identify specific
treatments that wil be tested beyond the first year. Instead, these tests willbe developedbasedon the
expenence gained during the cument research cycle. SoCslGas is committed to and planningon
continuing to implemeant additional tests and to expanding theirinformation services to the broader
population as meterdeploymentaliows. Testsin future years will be dependenton the results obtained
from prior rounds oftesting. High performing combinations of marketing and feedback designs will be
retsined and enhancadin future testingrounds and low performing combinations willbe abandoned. The
higher performing options can be offerad to an expanded set of customers and new tests that might
invohse minor varistions on the higher parfoming options orbrand new concepts might also be examinad.
This process of continuous improvement is 8 fundamental tenet of the SoCalGas Plan.
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2.3 Expected Outcomes of the Plan

Crverall, the initial Plan is designed to assess the:

Impact of opt-in BTA on gas consumption;

Relative effectiveness of two different marketing messages foropt-in BTA;

Impact of default BTA on gas consumption;

Impact of default HERs on gas consumption;

Relative impacts of three different types of HERs (emsil only, paperonly, paperand emsil); and

Relative impacts of default BTA and default HER= among medium to high usage MyAccount
customers.

This Plan is compliant with the Commission’s orderto demonstrate whetherornot the claimed savings
associated with installation of advenced meters is being achieved; and more importantly, will provide a
basis for achieving the maximumn savings possible from the instsllation of this technology, whateverit
eventually tums out to be. The Plan wil also sllow SoCselGas to identify market sagments that are more
or less likely to take advantage of the information feedback options made available and to respond by
conserving gas usage. Through theseand subsequent tests in future years, SoCalGas will be sble to
develop a cost-effective portfolio of information programs and to rigorously estimate the conservation
effects of these programs. The basic experimental design and sample sizes employed in the study are

designed to ensure that SoCalGas meets its requirement to conclusively show whetherit is achieving the

1% savings it claimed would occuras a result of the installation of advanced meters.
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3 Plan Development

This Plan was developed with support from Freemsan, Sullivan & Co. (F5C), one of the leading consulting
firms in the country invohved in the design and evalustion of behavioral based conservation and demsand
response programs. Priorto working on this project, FSC produced a report forthe Electric Power
Research Institute (EPRI)* describing in detail methods to be used for estimating impacts associated with
information feedback programs. This report is being widely used in the utility industry to guide research
strategy for beheviorsl based programs. |n the lasttwo years, FSC hasbeen involved in the design
and/orevaluation of more than a dozen pilots, experiments or programs involving information feedback in
the utility industry.® Choosing a leading expert on research design and program evalustionto help
develop this Plan is a testament to SoCalGas’ commitment to the rigorous standards required to
determine the impact of information feedback on ges usage.

3.1 Information Feedback Options

‘Webster's dictionary defines feedbeack as s process whereby the results of action serve continually to
rodify further action.™ Historically, the primary feedback that utility customers have received conceming
the cost and amount of theirelectricity or gas usage has been through monthly bills. Howewver, with such
& long lag between information feedback and the behaviorthatunderiies gas usage and cost, it is difficult
if notimpossible forconsumers to comprehend the relstionship betwesn theirusage behaviorandits
costs. With more frequent feedback (2.g., weekly, day sfter, orreal time}, consumers should be better
able to understand the relationship between usage behaviorand costs and, as & result, make more
informed decisions sbout energy use.

More granulardats (e.g., daily snd hourty usage) can also provide consumers with valuable insight even
if it is not delivered in realtime. For example, seeing the pattern of energy use scross the days of the
weekor hours ofthe day in relation to temperature, even if only examinaed perodically, can provide insight
to customers regarding the relationship between usage behaviors, environmental conditions and
operating costs.

Besides simply providing usage informnation on & more granularand frequent basis, conservation
behaviormay be driven by otherfactors such 8= goal setting, normative comparnsons, economic
incentives orcontests tied to usage behavior. Establishing a goal and tracking usage and costs relative
to the goalhas been shown in othersettings to lead to greater reported changes in behaviorthan simply
reporting information without 8 gosl. Comparing a customer's use with that of “best performers” or
neighbors may lead to greater reductions than simply providing parsonal historical usage orcostdata ™

4 Guidslines for Designing Effective Energy Information Feedback Pilots: Research Protocols, Pale Alto, CA, 2010 1020855,

* This includes five programs of pilets 5t PGAE (including web portal acosss, tier Slerts, paper reports, HAN technalogy, and
the provision of feedback and messaging through a communicating thermostat), bill alerts at C2ntral Maine Power, in-home
displays at CenterPoint and Kansas City Powsr & Light, day late and =4l time information at Minnesots Powsr Company,
gcoess to intereal data (rather than monthly data) through a web portal at Avista and the bill alert and HER treatments
SUmmarizsd hers for S0Csk3as.

& \Webster's Pocket Dictionary, 1997,

7 Social Norms and Energy Conservation; Hunt Allcott, Journal of Public Economics, Vol 85, No. 8-10 Oct. 2011, pp.
1852-1885.
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Information feedback options vary not only with respect to the type of information provided but also in
terms of the delivery channealthrough which the infarmation is provided to consumers and the process
through which the information is obtasined. Usage and costinformation can also be pushed to customers
pernodically orin resltime through a variety of channels. Forexample, bill slers orotherinformation can
be sent dsily, weekly or based on selected triggers (e.g., threshold amounts or progress toward goals)
through telephone calls, email andiortext messages. Realtime ornearraealtime data can be deliverad
through dedicatedin-home displays (IHDs) orthrough “dashboards” accessed through personal
computers orsmar phones using gatewsy devices that link to advanced meters.

In short, numerous types of information may help drive consumer behavior, numerous pathweays exist for
delivering such information to consumers; and vanous combinations of messages and pathwseys can be
provided to customers at varying frequencies. In developing this Plan, SoCalGas started with an open
mind conceming what might be included in the initial stages of the Plan but with a careful eye towsrd cost
effectiveness and differences in the way consumers use gas and electricity. In namowing down theinitial
offerings to the tests that willbe undertaken in this first year (bill alerts and HERs), the following factars
were considered:

=  Monthly gas bills are relatively low forthe sverage consumerand forthe majority of consumers in
the SoCalGas service termtory. The average gas billin 50CalGas’ service temtory in the winter is
547 permonth in the milder, populated climate zone 1 and 575 permonth in the colderzone 3. In
the summer, average gas bils are between $22 and 525 permonth®. Because of thelow cost of
gas service to Southem Califomis households, even large reductions in gas usage will produce
small economic savings forthe average customerand only modest savings foreven large gas
users.

= The limited evidence on real time feedback through IHDs and otherdevices in the electricity
industry provide a large range of potentialimpacts from roughly O to greaterthan 10%. Given the
small size of average gas bills comparad with electricity bills in Califomia, savings may be smaller
forges customers than for electricity consumers.

= Measurement of the relatively small expected impacts fromenabling technology requires
relatively large sample sizes. This requirement in combination with relatively high technology
costs (e, atleast 5100 perinstaliation) makes robust expermental study of the effects ofthese
technologies relatively expensive.

=  Moreowver, because of the high cost of gatewsy devices andin-home displays, theiruse may be
difficult to cost justify for the typical customer.

Taking the abowve factors into consideration, SoCalGas decided to focus initially on relatively low and
moderate cost options (i.e., bill slerts and HERs) and, in the case of bill slerts, on understanding how best
to encourage consumers to try these options and make use of information to change behavior.
Depending on the findings from these initial offerings, both in terms of customeracceptance and
conservation impacts, it will become clearerwhetherthese options will achieve the target savingsin a
cost effective mannerorwhetheradditionsl, more costly but potentisly more effective options willneed to
be tested. Iftesting additional, technology cenfric, options appears wamanted afterdetermining the

8 Bource: 30CalGas Customer Information System. Calculations include only single family and multi-Family residential
customers. Four years of customer billing data were analyzed 1o Smooth out year toyear vanaions in weather with each
year's data adjusted to 2012 constant doliars.
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impacts of bill alerts and HERs, both the cost of these technologies and the technical problems that are
cumently widespread are likely to be more favorable than they are today in any case.

3.2 Proposed Experimental Design

In orderto determine if the new information services made available by SoCalGas changeenergy use for
consumers who access them, itis necessary to estimate what energy use would hawve beenforthose
customers if they had not had access to the information. Conceptuslly, this can be accomplished by
comparing usage before and after a group of customers receives the information, but otherfactors such
as differencesin weathearoreconomic conditions can make such comparisons highly inaccurete. Side-
by-side comparisons of customers that do (the treatment group)and don't (the control group) hawve
access to the service of interest is the bestapproach, butonly if the two groups of customers are identical
except forthe factthat one gets the information service and onedoesnt. Obtaining well matched
treatment and control groups is the fundamentsl challenge to getting sccurate impact estimates.

Appendic A contains an overview of the expermentaland quasi-expermentsl options thetcan be used to
develop impact estimates forinformation services. SoCalGas considerad the full spectrum of options
before determining that 8 randomized encouragementdesign (RELD) was the prefered option forthe opt-
in BTA trestment and a randomized control trisl (RCT) design could be implementad forthe default
programs. Belowis a brief summary of the reasons why otheroptions were rejectad:

= Hecsuse the CPUC decision required that usagedata be made svailable to all customers with
advanced meters shortly afterthe meters are installed, and thedifficulties that this requirement
presents forimpact evaluation, SoCelGas initially considered implementing small scale pilots
prior to full scale meterdeployment. These pilots would provide more flexibility to implement
RCTs in orderto sccurately measure impacts. Howewer, this spproach was deemed impracticsl
because it would interfere with the planned deployment of the communications infrastructure and
also because of the high cost.

=  Inthe initial planning stage, So0CalGas also considered partnerng with SDGEE&E or PG&E, which
already had meters in place, to test the effects of information options using expermental
methods. However, both companies are combination gas and electric utilities and thereis no way
to be sure that the responses from such a comparnson would generslize to the situaton of
SoCselGas, since customers receiving both commaodities from a single utility ey not separate the
cost of the two commodities when thinking about theirgas bills. The cost of these types of pilots,
even when meters were already in place, was also determinad to be wvery high — especially
considering the concems about whether the estimates would be trensferrableto SoCalGas
customers.

=  Anotherapproach considerad invohlved selecting control groups from among the populaton of
customers that had not yet received advanced meters using matching methods that control for
observable differences in the populaton of customers with and without sdvanced meters. FEC
evaluated this approachusing Monte Caro simnulation to determine the statistical precision in the
measurement of effect sizes that could be identified using different matching algorthms and
treatment group sizes. This analysis is summarized in AppendicB. Inallcases, twas not
possible to accurately detect aversge effectsizes in the 1% to 2% range, which is whatit is
reasonable to expect on average forimpacts frominformation programs. More importanthy,
effects were often found for populstions where no impacts had been imposad. |n otherwords,
the impact estimates were biased. These simulations made it very clearthat only igorous
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expeanmental methods are likely to accurately determine the true effects that are ressonably
expected to occurin response to information feedback.®

= SoCsalGaseven considered managing the meterdeployment process in such a way thata
random sample of customers within the geographic regions where meters were deployed would
retain theirold meters for a penod of time aftermost othermeters in the area were changed to
advanced meters — as a way of assembling control groups. However, because relatively large
control groups would be needed, it quickly became clearthat this spproachwould significanty
impact deployment costs and schedules and would require retsining meterreaders foran
extended penod of time in areas that would otherwise become completely automated.

Afterconsiderning and rejecting all of the above possibilities for the reasons stated, SoCalGas decided to
focus the impact measurement on information treatments and market segments thathawve the greatest
potential to help meet the 1% savings goal, while forgoing impact measurementof the new online tools
that can be accessed through the Company's socalgas.comwebsite. Thesenew tools willbe made
available to allusers with an advanced meter. Consequently, they meet the CPUC requirement to
provide access to new information upon installation of a new meter. However, because they will be
available to everyone, itis not possible to accurately measure theirimpact by establishing a large control
group to be used formeasurement purposes. On the other hand, SoCalGas has more control overwho
receives offers forBTAs and HERs. As such, these information treatments allow forimplementation of
the rigorous expernmental research designs that will produce highly accurate impact estimates evenwhen
impacts are expected to be smallon average. SoCalGas also believes that BTAs and HERs have greater
potential to produce measureable usage reductions because they are “pushed” to customers without
them having to be proactive in accessing the information. The Ways to Save tools require customers to
take the proactive step of logging in to access the infommation, which studies have shown most customes
do not do on a regularbasis.

3.3 Sample Size Determination

An important input into development of the evalustion plan is the size of the paricipant population and
control groups required to estimate behavioral effects. The effects to measure ane the impacts on energy
use for people who ennollin the bill alert program, are defasulted into BTA and are defsulted into HERs.
The sample size needed to detemine energy impacts is a function of the expected change in energy use
attributable to the treatmentof interest and the underying, uncontrolled varnation in energy use. In this
instance, the varables of interest are monthly and annual energy use. The largerthe uncontrolied
varation in energy use across customers and/or over time, the largerthe sample neededto detect s
given change in energy use resulting from program implementation. In addition, the largerthe expeckd
impact of the program, the smaller the sample size needed to detect the effect fora given customer
population with known varnstion in energy use. Much of the undertying varnation in energy use across
customers and over time can be controlled forusing regression methods that take into account
differences across customers [e.g., fed effects) and differences across time (e.g., due to weather). That
is, fora given population and effect size, the analysis method used to estimate impacts can also influence
the required sample size.

% & more detailed discussion of the simulation analysis is contained in App=ndix B.
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Table 3-1 shows the sample sizes needed o estimate impects for SoCelGas’ customer populstion based
on Monte Cardo simulstions using actual monthly gasusage data. The sample sizesin the table are
sufficient to hawve an 80% chance of measuring the true hypothesized effect to within £40% of its
megnitude. Inotherwords, if the true effectis 1%, the indicated sample sizes willhave an 80% chance of
mesasunng that value to be in the range 0.6% to 1.4%. Altematively the same sample sizes have s 80%
chance of measuring the effect to within £53% of its magnitude and & 95% chance of rneasuring it to
within £#53% of its magnitude. Asseen,the relationship between effect size and required sample size is
notlinear. Itis much easierand less costly to estimate effects ifthe expectedimpact is 5% or 10% than if
itis 1% or 2%.

Table 31
Required Sample Sizes for Selected Effects

Effect Size (%) Treatment Sample Treatment + Control
1 12,500 25,000
z 3,000 6,000
3 1,000 2,000
4 [Fii] 1,200
5 35D 70D
[ 250 500
7 175 350
2 140 28D
3 115 230
10 50 180

As previously discussed, the average impact of information programs is likely to be small. On the
electrcity side, nearly all studies have found impacts to be significantly less than 10% and most estimates
have bean less than 5%.

With the RCT design that willbe used fordefault BTA and HER=, the required sample sizesin Table 3-1
can be directly spplied to the numberof customers that will be defaulted into each of those programs.
With a RED design that will be used foropt-in BTA, the application of Table 3-1 is not as straightforward
because the sample sizes must be adjusted forthe expeced ennoliment rates. Foropt-in BTA, notall
customers in the trestment group sctually expenence the treatment, which can significantly dilute the
effect size that must be estimeted and significantly increase the required sample size nesdad to detectit.
For example, if the population of people ennoliing in bill alerts was expected to be 90%, and the average
impact was expected to be 10%, then the average effect size forthe entire populstionwould be 9% and
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the sample sizes for s RED design would be 115 each fortreatment and control groups. On the other
hand, if only 10% of customers who are offered BTA ultimately ennoll, and those who did reducedusage
by 10%, the effect size that would need to be detected using a RED design is 1% and the required
sample size is 12,500 each fortreatment and control groups. The same sample size would be needed i,
say, 20% of customers reduced usage on average by 5%. Obviously, the required sample sizes would
be much smaller using an expernmentsal design thet does not pemit customers to select themseles into
or out of treatments such as some formn of RCT like & recruit and delsy ordeny assignment strategy; but
these more efficient expermental designs are notpossible foropt-in BTA forreasons discussed
previously. Fortunately, with the relatively low cost information treatments being considered here, the
larger required sample sizes using a RED design are not cost prohibitive. Furthemnore, SoCalGasis
committed to offering information feedback services to a large portion of the customer population, as long
asit proves cost effective to do s0. The largerinitial samples sizes are consistent with this broader, long
term goal.

When there is significant uncertainty aboutwhat the effect size is likely to be, anotherway to think about
sample sizes is to ask the question, "How large does the effect size needto be to be of interest?” Put
anotherway, fit is less than 5%, or2% or 1%, is that large enough to matter? In SoCalGas’ AM
application, the benefit-cost anahysis underying the business case was based, in part, on an assumed
sverage impact across all customers of 1% from the information that would be made avseilable based on
the AM platform. Given this, it was decided that the research samples forthe preliminary tests should be
large enough to detect anestimated impact of 1% with reasonable confidence forbill alerts. The basic
expenmentsal design and sample sizes employed in the study are designed to maximize the likelihood that
SocCalGas meets its requirement to conclusively show whetherit is achieving the 1% savings it claimed
would occuras a result of the installation of advanced meters. In total, the number of treatmentand
control customers is largerthan the values indicated in Table 3-1 because of the desire to estimate
impacts for selected customers segments, such as MyAccount and non-MyAccount customers and
customers within different usage strata.

The sample sizes required to detect meaningful differences in customer acceptance rates are much
smaller than those required to detectsmall differences in energy use. Marketing offers made to roughly
3,500 customers are large enough to mesasure a 1% difference in customer acceptanceif the
scceptance rate is expected to be approximately 5%.

3.4 Target Population for Initial Residential Tests

Several factors were taken into consideration when detemnining which customers should be targeted for
the initial test cells in 2013 and how the target market should be segmented.

Cne important considerstion is usage. Customers with low annualusage are unlikely to be interested in
or to respond to information feedback since their bills are so low that even significant changes in enengy
use would produce only very small economic benefitin the form of bill savings. Even if these customers
produced sbove average savings relative to othercustomers (which, for reasons just mentioned, is
unlikely), theircontribution to the target of 1% savings in aggregste forthe oversll populstion would be
small and the marketing and implementation costs for these customers perthem conserved would be
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wvery high. Inshor, itis highly unlikely that these customers wil be cost effective and almost certain that
they would be less cost effective than customers with largerusage. Given this, the target population for
the initial test cells will be separated betwesn low usage customers (bottom quartile) and medium'high
usage customers (27 to 4% quartiles). In addition, the low usage segment will only be offered the opt-in
BTA treatmeant.

Anotherimportant segmentstion factoris whethercustomers are MyAccount users. MyAccount
customers registerwith SoCalGas to receive a vanety of online services, including receiving, viewing and
paying theirbills, sccessing cument and historical usage data, making payment amangements and
scheduling changes in service such as starting orstopping service. Cumently, sbout33% of residentisl
gas customers are MyAccount customers and this proportion is growing, with about 15,000 additional
customers signing up each month. Given theirdemonstrated interestin online transactions, MyAccount
customers may be more likely than non-MyAccount customers to take sadvantage of the new information
gavailable through billalerts orHERs. Theyalso are a population forwhom 50CalGes has email
addresses and, thus, can receive email solicitations andinformation feedback through that inexpensive
channel. Forallofthese reasons, it was felt that the populstion of customers tangeted for both bill alerts
and HERs should be segmented into MyAccount and non-MyAccount customers.

The final segmentation of the residential AM-enabled customer baseis between thosethst do and do not
pass the eligibility screen for HERs. Opower(the organization that willimplement the HERs) has an
eligibility screen through which 20% of customers do not pass. As such, 20% of medium’high usage
customers will not be eligible forHERs. Considering that SoCaelGas plans to compare HER impacts with
default BTA impacts and opt-in BTA impacts, the segmentation must allow foran estimation of default
BTA impacts and opt-in BTA impacts specifically for customers that would have been eligible for HER=s.
This test cell design ensures that the comparson of impacts only measures the difference between the
type ofinformation feedback delivered, and not a difference in the underlying customer mi.

Figure 3-1 provides a high level overview of the segmentation and targeting plan forthe market and
infomnation tests that will be implermented in fall 2013. The starting estimate of 500,000 residential
customers with AM meters is based on the cument meter deployment plan target for beginning of
September2013. Thisinitial study populstionis divided into usage quariles. The 150,000 customers in
the lowest quartile are divided evenly into & control group and & treatment group that will receive an opt-in
BETA treatment. Mo othertreatments will be provided to low usage customers in the first year. Based on
prior expenence by Opower, itis assumed that 0% of the 450,000 customers in the top three usage
quartiles will pass the Opowereligibility screen. So, 90,000 customers in these usage strata willnot be
eligible forHERs. This group of customers will be divided evenly into & control group and treatment
group that also receive the opt-in BTA treatment. Based onthe oversll subscription rate of My Account
forSoCelGas it is assumed that 33% of the 360,000 medium/high usage customers that pass the Opower
eligibility screen will subscribe to MyAccount and, therefore, thetSoCalGas will heve emasil addresses for
these customers.

The 118,800 medium’high usage, MyAccount customers that pass the Opowereligibility screen provide
the opportunity to test the largest vanety of treatments on the same population of customers. Considerng
that 50CalGas has emsil address for all MyAccount customers, the impact of email-only HER=s relative to
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paperand emsil HERs can be tested. As such, 12,500 customers have been alloceted to each of these
treatrnents. In addition, SoCalGas is able to use the emasil address for MyAccount customers to test
default BTA, which will be assigned to 25,000 customers. The remaining 68,800 medium’high usage,
MyAccount customers that pass the Opower eligibility screen will be divided evenly between the opt-in
BETA treatment and & control group. This control group can be used to estimate impacts for all treatments
within the segment.

Further comparisons of HERs and opt-in BTA will be made among medium'high usage, nonMyAccount
customers that pass the Opowereligibility screen. Around 25,000 of these customers willbe assigned
the paperonly HER treatment and the remaining wil be divided evenly between the opt-in BTA treatment
and a control group (108,100 each). This control group can be used to estimate impacts forboth
tre:atments within the segment. Considering that So0CalGas does not have emasil addresses forthese
customers, default BTA and emsil HERs are not an option in the nonMyAccountsegment

In summary, the 00,000 customers in the initial AM population will be slloceted as follows:

=  Optin BTA: 262,500 customers (numberof solicitations, notennoliees)

= Default BTA: 25,000 customers

= HERs: 50,000 customers (25% emailonly, 25% paperand emasil, 50% paperonly)
= Control Group: 262,500 customears

Among the 262,500 customers that SoCalGas will solicit for enroliment in opt-in BTA, many different
marketing messages and channels can be tested. Howewer, dueto set up costs foreach marketing
campaign, SoCelGas has decided to limit the marketing testing to two different messaging strategies,
each of which will be randomly assigned to half of the opt-in BTA customers within each segment.
Depending on email aveilability, SoCalGas willuse a combination of direct meil and email to solicit
customers forenmoliment in opt-in BTA.
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Figure 3-1:

Market Segmentation and 3ample Requirements for Initial Residential Tests
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3.5 Plan for Business Customers

In addition to the roughly 500,000 customers that will have advanced meters by September 2013,
SoCalGas estimates that 25,000 of its approximately 250,000 business customers will have advanced
meters by that time. This numberof AM-enabled customers is insufficient to conduct igorous impact
analyses with an RED or RCT design. Monetheless, SoCalGas plans to test customer acceptance of two
programs among the AN-ensabled business customers — default BTA and opt-in BTA. SoCselGasplansto
conduct impact analyses forthese two programs using a statistically matched control group of business
customers thet are not AM-ensbled. Although this impact estimstion methodis not as precise asan RED
or RCT, it is still worthwhile to conduct the matched control group ansalysis. [fdefault BTA oropt-in BTA
have a relatively large percentage impact on usage, this method willbe able to detect the efiect.

Figure 3-2 summarizes the proposed tests forbusiness customers. As of September2013, the
SoCalGas business population willhave 250,000 customers, of which roughly 20% have MyAccount.
The 50,000 MyAccount customers are splitinto 5,000 AM billed customers and 20,000 non-AM billed
customers. The AM billed MyAccount customers wil all be defaulted onto BTA, and to estimate the
impacts, S0CalGas will use a matched control group of 5,000 customers from the pool of non-AM billed
MyAccount customers. The remaining non-4M billed MyAccount customers will be excluded fromthe
impact estimation. Asfornon-MyAccount customers, these 200,000 customers are splitinto 20,000 AM
billed customers and 180,000 non-AM billed customers. The AM billed non-MyAccount customers willall
be offered BTA on an opt-in basis, and to estimate the impacts, SoCalGas will use a matched control
group of 20,000 customers from the pool of non-AM billed non-MyAccountecustomers. The remaining
non-AM billed non-MyAccount customers will be excluded from the impact estimation.
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Figure 3-2:
Proposed Tests for Initial Business Customer Tests
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3.6 Timing

The timing of information provision and eveluston reporting is important. Matural gas usage is much
lower in the summer than in the winter for most households (households with swimming pools may be an
exception to this general pattem). As such, one would expect thatmost customers will be more focused
on gasusage and bills during the winterthan in the summer. This varnation in focus is likely to
significantly affect how many consumers willenroll in kil slerts each season. [twill also impact
consarnvation behaviorforalltreatments. These facts make cross sessonal comparisons of behavior
largely inappropriate. Forexample, it would not be appropriate to compare bill alert enrolimeant rates for
one promotionsl strategy in the falland a different one in the spring, because any such difference could
as easily be the result of seasonal differences in behaviorthandue to the different promotionsal strategies.
Ewen less appropriate would be comparing percentage savings in @nergy use SCross SESS0NS, SiNca very
differant end use behaviorand gasusage occurs in the winter and summer.

The AM decision requires SoCalGas to file s report of measured savings every sicmonths end also to
describe marketing, education outreach and customer support activities that take place. SoCalGas will
comply with this requirement by filing two reports each year. One repor, filed in February of each year
will describe the results of marketing and outreach activities that have beenconducted during the testand
leam cycle of each year. The marketing and outreach perod of each cycle will span the perod from
October 15°to March 31%°. Thisis the period during which preparations for marketing and outreach
activities will take place in anticipation of the winterheatingseason. A secondreport to be filed in August
of each test and leam cycle will describe the energy savings that have resulted from program operstions
and delineste planned program changes and additions forthe coming year. Energy savings wil be
reported forthe preceding winter heating season (i.e., from October 1 to March 31 of each year.

In the first test and leam cycle, So0CalGas will provide the following anahysis:

=  FinalTest and Leam Plan for2013-14 cycle — August 2013;
=  Results of Market Tests and Other Operations — Februany 2014; and
= Impactestimates for2013-14 oycle with Test and Leam Plan for2014-15 - August 2014,
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Appendix A. Research Design Options

In orderto determine if the new information services made available by SoCelGas changeenergy use, it
is necessary to estimate what energy use would have been forthose custorners if they had not hed
sccess to the information. Gas usage thatwould hawve occumed in the sbsence of 8 new service offering
can be called “reference usage.” Conceptuslly, reference usage can be based on usage for paricipating
customers pror fo taking adwvantage of the new service options. Altemsatively, it can be based on
measurements of usage fora control group of customers that are identical to paricipating customers
except forthe fact that they are not exposedto the information treatment.

The problem with estimating energy consumption change as the differencein usage forthe treatment
group before and sfterthe treatment goes into effect is that otherfactors can cause s changein usage
that is unrelated to the treatment. There are many exogenous factors that could change overthe course
of an experment and produce & change in energy consumption, including changes in wesather, changes
in economic conditions, and customer chum to name only a few. While it may be possible to control for
some of these factors (e.g., adjusting for differences in the weatherusing westherdats and regression
analysis relating weatherto energy use), there is always uncerainty about the amount of specification
emor in models designed to adjust forexogenous varables and it is strictly impossible to be sure that sll
such factors hawve been controlled for properly. Consequently, all before-and-after comparnsons wil leave
some doubt about whether all exogenous factors were properdy controlled forand, therefore, whether the
treatment was the sole cause of the observed changein usage.

Comparing usage measurements from treatment groups with those obieined from control groups is
subject to different, but equally difficult problems. The primary challenge in using an extemal control
group as the basis fordetemnining impacts is that it can be difficult to ensure that the treatment and
control groups are identical except forthe application of the treatment. Drawing two random samples of
customers and offering the treatmentto one and not the otherwillonly lead to valid causslinferences if
the assignment to treatment is compulsory (such as default BTA orHERs). Ifthe experimental varable is
presented to the treatmentgroup on & voluntary basis (such as opt-in BTA), volunteers will differin some
way from those who declined the offer. Otherwise, they would have taken the offer. If they differin terms
of the vanable of interest, in this case, gas use, computing the impact of the treatment as the difference in
usage forthe voluntary treatment group and the control group will produce s bissed estimate of the
impact. For example, suppose, reasonably, thatvoluntesrs are more energy conscious than thosewho
decline the offer. Given this, itis likely that the energy use of volunteers would be below the average use
of the rest of the population priorto going on the treatment. As such, calculsting theimpact as the
difference in energy use between treatmentand control customers will produce an upward biased
estimate, with the magnitude of the bias equsl to the difference in energy use betweenthe treatment and
control groups prior to the treatment being introduced.

Ewen fusage forthe treatment and control groups is the same before the treatment isintroduced, itis
possible that some other material difference exists between paricipants and control customers thetwoud
produce emoneous causalinferences. Forexample, suppose thatthe treatment was introduced around
the time of an economic downtum. Underthis scenario, itis at least plausible that those who voluntesr
forthe treatment would consist of people who are more atriskin the down economy and would likehy
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tighten theirbelts, and reduce theirenergy use, evenif the treatment had not beenintroduced. [ftrue, 8
comparnson between a pre-selected, random control group and the treatment group would be bissed
upward because some of the difference in usage would likely be due to the belt tightening associated with
the economic downtum.

The two situstions referad to above are examples of selection effects. Selection effects are the biggest
threat to the intemal validity of experments. An expermentis said to be intemally valid if the only
possible explanation forthe observed changein the varnsble of interest is the treatment itself. Ifthere are
other possible explanations, such as pre-existing differences in the vansble of interest, or behavioral
factors that lead to changes in usage that are independent of the treatment, the expernmentis not
intemally walid. A goalof every experment should be to produce intemally valid results. This goalcan be
hard to achieve in the realword.

There are vanous ways to ensure that an expernment is intemally valid. All of them are vanations on
random assignment to treatment and control conditions. Drawing two rendom samples of customers and
making the treatment forone group mandeiory would ensure that the only difference between the two
groupsis the treatment condition (except forsampling emor, which can be 8 concem with small samples
but of little significance with large samples).

Anothervalid approach is to take a group of customers who volunteer fora treatment and then randomiy
assign half of the volunteers to the treatmentcondition and the otherhalf to the control group. This
“recruit-and-deny” approach adjusts for selection biss by allowing forthe selection process to occurand
then denying treatmentto half the volunieers. This approach could be implemented for bil alerts, but the
potentially negative impact on customer satisfaction is always an important consideration, especislly with
large sample sizes.

Anotherapproach to ensuring intemal validity is called “intention-to-treat” With this spproach, two
random groups of customers are chosen, and one group is offered the treatment and theotherisn't.
Arnong those offered the treatment, some take it end others don't. The effectofthe treatment is
estimated by comparnng usage forthe entire group offered the treatment with usage forthe group not
offered the treatment (the control group). This approach produces an intemally valid estimsate of the
aggregate treatment effectbecause the only difference between the two groups of customersis that one
received the treatment and onedid not. Intention-to-trest analysis works best when the impactofa
treatment and the percent of customers who take it are large. Itis still a velid approach even ifthe
acceptance rate and impacts are small, but much largersamples are needed to detect the effect under
these circumstances.

One final approach that is an extension of the intention-to-trest designis called a randomized-
encouragementdesign (RED). The RED design starts the same way as the intention-to-treat design but
does some additional celculations to detemine the effect size forthe group of customers who actually
take the treatment. With a RED design, because the offerhes beenrandomized, you can observe the
fraction of the group that received the offerthat take the treatment, the velue of usage fortakers, the
value of usage fornon-takers, and thevalue of usage forthose not offered the treatment {the control
group). Importantly, you can assume that the fraction of takers in the non-encouraged group fwhich

143



cannot be observed)is the same asitis in the encouraged group (which is observed) because both
groups are randomily selected. With the above infomnation, it is possible to calculate the overall effect of
the treatment and also the effectof the treatment forthe subgroup of customers who scceptit.

Mone of the above options are possible when evalustions are undertaken afiers program has already
been launched. In such situstions, a vanety of quasi-expermental methods can be usedin an attempt to
estimate impacts.™ One dlass of quasi-experimental methods involves the use of various matching
technigues to attempt to develop suitable control groups from parties who are not exposedto the
treatment. Anotherquesi-expermentsl approachinvohwes controliing for selection effect through
econometric modeling of customer acceptance andiorusage behsviorwith observable variables that
might vary between treatment and control customers. Such methods are more successfulwhen effect
sizes arz large and/orwhen ther are strong comelstions betweenobservable varables and program
usage. |fthe comelations are weak, model misspecifications can leadto biased impact estimates and
when impacts are small, imperfect matching can also produce biased impact estimates.

L& Guidelines fior Designing Effective Energy Informaticn Fesdback Pilots: Research Protocols, Pake Alba, CA, 2010
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Appendix B. Simulation Analysis for Research Planning
The expected effects of the planned information feedback senvices on gas consumption are expected to

be relatively small (i.e., less than 5%)on average. Becausemonth to monthvanations arnsing from
weatherand consumer behavior (i.e., vacations, etc.) are so large, the only reliable spprosach to
estimating the savings resulting from exposure of customers to these services is to compare the energy
consumption of the exposed customers with the energy consumption of a control group that has not been
exposed to the services overs reasonable perod of time (L.e., atleast one year).

The most relisble and appropriate methodology fordeveloping control groups involves randomby
assigning customers to treatment and control conditions. This usually involves taking a random sample
of the customer population (i.e., in this case those who received sdvanced meters over a given interval)
and randomly assigning & reasonably large numberof themto the treatmentconditions and control
conditions. Becsusethe customers are randomly assigned to these conditions, when sample sizes are
large enough, the groups of customers will be essentislly statistically identical with respect to all factors
that might influence theirenergy consumption. So we expect that any differencein energy consumption
[beyond nomnal sampling varnstion) will be the result of exposure to the expermental treatment (i.e., the
feedback services under study).

In theory, itis possible to creete control groups without using random assignment. This is accomplished
by selecting customers who are similar in important respects to those in the treatment groups (i.e., those
who have received advanced meters) from the population of customers that have not yet received
advanced meters. In the first yearof the meterrollout, forexample, roughly 600,000 meters will ba
deployed and aveilable forinformation services — leaving more than 5 million customers who are still
receiving sernvice under manusal meters and thus cannot receive the feedback information services that
are being deployed to customers who have the advanced meters. Itis possible, in theory to selecta
control group of customers from the customers who have not yet received sdvanced meters thatare as
similar as possible on known characternstics to the customers who have received the advanced meters;
and to compare the energy consumption of these two groups in orderto ascertsin the effects of providing
the information feedback. Whether such matching will provide & reasonable basis forcomparison
depends to a great degree on whetherthe vansbles used to identify similar customers provide a basis for
selecting custormers that are similar in all important respects.

In the course of evaluating the different experimental design altematves, FSC underook a robust test of
the accuracy and precision of different matching methodologies fordetecting differences in gas
consumption for realistic sub-populations of customers who received meters and those thatdid not. The
testwas as follows:

1. A Monte Caro simulation (inwolving 1,000 iterations) was usad to select hypothetcal treatment
and control group customers forthe study.

2. Samples of customers were selected to hypotheticslly receive advanced meters in each month
forthe first yearof the meterdeployment. These customers were selected from the geographical
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locations at which SoCalGas indicated it intended to install advanced meters in the first yearof
deployment.”
3. Fourdifferent matching algornthms were used to select hypothetical control groups including:

o Randomsampling from all customers that did not receive advanced meters for at least 12
months aftergroup that received meters;

o Selection of all customers from Zip Codes with mean and median January and July
usage that were statistically similar to those of the group of customers that received
meters;

o Matching each individual customerthat received a advanced meterwith a customerthat
didn't receive s advanced meterthat had similar January, July and snnuslusage; and

4. Matching each individual customerthat received 8 advanced meterwith a customerthat didn't
receive 8 advanced meter but had similar January Thems/hestingdegree day (a5 well as similar
July and annualusage).

5. Energyconsumption forthe customers who hypothetically received advanced meters was
arbitrarily reduced by 1% — inducing & 1% treatment effect.

4. Panelregressions were used to estimate differences in energy consumption fortreatment and
control groups — variously defined as indicated sbove. The regressions included: monthly usage
dats on control and trestment customers before and after meters are were installed, weather,
customer fixed effects and month times year foced effects.

To summarize the test, we selected reslistic hypothetical treatment groups based on SoCaelGas’ proposed
deployment strategy. We created matched confrol groups using 4 reslistic matching algornthms. This
process was camed out 1,000 times with different samples of customers on each ocecasion. We instslled
& known effect of 1% in the treatment groups. Then we analyzed the dats from the treatmentand control
groups using the best available econometric techniques to try to identify the 1% effect thatwe knewwas
presentin the data. The findings from the test can be summarzed as follows:

= Mone of the matching slgonthms were capable of detecting the 1% reduction in enengy
consumption that had been installedin the treatmentgroups;

= All of the matching slgornthms produced impact estimates that were bissed to some degree
depending on the month during which the advanced meterwas installed;

=  arying deployment year produced different bisses by impact month — so the biaswas not simply
& function of the starting period of the study;

= To ensure that there was not something in the model specification oranalysis approachthat
caused these results, we randomly selected two groups of customers and imposed thetreatment
effect on one and not on the other (the true experimental design simulation). The regression
models detected the 1% simulated difference. In otherwords, an RCT design is capable of
detecting a 1% effect, but a designusing ex post matching on pre-treatment usageis not.

Lt FSC getermingd that the deployment of advanced meters would take place in Pico Rivera andthat SoCakeas’
implementation plan calied fof instaling advanced meters “working outward” fim this initial deploymant area. We also
learnad that S0Calk3as intended to depioy approximataly 824,000 Meters in the first year of deployment. The meter
QEpICYMENT PIEN WaS NGt SPEGHC ADoUT the Sxact g20Eraphical ICItions that would b incIudad in this fitst year of the ol
out. Howsewer, for puUrposes of 52 EﬂiﬂgtﬂE Popu lation of customers that woulkd recsive meters in the first yEar, itwas
reasonable 1o select customers from 1i|} Codes rad iﬂtil’lgﬂ utaand from the center of Pico Rivera.
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From these results we concluded that given the small effect size underinvestigation, matchingon
pretreatment usage does not adequately control for differences in the usage pattems overtime between
the trestment and control groups. We therefore recommendead sbandoning matching as a strategy for

formulating control groups in this case.
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Appendix P — socalgas.com Ways-to-Save Residential Screen Shots
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Business
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Appendix Q — PRM Community Events
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