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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.   
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• Chapter 1 provides a project overview and summary.   
• Chapter 2 summarizes the status of the construction of the Advanced 

Meter system as of June 30, 2013.   
• Chapter 3 examines the performance of the system, focusing on the 

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

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

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

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

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

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

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

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

Meter Reading work force. 
 

Chapter 1 - Project Overview and Summary 
This Report describes the progress of the SoCalGas Advanced Meter project 
through 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: 
 

• Approximately 37% - over 1,300 DCUs – are constructed or ready to 
construct 

• About 275 SoCalGas employees installing modules 
• Over 384,000 modules installed 
• More than 361,000 bills based on automated reads issued to customers 
• 99.9% of automated reads for billing are accurate  
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• 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: 
 

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

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

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

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

Governments/Other Third 
Parties 

1,604 43.0% 

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 
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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 0 

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  

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

 
So far, street lights are the only asset to which SoCalGas has attached DCUs.  
SoCalGas has 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.1  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.   
 
 
 
 
 

                                                           
1 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). 
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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 

 

Advanced Meter 
Warehouse 

Number of Modules Installed 

Module Only 
Meter Change 

w/Module 
Total 

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 
Personnel 

 38,172 38,172 

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 

Administration Incidents 
4 2.1 

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  

Module Communication Status 
Modules Installed 

 

Percent  
Installed 

With Network 
Total Modules Installed 384,041  
Modules Installed – No Network 14,615  
Modules Installed with Network 369,426  

 Delivering 100 Percent of 
Expected Reads 

297,556 80.5% 

        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.  First is 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: 
 

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

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

• 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.2   
 
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. 
 

                                                           
2  As referenced in Chapter 2, additional DCUs may have to be added to improve system performance. 
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Thus far, the modules missing more than 12 reads per month identified in Table 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 
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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 
Comparable 

91,625 98.2% 

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

83 0.1% 

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 a machine readable form, and provide access to such 
AMI data to customer authorized third parties, on a timeline concurrent 
with meter installation.” 

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

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

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

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

                                                           
3 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 

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

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

• 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  

• 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:  
 

• 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.”4  

 
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:  
 

• Mass market (residential and small/medium businesses)   
• 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:  
 

• Coordination of customer services  
• Incorporation of customer, employee and stakeholder feedback  
• Ongoing customer research  
• Customer tools such as natural gas usage information presentation 

options  
• Use of community- and faith-based organizations (CBOs, FBOs) and 

disability agencies to conduct outreach to sensitive 
communities/customers  

• Coordinating with the CPUC Business and Community Outreach (BCO)   
• Collaborating with SoCalGas customer assistance and energy efficiency 

(EE) programs to educate customers on Advanced Meter  
• Ongoing customer campaigns and pilots, and  
• Use of customer metrics  

                                                           
4 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.5  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.  

                                                           
5 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. 
 

http://socalgas.com/innovation/advanced-meter/tap.shtml
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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.6   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.7  SoCalGas has reached 
agreement with eight other counties and is currently in the process of installing 

                                                           
6 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.”8  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

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

 

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

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. 

Awareness 

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

90-60 Days 

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

30 Days 

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

Day Of 

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

Post 

•Letter informing customers that energy usage information is available online 
•Email notifying existing MyAccount customers of the new hourly data online 
•Continue customer  education and outreach efforts promoting conservation and tools 
available to AM billed customers 
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These efforts are complemented by a number of local organizations who 
simultaneously perform outreach activities under contract to SoCalGas.  SoCalGas 
has partnered with GeM Communications (GeM) to manage the solicitation and 
implementation efforts for local organizations to perform community outreach.   
GeM 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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• 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 

• 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: 
 

• Website articles with a link to the SoCalGas website 
• SoCalGas sponsorship at Chamber events 
• Advanced Meter banner on the Chamber website 
• Email blasts to members 
• Banner on other events partially sponsored by the Chamber 
• Access to executives who are chamber members 
• Access to monthly breakfast and luncheon networking meetings 
• Posts on Chamber Facebook and Twitter sites 
• Blog posts and e-bulletins 
• E-newsletters, and flyers in newsletters  
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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 31st Annual Police 
Appreciation Luncheon; Artesia State of the City; Wake-up Whittier Chamber of 
Commerce Breakfast; i-CAN (Inter Community Action Network; Whittier State of 
the City; South Gate State of the City Luncheon; Montebello Chamber Business 
Expo; Commerce State of the City; Commerce Industrial Council Women in 
Business Luncheon; Huntington Park State of the City; State of the Community in 
Senator Ricardo Lara’s District (Lynwood, South Gate, Downey, Cerritos, 
Montebello, Bell, Bell Gardens and Commerce); and, Morning Business Mixer 3.0 
– Montebello and Bell Gardens. 
 
Media Highlights:  

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

Further, SoCalGas received coverage in the Buena Park Independent; Cerritos-
Artesia Patch, OC Breeze, Community Media Corp., LA Business Journal, OC 
Business Journal, OC Register, Bellflower Bulletin, Los Cerritos Community News, 
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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 34th 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:  
• 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).   

• 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/).   

• 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).  

• 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 

http://articles.ivpressonline.com/2013-01-12/gas-meter_36301740
http://articles.ivpressonline.com/2013-02-02/smart-meters_36710219
http://articles.ivpressonline.com/2013-02-02/smart-meters_36710219
http://www.thedesertreview.com/brawley-chamber-hosts-mayors-breakfast/
http://www.thedesertreview.com/brawley-chamber-hosts-mayors-breakfast/
http://tribwekchron.com/
http://kxoradio.com/kxo/news/local/4934-advanced-meters-are-coming.html
http://kxoradio.com/kxo/news/local/4934-advanced-meters-are-coming.html
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89th Annual Installation Dinner; Presentation to the Altadena Town Council - 
which was televised locally; Adelante Latina Conference; Pasadena Braille 
Institute Presentation; Kinneloa Homeowners Association Presentation; Women’s 
Leadership Legacy Public Works Conference; City of Pasadena’s Iranian New 
Year’s celebration - which was attended by over 300 community members and 
dignitaries; South Pasadena Chamber local small business “ShopTalk” breakfasts; 
and, the South Pasadena Eclectic Music Festival.    

 
Media Highlights:  

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

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

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

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

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 

http://www.altadenablog.com/
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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: 

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

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

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 15th 
Annual Latino Food Festival and Menudo Cook-off.  
 
Some large-scale outreach events and sponsorship events in Bakersfield include: 
Greater Bakersfield Chamber of Commerce Business Expo; the 2013 Fight for Air 
Walk and Resource Fair; and, the Housing Authority of Kern Landlord Workshop. 
 
Media Highlights: 

• Bakersfield Californian;  
• news coverage on the local news affiliate;  
• a one hour on-air interview on Spanish non-profit Radio Bilingue; and,  
• an ad in the Spanish magazine, Nuestro Tiempo.  

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 21st annual Indio Tamale Festival, which had an 
attendance of over 100,000; Southwest Arts Festival; Zumba for a Cure event 
(Indio Chamber and Coachella Valley Boys and Girls Club) in Indio; MS Walk in 
Palm Desert; City of Palm Springs Mayor's Race and Wellness Festival; Coachella 
Cinco de Mayo Festival; Southern California Energy Summit in Palm Springs; 
Riverside State of the County and Business Expo event in Cabezon; Coachella 
Valley Wildflower Festival in Palm Desert; Desert Living Home Show in Palm 
Springs; Riverside County Fifth District San Gorgonio Pass Water, Transportation & 
Economic Development Summit; 56th Annual Palo Verde Valley Community 
Outlook Conference in Blythe; City of La Quinta Anniversary; Blythe Health Fair; 
2013 SCAG Regional Conference and General Assembly in Palm Desert; Desert Hot 
Springs Salsa Festival; Coachella 5 de Mayo Festival and 5K Run; Temecula State of 
the City Address event; Coachella Valley Chapter Community Associations 
Institute (CAI) meeting in Palm Desert; Riverside County League of Cities 
dinner/meeting; briefing for Chairman and Co-Chair of the Concerned Citizens of 
La Quinta group; and, the Palm Springs Neighborhood Involvement Committee 
meeting.  
 
Media Highlights: 

• SoCalGas has also worked on earned and paid media opportunities which 
have garnered positive media coverage. Thus far, stories have been 



42 
 

published in the Desert Sun (May 20, 2013); MyDesert Community 
Weeklies; and, The Desert Star Weekly (March 20, 2013).   

• 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 (CAI) Quorum 
Magazine.    

• 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.kesq.com/kesq/gas-company-replacing-
meters/-/232254/20363980/-/3785mq/-/index.html).  Project information was 
published in the Desert Sun and in the MyDesert West Valley Edition.  News 
stories have also aired on KVER-TV Univision 
(http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-
de-coachella/), KESQ-TV CBS Local 2 (http://www.kesq.com/kesq/gas-company-
replacing-meters/-/232254/20363980/-/3785mq/-/index.html), and Time Warner 
Cable 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.  
 

http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/
http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/
http://www.kvertv.com/2013/05/14/nuevos-medidores-avanzados-en-el-valle-de-coachella/
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
http://www.kesq.com/kesq/gas-company-replacing-meters/-/232254/20363980/-/3785mq/-/index.html
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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 

 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 

 

 
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: 
 

• Pre-Installation 
• Installation 
• Failed Installation Attempt (if necessary) 
• Advanced Meter Billed, and  
• 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 I provides a copy of the ‘Successful’ door 
hanger. 
 
When SoCalGas fails in its first attempt to install a module, usually because the 
meter is inaccessible, the customer receives an ‘Unsuccessful’ door hanger with 
instructions on how to follow-up.  Some customers respond to the door hanger, 
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 
Received 

Explanation 

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 
Meter 

32 Usually aimed at resolving access issues 

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.9  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% 

 

                                                           
9 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.”10 

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. 
 

                                                           
10 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: 

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

• The impact of different feedback messages (i.e., 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: 

• 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.11   

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 

 Wave 1 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.  

                                                           
11 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.12  
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: 

• Bill-to-Date ($) 
• Projected Next Bill ($) 
• Last year, Same Month Bill Amount ($) [Seasonal comparison] 
• Days Remaining in the Current Billing Cycle (#) 
• Last Month’s Bill Amount ($)*  
• Days Elapsed in the Current Billing Cycle (#)* 
• Choice of weekly email and/or 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.13   

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":   
 

• 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 

• 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. 
 

                                                           
13 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: 
 

• 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. 

• 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 

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

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

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

• Website versus microsite versus mail-back alert enrollment response 
channel analysis:  For opt-in customers, the Plan will test the preferred 
enrollment channel for customers between the SoCalGas.com website, 
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: 

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

• Relative impacts of default BTA and default HERs among medium to high 
usage 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.14 
 

                                                           
14 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 
  

 

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 
 

 

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: 

• Local community organizations 
• Faith-based-organizations 
• Civic organizations 
• 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.15  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 

  2010 2011 2012 
YTD 
2013 

Project to 
Date 

Project 
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. 
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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 
($47.3 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 $5 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 
Personnel 

Work Force 
in April 2010 

Remain in 
Meter Reading  
March 31, 2013 

Left Company Transition 
Within 

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 
Force 

100% 26.0% 14.7% 59.3% 

*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.  As indicated 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 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

 

Warehouse Start End 
# of 

Modules to 
Install 

Area 
A 

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 

Area 
B 

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 

Area 
C 

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 

Area 
D 

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 I will be happy to assist you.  
 
Sincerely, 
  
Construction Project Manager 
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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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Appendix F – Bill Insert 
August 2012 Bill Insert  

Front 
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August 2012 Bill Insert  
Back 
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Appendix G – Module Installation Notification Letter 
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Pre Installation Letter 
Front 
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Pre Installation Letter 
Back 

 
 

 



86 
 

Pre Installation Envelope 
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Advanced Meter Overview 
English 
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Advanced Meter Overview 
Spanish 
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Appendix H – Frequently Asked Questions “Pocket Cards” 
English 
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Spanish 
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Appendix I – “Successful Installation” Door Hanger 
Front 
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Back 
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Appendix J – ‘Unsuccessful Installation’ Collateral Materials 
Follow-up Pre Installation Letter 
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Schedule an Appointment Email  
First Attempt Email 
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Schedule an Appointment Email  
Second Attempt Email 
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Schedule an Appointment Letter  
First Attempt Letter 
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Schedule an Appointment Letter  
Second Attempt Letter 
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Schedule an appointment envelopes 
First and Second Attempts 
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Appendix K – Billing Notification Letter 
30 Days AM Billed Email 
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60 Days AM Billed Letter 
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60 Days AM Billed Letter Envelope 
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Appendix L – Deferral Sticker and Door Hanger 
Deferral Sticker 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 
 
 

 
 
 
 
 
 
 

Deferral Door Hanger 
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Appendix M – Bill Tracker Alerts 
Bill Tracker Alert Emails (My Account & Non My Account) 

Unsubscribe Confirmation 
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Bill Tracker Alert Emails (MyAccount & non-MyAccount) 
Preference Change Confirmation 
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Bill Tracker Alert Emails (MyAccount) 
Welcome Email 
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Bill Tracker Alert Emails (MyAccount) 
Bill Tracker alert email 
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Bill Tracker Alert Emails (Non-MyAccount) 
Welcome Email 
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Bill Tracker Alert Emails (Non-MyAccount) 
Bill Tracker alert email 
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Appendix N – Opower Collateral Materials 
Opower Email Report 
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Door Hanger 
Front 
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Door Hanger 
Back 
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Welcome Insert 
Front 
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Welcome Insert 
Back 
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Home Energy Report 
Front 
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Home Energy Report 
Back 
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Appendix O – Freeman Sullivan Conservation Plan 
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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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