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SOCALGAS REBUTTAL TESTIMONY OF ROSALINDA MAGANA1
(CUSTOMER SERVICES - INFORMATION)2

I. SUMMARY OF DIFFERENCES3

Table RM-14
Comparison of SoCalGas and Other Intervenors 5

TY 2019 Operations & Maintenance (O&M) Expenses6

7
* Due to errors discovered when responding to various data requests and in the course of review, SoCalGas 8
corrects its Test Year (TY) 2019 O&M forecasted value from $25,048 to $24,981 to reflect this correction.9

10
Table RM-211

Comparison of SoCalGas and ORA TY 2019 IT Capital Expenses12

13
II. INTRODUCTION14

My testimony adopts the Customer Services - Information revised direct testimony of 15

Andrew Cheung (Exhibit SCG-20-R)1.  This rebuttal testimony regarding Southern California 16

Gas Company’s (SoCalGas) request for Customer Service – Information (CS-I) addresses the 17

following testimony from other parties:  18

The Office of Ratepayer Advocates (ORA) as submitted by Ms. Crystal 19

Yeh.220

1 December 2017, Revised SoCalGas Direct Testimony of Andrew S. Cheung (Customer Services-
Information), Ex. SCG-20-R (Ex. SCG-20-R (Cheung)).
2 April 13, 2018, Prepared Direct Testimony of Crystal Yeh, SoCalGas Customer Services – Field & 
Meter Reading; Office Operations; Information; and Technologies, Policies & Solutions, Ex. ORA-17
(Ex. ORA-17 (Yeh)). 
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The National Diversity Coalition (NDC), as submitted by Ms. Faith 1

Bautista.32

The Small Business Utility Advocates (SBUA), as submitted by Ms. 3

Lillian Rafii.44

Please note that the fact that I may not have responded to every issue raised by others in 5

this rebuttal testimony, does not mean or imply that SoCalGas agrees with the proposal or 6

contention made by these or other parties. The forecasts contained in SoCalGas’ revised direct 7

testimony are based on sound estimates of its revenue requirements at the time of testimony 8

preparation.9

In my rebuttal testimony, I will address ORA’s misinformed recommendations.  10

Specifically, I will address why customers are interested in receiving energy information from 11

the perspective of climate change, and are interested in receiving this information through 12

multiple communication channels5.  Additionally, I will address why ORA’s claim that the 13

Customer Service and Engagement team is already properly staffed, is incorrect. Lastly, I will 14

address NDC and SBUA’s recommendations for incremental activities proposing additional 15

analysis and services.  16

A. ORA17

ORA issued its report on the results of operations for San Diego Gas & Electric Company 18

and Southern California Gas Company Test Year (TY) 2019 General Rate Case (GRC) CS-I on 19

April 13, 2018. The following is a summary of ORA’s positions:20

Customer Strategy and Engagement: ORA did not take issue with the 5-21

year average (2012 – 2016) as the basis for the TY 2019 forecast for 22

Customer Strategy and Engagement expenses.  However, ORA accepts 23

3 May 14, 2018, Prepared Testimony of Faith Bautista on the 2019 General Rate Case Applications of San 
Diego Gas & Electric Company (U 902 M) and Southern California Gas Company (U 904 G), Ex. NDC-
01 (Ex. NDC-01 (Bautista)).
4 May 14, 2018, Opening Testimony of Lillian Rafii On Behalf of Small Business Utility Advocates, Ex. 
SBUA (Ex. SBUA (Rafii)). 
5 The term “channel” refers to a specific medium by which a message is conveyed to its intended 
audience.  A non-exhaustive list of channels through which SoCalGas communicates to customers 
includes print, web, digital, email, broadcast and social media messaging.
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only certain incremental adjustments requested by SoCalGas. 6 ORA 1

recommends a TY 2019 revenue requirement of $5.944 million,7 which is 2

$1.158 million below SoCalGas’ incremental funding request.3

ORA does not take issue with SoCalGas’ TY 2019 forecast for the 4

following areas:5

o Customer Assistance Programs, $3.438 million86

o Customer Segment Services, $10.018 million97

ORA does not take issue with SoCalGas’ TY 2019 forecast for the Shared 8

Services area, $4.490 million.109

ORA does not oppose SoCalGas’ business rationale for any of the 10

proposed capital projects, $12.483 million.1111

ORA did not take issue with SoCalGas’ Aliso and Fueling our Future (FOF) cost 12

adjustments to the forecast for the Customer Strategy and Engagement workpaper.  Instead,13

ORA disagrees with the upward adjustments for incremental activities.  ORA asserts that 14

SoCalGas’ incremental activities are for the purpose of improving its own public relations (PR) 15

and image.12 Additionally, ORA claims that SoCalGas lacks quantitative justification for the 16

incremental activity, and that this organization is already adequately staffed.17

B. NDC18

The NDC submitted testimony to San Diego Gas & Electric Company (SDG&E) and 19

SoCalGas on May 14, 2018.20

NDC supports SoCalGas’ request to expand minority communication campaign 21

analysis,13 but recommends that SoCalGas must conduct its multicultural and language surveys 22

6 Ex. ORA-17 (Yeh) at 28:6-10.
7 Ex. ORA-17 (Yeh) at 28:5-6.
8 Ex. ORA-17 (Yeh) at 34:8-9.
9 Ex. ORA-17 (Yeh) at 35:3-6.
10 Ex. ORA-17 (Yeh) at 36:5-6.
11 Ex. ORA-17 (Yeh) at 39:6-8.
12 Ex. ORA-17 (Yeh) at 26:14-17.
13 Ex. NDC-01 (Bautista) at 20:12-19.
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yearly, and expand the range to include Asian communities and customer assistance 1

campaigns.142

C. SBUA3

The Small Business Utility Advocates submitted testimony to SDG&E and SoCalGas on 4

May 14, 2018 and takes the following positions:5

Recommends that SDG&E and SoCalGas commit to fund at least 10 full-6

time-equivalent (FTEs) that are trained and specifically dedicated to 7

supporting small businesses with customer service and outreach.158

Recommends that the California Public Utilities Commission 9

(Commission) require both SDG&E and SoCalGas to create at least one 10

department or organization dedicated to shaping Sempra’s company wide-11

interaction and policies to improve service for small business customers 12

and to connect them with tools, resources, programs, services, and 13

integrated demand-side management (IDSM) offerings.1614

Recommends the Commission require Sempra to conduct a detailed study 15

and report on challenges and hurdles faced by small commercial 16

customers in adopting energy solutions with concrete recommendations to 17

address these hurdles, and report the results of this study in the next 18

GRC.1719

III. REBUTTAL TO PARTIES’ O&M) PROPOSALS20

A. Non-Shared Services O&M21

The non-shared O&M costs for Customer Service – Information includes costs for 22

Customer Strategy and Engagement, Customer Assistance and Segment Services.  Each area is23

discussed separately.24

Tables RM-3 and Table RM-4 summarize the impact of ORA’s proposals on TY 2019 25

estimated expenses for SoCalGas Customer Service – Information non-shared O&M.26

14 Ex. NDC-01 (Bautista) at ii.
15 Ex. SBUA (Rafii) at 9.
16 Ex. SBUA (Rafii) at 9.
17 Ex. SBUA (Rafii) at 15.
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Table RM-31
Comparison of SoCalGas & Other Intervenors2

CS-I Non-Shared TY 2019 O&M Expenses Summary3

4
*In the course of review errors were discovered in the calculation of adjustments to recorded costs for 5
2012-2016, SoCalGas corrects its TY 2019 O&M forecasted value from $20,558 to $20,555 to reflect 6
this correction.7

8

Table RM-49
CS-I Non-Shared O&M Expenses Workpaper Level Summary10

11
*In the course of review errors were discovered in the calculation of adjustments to recorded costs for 12
2012-2016, SoCalGas corrects its TY 2019 O&M forecasted values for the following areas:13

- Customer Strategy and Engagement – from $7,102 to $7,13814
- Customer Assistance – from $3,438 to $3,43515
- Customer Segment Services – from $10,018 to $9,98216

17
1. Disputed Cost: Customer Strategy and Engagement18

ORA takes issue with the TY 2019 O&M forecast for Customer Strategy and 19

Engagement, and recommends that SoCalGas’ incremental request of $1.158 million be 20

disallowed over the base 5-year average forecast after adjustments for FOF and Aliso Canyon.  21

SoCalGas used a 5-year average (2012 – 2016) to form the basis for its TY 2019 forecast and 22

then added costs required to fund incremental activities. As discussed more fully below, while 23

SoCalGas provided direct testimony in support of its proposed incremental activities, ORA 24

selectively ignores that information.  ORA also misinterprets information provided in response to 25
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a data request to arrive at a conclusion that is not supported in fact. Further, ORA1

misunderstands that the new and expanded activities described by SoCalGas in its direct 2

testimony are additional activities not previously captured in historical costs, and are necessary 3

to meet the needs and expectations of customers in TY 2019.  4

As such, SoCalGas disagrees with ORA’s recommendation because the incremental 5

activities will not be realized without incremental funding.  These new activities, as described in 6

my prepared direct testimony include:7

Increased communications on the impacts of climate change, and 8

programs and products available to low-income customers and 9

Disadvantaged Communities (DACs).1810

Provide additional creative services graphic design, scheduling, and 11

production of printed and electronic material necessitated by the increased 12

communications activities;1913

Enhanced research and analyses to help better inform customer 14

communication preferences, service offerings, content, and trends;2015

Increased education in response to public interest and media exposure over 16

gas safety, climate change policy, appropriate appliance use, carbon 17

monoxide poisoning awareness, and earthquake response by customers;2118

and19

Expanded social media and text messaging to communicate relevant 20

information across more social media channels.2221

Moreover, ORA’s disallowance would eliminate the incremental research that the NDC is 22

in support of.2323

18 Ex. SCG-20-R (Cheung) at ASC-17:29-30.
19 Ex. SCG-20-R (Cheung) at ASC-18:1-3.
20 Ex. SCG-20-R (Cheung) at ASC-18:4-5.
21 Ex. SCG-20-R (Cheung) at ASC-18:6-8.
22 Ex. SCG-20-R (Cheung) at ASC-18:10-11.
23 Ex.NDC-01 (Bautista) at 20:12-19.
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a. ORA’s conclusion that SoCalGas is trying to improve its own 1
public relations and image to customers is without merit. 2

ORA baldly claims that the incremental resources sought by SoCalGas are designed 3

solely to improve SoCalGas’ own public relations and image stating: 4

…among other activities that come across as SCG trying to improve its own PR 5
and image to customers. ORA does not believe it is appropriate nor necessary for 6
SCG to ask for significant extra funding to this end, as the purpose of CS-I should 7
ultimately be for activities that benefit the customer or are directly relevant to 8
helping customers’ energy use align with SCG’s greenhouse gas and SLCP (short 9
lived climate pollutant) reduction targets.2410

Specifically, ORA disagrees with the incremental $0.130 million for one additional 11

Market Advisor, $0.100 million for one additional Communications Advisor, and $0.046 million 12

of non-labor expenses for customer communication and outreach focused on DACs and climate 13

change imperatives from the Customer Marketing and Communications group.25 ORA further 14

recommends disallowing $0.100 million for an additional Project Manager responsible for 15

developing customer communications materials, including brochures, letters, fliers, and 16

graphical illustrations for the Creative Services group.2617

ORA makes the above recommendations based on the incorrect assumption that the 18

incremental activities are for SoCalGas’ own PR and image.  However, the “proactive 19

approach”27 for these activities described in my direct testimony is not for the purpose of 20

promoting the company name or brand.  Rather, it is to provide information on offerings 21

available to end-use customers from the perspective of climate change.28 Since climate change 22

policies are drivers of the many energy-related programs and services designed to benefit 23

consumers, the environment, and the economy, it is important for all customers to better 24

understand the correlation between the energy-related programs and climate change. SoCalGas 25

offers customer programs and services, such as, but not limited to: Energy Savings Assistance 26

Program, Low-Income Home Energy Assistance Program, Middle Income Direct Install 27

24 Ex. ORA-17 (Yeh) at 26:16-21.
25 Ex. ORA-17 (Yeh) at 29:10-13.
26 Ex. ORA-17 (Yeh) at 30:7-10.
27 Ex. SCG-20-R (Cheung) at 19:9.
28 Ex. SCG-20-R (Cheung) at 19:8-12.
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Program, Comprehensive Mobile Home Program, California Alternative Rates for Energy, 1

California Solar Initiative – Thermal Water Heating, and Self-Generation Incentive Program.  2

The overarching goal of these programs is to support California’s initiatives for the purpose of 3

reducing climate change impacts.  Most recently, the Senate Bill (SB) 350 Clean Energy and 4

Pollution Reduction Act of 2015, has legislated significant changes to several energy offerings 5

that will impact energy rates and customer behavior.  However, current communications are 6

specific to the end-use offerings such as programs, services, or products and do not clearly link 7

to climate change. As such, proactively creating this linkage provides customers with 8

information on how they can impact climate change.  9

Climate change imperatives will also have impacts on new offerings.  The incremental 10

resources in Customer Strategy and Engagement are needed to help manage the expected 11

increase in workload specific to climate change messaging necessary to offer programs and 12

services related to/for biogas.  Per California Public Utilities Code (PUC) §399.20(f)(2)(D), and 13

as stated in my revised direct testimony:14

The commission shall encourage gas and electrical corporations to develop and 15
offer programs and services to facilitate development of in-state biogas for a 16
broad range of purposes.2917

It is important to note that ORA did not take issue with the requested increases to support 18

the Renewable Gas Customer Outreach business unit.  However, ORA fails to understand the 19

correlation between the Customer Strategy and Engagement organization and internal business 20

units.  As described in my direct testimony, the Customer Strategy and Engagement (CSE) 21

organization is responsible for managing SoCalGas’ customer communications across all 22

segments and mediums.30 Any increase in activities in any business unit can have direct impacts 23

to the Customer Strategy and Engagement organization.  To best support PUC §399.20(f)(2)(D) 24

objectives, it will be necessary to increase communications related to the development of biogas, 25

serving to educate customers about the available products or services in line with climate change 26

initiatives.  In a recent SoCalGas customer panel, over four-fifths of residential panelists 27

indicated that they care about climate change with about half indicating that they care a great 28

deal.  Similarly, two-in-five business panelists indicated they care a great deal about global 29

29 Ex. SCG-20-R (Cheung) at ASC-47:3-5.
30 Ex. SCG-20-R (Cheung) at ASC-13:11-12.
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climate changes.31 SoCalGas understands that it is important for all customers to receive 1

relevant information on the many choices available for energy management.  The incremental 2

funding will allow customers to receive such information.  3

Contrary to ORA’s assertion that SoCalGas is seeking to fund activities that would not 4

directly benefit customers, SoCalGas will be providing customers factual information on how to 5

minimize their environmental impact and how to use energy more efficiently.  The format for the 6

increased communications on climate change will be similar to SoCalGas’ Safety messaging and 7

Winter Demand messaging, which have the objective to provide information, education, and 8

outreach to all customers.32 For example, safety messaging provides information about best 9

practices to help keep customers safe around natural gas.  Similarly, SoCalGas’ Winter Demand 10

Campaign,  provides education on many energy topics such as: energy conservation, information 11

on how to manage their natural gas usage in addition to raising awareness on appliance safety 12

tips, how to properly heat your home with natural gas appliances, changing furnace filters and 13

installing CO2 detectors.33 More explicitly, the information provided in the above referenced 14

communications provide information, education, and outreach on offerings for the benefit of the15

end-use customer and not for the purpose of promoting SoCalGas’ brand.  In a similar fashion, 16

the incremental resources requested will allow preparation of communications with content 17

focused on informing all customers, including those in DACs, about their energy management 18

choices such as programs, services, and products consistent with supporting climate change 19

imperatives. 20

SoCalGas maintains that the incremental resources to help provide customers information 21

on offerings with the perspective of climate change is an appropriate request that would provide 22

direct benefits to all customers.23

31 See Appendix B: August 2017 and March 2018Residential and Business Customer insight panel.  
SoCalGas customer panelist response to the question “To what degree do you care about the issue of 
global climate change?”
32 June 18, 2018, SoCalGas Rebuttal Testimony of Rosalinda Magana (Customer Service - Information), 
Ex. SCG-220 (Ex. SCG-220 (Magana)) at Appendix B: 2017 customer marketing and communication 
material samples.
33 Ex. SCG-220 at Appendix C: 2017 customer marketing and communication material samples.
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b. ORA ignores incremental requests for DAC communications.1

ORA ignores that $0.100 million for a Communications Advisor, and $0.046 million of 2

non-labor expenses for Customer Communications and Outreach are for the benefit of DACs.  3

The incremental resources will help leverage SoCalGas’ current outreach and education 4

resources for the benefit of DACs.  Per SB 350, §454.52(a)(1)(H) priority for DACs is required 5

and necessary to help minimize localized air pollutants and other greenhouse gas emissions.346

SoCalGas has the opportunity to help guide customers located in disadvantaged communities to 7

specific programs such as: CSI – Solar Thermal, Self-Generation Incentive Program, Energy 8

Efficiency, and other DAC-targeted programs.  Providing information on customer offerings to 9

the most disadvantaged communities will help customers better manage their energy usage.10

c. ORA’s conclusion that Customer Strategy and Engagement is 11
sufficiently staffed should be rejected.12

ORA claims that staffing levels are sufficient to cover TY 2019 proposals stating that:13

In response to a Data Request (DR),35 SCG provided the organizational charts of 14
the existing positions for every work group in this cost center… for Marketing 15
and Communications.  This work group already has sufficient communication 16
advisors.3617

ORA opposes the requested incremental funding is [sic] because SCG already has 18
sufficient staffing in [Creative Services]… There are already Project Specialists 19
and Identity & Creative Services Advisors that could perform needed functions.3720

ORA opposes the requested incremental funding as SCG has sufficient staffing in 21
[Customer Insights & Analytics]…  There are already multiple research analysts 22
in this work group that could perform the needed analysis.3823

ORA opposes [sic] the requested incremental funding because SCG already has 24
sufficient staffing and resources in [Digital Engagement].3925

34 California Legislative Information, SB-350 Clean Energy and Pollution Reduction Act of 2015 (Last 
Amended on September 11, 2015), available at 
https://leginfo.legislature.ca.gov/faces/billNavClient.xhtml?bill_id=201520160SB350.
35 ORA-SCG-142-CY3, Question 1, Attached as Appendix A.1.
36 Ex. ORA-17 (Yeh) at 29:11-30:17.
37 Ex. ORA-17 (Yeh) at 30:15-31:16.
38 Ex. ORA-17 (Yeh) at 32: 3-4.
39 Ex. ORA-17 (Yeh) at 32:12-15.
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SoCalGas requires additional funding to support incremental activities and work 1

requirements beyond historical levels.2

ORA is incorrect.  As stated in my revised direct testimony, the five-year forecasting 3

methodology utilized a levelized cost attributable to cyclical activities and unusual operating 4

conditions, but did not reflect other incremental costs that were not reflected in historical cost 5

data.40 In other words, SoCalGas’ five-year forecast methodology only reflects funding levels 6

that are necessary to maintain activities that it is currently performing and unusual operating 7

conditions such as significant personnel movement resulting from specific company 8

reorganizations and realignments.  Furthermore, ORA arbitrarily uses the variance between the 9

2017 forecast and the 2017 adjusted-recorded costs to justify their recommendations.  ORA 10

concludes that the historical level of labor is adequate to cover SoCalGas’ TY 2019 established 11

core business activities as well as proposed incremental activities.  ORA’s logic is flawed as 12

incremental activities were not slated to begin until 2018.  Therefore, the 2017 adjusted-recorded 13

actuals do not adequately represent the necessary funding level to support TY 2019 incremental 14

and core activities.15

In response to data request ORA-SCG-142-CY3, Question 1a (Q1a) and Question 2a16

(Q2a), SoCalGas submitted Customer Strategy and Engagement’s organizational chart showing 17

the number of employees that are part of this area.  The organizational chart did not provide FTE 18

information on GRC-funded activities.  Nonetheless, ORA misuses the headcount information 19

and assumes that the Customer Strategy and Engagement organization is properly staffed to 20

perform core and new incremental activities in this group. Additionally, SoCalGas’ response to 21

ORA’s data request indicated that no existing FTEs (including 2017) are performing incremental 22

activities forecasted in TY 2019 for the Customer Marketing & Communications, Creative 23

Services, or Digital Engagement groups.41 While FTEs with similar responsibilities exist in the 24

Customer Insights & Analytics group, an additional FTE is necessary to leverage the increasing 25

amount of customer data to provide greater granularity on how to best address customer needs.4226

40 Ex. SCG-20-R (Cheung) at ASC-17:6-11.
41 Ex. SCG-220 (Magana) at Appendix A.1: SoCalGas’ response to data request ORA-SCG-142-CY3,
Q1, Q2, Q4.
42 Ex. SCG-220 (Magana) at Appendix A.1: SoCalGas’ response to data request ORA-SCG-142-CY3,
Q3; Ex. SCG-20-R (Cheung) at ASC-20:1-ASC-21:19.
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Overall, the requested FTEs are necessary to conduct and perform incremental activities that are 1

increasing customer awareness on environmental and climate change policies, targeting low-2

income customers and disadvantaged communities, and that provide comprehensive information 3

on benefits, and program offerings.  These incremental activities are over and above the current 4

activity levels as described in the following section.  5

d. ORA fails to understand the level of activity of the Customer 6
Strategy and Engagement area.7

SoCalGas does not see how a facial review of organizational charts for the Customer 8

Strategy and Engagement organization, reveals the level of activity for the current staffing of the 9

Customer Marketing & Communications, Creative Services, Customer Insights & Analytics, and 10

Digital Engagement groups.  Organizational charts provide information regarding head count, 11

but little else.  As stated in my revised direct testimony, the Customer Strategy and Engagement 12

organization has the responsibility for managing SoCalGas’ customer communications across all 13

segments and channels, regardless of how the activity is funded.  Customer Strategy and 14

Engagement is tasked with multiple responsibilities.  An overarching responsibility is managing 15

SoCalGas’ customer communication across all segments inclusive of GRC and non-GRC funded 16

activities.  A matrix of these Customer Strategy and Engagement activities for 2017 are provided 17

in Appendix D.43 Absent incremental funding of $1.158 million above the five-year average for 18

current activities, the capability to complete the incremental activities will be extremely limited.19

e. ORA fails to recognize customers increasing demand for 20
information through multiple channels.21

ORA claims to be unaware of customers increasing demand for exchange of information 22

through multiple channels.  ORA further claims that no study was cited, nor was any quantitative 23

explanation or a concrete example given as to how this conclusion was reached.44 Contrary to 24

ORA’s knowledge, SoCalGas has experienced an increase in demand for information through 25

multiple channels.  It is also important to note that communication channels are not abandoned.  26

Specifically, the social media channels have experienced accelerated growth historically 27

and are continuing to grow.  While information on the social media growth between 2015 and 28

43 Ex. SCG-220 (Magana) at Appendix D: Customer Strategy & Engagement 2017 Business 
Communication Activities.
44 Ex. ORA-17 (Yeh) at 30:12-14.
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2016 were described in Appendix A of my prepared direct testimony, ORA overlooks this 1

information.  Additionally, these figures have been updated in this rebuttal testimony (see Figure 2

RM-1) for the 2014-2017 period.45 By the end of 2017 activity levels in SoCalGas’ Facebook, 3

Instagram, Twitter and YouTube channels showed growth of 30%, 47%, 255%, and 123% 4

respectively, when compared to 2015.46 This also represents an overall year over year growth of 5

21%, 18%, and 16% from 2014 to 2017.476

Figure RM-17
2014-2017 SoCalGas Social Media Channel Activity Levels8

9
Growth patterns can also be seen through SoCalGas’ My Account and Business My 10

11

45 Ex. SCG-220 (Magana) at Appendix I:  SoCalGas Recent Digital Channel Activity.
46 Id.
47 Id.
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Account tools.48 The number of customers creating new logins show a steady increase year over 1

year.  As newer generations begin to solicit gas services, this growth is likely to continue.2

Figure RM-23
2015-2017 SoCalGas My Account Activity4

5
Figure RM-36

2016-2017 SoCalGas Business My Account Activity497

8

48 My Account and Business My Account is a digital portal that provides customers with the ability to 
handle their most common transactions via the internet. Services available include the ability to view and 
pay bills, setup automated payment plans or request payment extensions, schedule and update service 
requests, view and analyze energy usage, and update user contact information. My Account services can 
be accessed online using any web browser, or on a smartphone using SoCalGas apps or a web browser.
See Ex. SCG-220 (Magana) at Appendix I:  SoCalGas Recent Digital Channel Activity.
49 Ex. SCG-220 (Magana) at Appendix I:  SoCalGas Recent Digital Channel Activity.
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Further, customers are using a variety of channels at any given time.  Younger age groups 1

demonstrate an expectation of multi-channel coverage when interacting with a utility. They 2

show greater usage and preference for a wider variety of channels, indicating that utilities cannot 3

simply rely on traditional channels such as phone and email to provide a great customer 4

experience.50 When Pew Research Center began tracking social media adoption in 2005, just 5% 5

of American adults used at least one of these platforms. By 2011, that share had risen to half of 6

all Americans, and today 69% of the public use some type of social media.51 Due to these 7

trends, ORA’s proposed funding levels for Customer Strategy and Engagement are inadequate to 8

meet future customer expectations and requirements as communications channels continue to 9

expand and the use of digital and social media channels becomes more prolific. Therefore, 10

ORA’s claim is baseless and should be rejected.11

f. ORA ignores the justification provided for Customer Insights 12
and Analytics on the customer benefits of data collection and 13
analysis from the availability of big data and growth analytics.14

ORA challenges SoCalGas’ request for an additional $0.090 million for one FTE Data 15

Analyst, and requests of $0.110 million and $0.046 million in non-labor for communications 16

campaign analysis.  ORA states that SoCalGas failed to cite a study to justify how the conclusion 17

was reached, nor did SoCalGas provide any quantitative explanation or even a concrete example 18

of why the rise in the amount of data collection and analysis from the availability of big data and 19

the growth of digital technology in recent years has led to new opportunities for companies to 20

analyze and leverage the collected data to benefit the customers they serve.5221

However, ORA ignores information provided by SoCalGas in prepared direct testimony. 22

My prepared revised direct testimony identified the historical and forecasted growth measured 23

through expenditures in big data analysis and the stated potential from this growth as big data 24

25

50 Ex. SCG-220 (Magana) atAppendix E: Channel Preferences of the Future: Emerging Trends Among 
Customers,” Lisa Schulte, E Source (October 2016).
51 Ex. SCG-220 (Magana) atAppendix F: Pew Research Center. “Social Media Fact Sheet,” February 5, 
2018.
52 Ex. ORA-17 (Yeh) at 31:7-14.
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and analytics can help firms make sense of and monitor habits, preferences, and sentiment.53 My 1

prepared revised direct testimony also identified the Integrated Customer Data Analytics (ICDA) 2

project,54 as an example of a big data source within SoCalGas where increased data volume 3

generated from Advanced Meter interval data,55 and customer self-service transactional data can 4

be leveraged to perform advanced analytics and predictive data modeling to provide greater 5

granularity on how best to address customer needs.  Thus, ORA’s observation should be 6

dismissed as the provided information sufficiently justifies these incremental activities. 7

g. ORA’s recommendation to hire ad hoc contract resources to 8
support incremental analytics efforts is only a temporary 9
solution and should be rejected.10

ORA goes on to state that, “If existing research analysts are unable to perform the data 11

analysis SCG describes, ORA’s forecast still allows for additional resources above the BY 2016 12

to be used to provide professional training to existing research analysts or hire ad hoc contract 13

resources.”56 However, the existing research analysts’ backgrounds and work is focused on 14

conducting quantitative and qualitative market research.  Current staff of the Customer Insights 15

& Analytics group are responsible for all SoCalGas customer research and typically are16

conducting multiple ongoing research studies.  A different technical focus and skill set are 17

53 Ex. SCG-20-R (Cheung) at ASC-21, n.22.  “Within telecommunications, for instance, big data and 
analytics are applied to help retain and gain new customers as well as for network capacity planning and 
optimization. Meanwhile, the media industry has been plagued by massive disruption in recent years 
thanks to the digitization and massive consumption of content. Here, big data and analytics can help firms 
make sense of and monitor their readers’ habits, preferences, and sentiment. Vendors targeting the big 
data and analytics opportunity would be well-served to craft their messages around these industry 
priorities, pain points, and use cases.”  Further, “[Big Data Analytics] technology investments will be led 
by IT and business services, which together will account for more than half of all big data and business 
analytics revenue in 2017 and throughout the forecast. Services-related spending will also experience the 
strongest growth with a five-year corporate annual growth rate of 14.4%.”  Ex. SCG-220 (Magana) at 
Appendix G: International Data Corporation. “Big Data and Business Analytics Revenues Forecast to 
Reach $150.8 Billion This Year, Led by Banking and Manufacturing Investments, According to IDC,” 
March 14, 2017.
54 Ex. SCG-20-R (Cheung) at ASC-21, n.23.
55 SoCalGas’ largest source of data is the hourly usage reads from our Advanced Meters. Every day, each 
of the approximately 6 million advanced meters in our territory send data to our Data Warehouse, 
resulting in approximately 6 million rows added daily. This usage data allows our customers to 
understand and manage their own usage patterns.
56 Ex. ORA-17 (Yeh) at 32:4-7.
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necessary to conduct complex data analysis, advanced analytics and modeling (e.g. predictive 1

modeling) and cannot easily be trained where years of education and experience are necessary to 2

effectively conduct such analyses.  Customer Insight and Analytics have been traditionally3

focused on market research and basic analysis of study results, which does not include advanced 4

analytics or predictive data modeling.  ORA’s recommendation to hire ad-hoc contract resources 5

would only be a costly and temporary solution. Industry experts have identified that utilities are6

adopting and employing advanced modeling techniques to discover insights in the data. Along 7

with this task, utilities are beginning to complement their existing workforces with data-savvy8

(data scientists) talent that bring advanced analytics, modeling and visualization skills to bear on 9

these efforts.57 SoCalGas’ requested FTE within Customer Insights and Analytics is necessary10

to yield the opportunities provided by the advancement of analytics.11

h. ORA fails to address the fact that incremental funding for 12
Aclara annual software fees and annual Bill Tracker SMS Fees 13
are necessary as Advanced Metering Infrastructure (AMI) 14
operating impacts integrate into base business operations.15

ORA’s recommendation will disallow all incremental costs outside of FOF and Aliso 16

adjustments.   However, ORA’s recommendation fails to address all the incremental non-labor 17

costs related to the migration of on-going maintenance and support from the Advanced Meter 18

Project to the CS-I and CS-OO witness areas.  These costs, as stated in my revised direct 19

testimony represent:20

$0.168 million of incremental funding for Aclara annual CE/EP software 21

licensing fees to support Ways to Save, our online tools that allow customers to 22

view and manage their natural gas consumption.58 These are on-going committed 23

expenses that are now being transitioned from AMI to GRC O&M.24

$0.088 million of incremental funding for Bill tracker SMS fees to provide 25

customers their bill tracker alerts through outbound SMS texts, which help26

customers track their ongoing natural gas usage, through comparisons of their 27

57 Ex. SCG-220 (Magana) at Appendix H: Bain & Company. “How Utilities Are Deploying Data 
Analytics Now,” August 31, 2016.
58 Ex. SCG-20-R at ASC-23:5-7.
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usage to their prior month/year and projections of their monthly bill.59 These are 1

on-going committed expenses that are now being transitioned from AMI to GRC 2

O&M.3

Reiterating my revised direct testimony, by TY 2019, SoCalGas’ AMI deployment will 4

be complete and the costs associated with the post-deployment phases will no longer be recorded 5

to the AMI balancing account.  AMI operating impacts will be integrated into base business6

operations for the first time and are incremental to my base forecast.  As part of the AMI 7

deployment and in collaboration with other SoCalGas initiatives, new energy presentment and 8

analysis tools have been made available through the “Ways to Save” section of both the 9

socalgas.com “My Account” customer portal as well as through the SoCalGas Mobile App.6010

Funding for the on-going operation and support of the customer-facing Ways to Save 11

online tools, the Customer Contact personnel “Bill Analyzer” tool, and weekly Bill Tracker 12

Alerts, will be provided through the digital engagement team within CSE, and through the 13

Customer Contact Center referenced in the Customer Service Office Operation revised direct 14

testimony of Michael Baldwin (Exhibit SCG-19-R).  ORA does not take issue with the related 15

costs in the Customer Contact Center Support area of the Customer Services - Office 16

Operations61 and should not take issue with the similar related costs in the Digital Engagement 17

area.  These costs explicitly support the mission of the CS-I area as depicted by ORA, which 18

provide “assistance to customers and help customers manage their energy usage more efficiently 19

and effectively”62 and should be approved.20

59 Ex. SCG-20-R at ASC-23:8-11.
60 A summary of the tools available through Ways to Save have been summarized in the Direct Testimony 
of Rene Garcia on Advanced Metering Infrastructure (Ex. SCG-17-R).  Residential and Business 
customers with AMI can access their hourly and daily natural gas usage data through the “Analyze 
Usage” tool available within this online tool suite. Through the Analyze Usage tool, customers can also 
download their advanced meter usage data in both the standard “CSV” and/or the “Green Button”
download format to facilitate sharing with third parties of their choosing. The Ways to Save tool suite also 
includes other complementary energy and bill analysis tools, such as a “Compare Bills” feature that 
allows customers to analyze factors causing their bills to increase or decrease when compared to prior 
billing periods.
61 Ex. ORA-17 (Yeh) at 14:6-8.
62 Ex. ORA-17 (Yeh) at 26:12-14.
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2. NDC1

NDC supports SoCalGas’ request to expand minority communication campaign 2

analysis,63 but recommends that SoCalGas be required to conduct its multicultural and language 3

surveys yearly, and expand the survey range to include Asian communities and customer 4

assistance campaigns.645

a. NDC ignores SoCalGas response to data requests regarding 6
campaign analysis and SoCalGas’ current activities evaluating 7
marketing and outreach effectiveness.8

NDC notes a lack of insight into the effectiveness of marketing to the growing minority 9

communities that must be remedied,65 stating that:10

Every two years, SoCalGas is required to conduct a Pipeline Awareness research 11
study to assess customer awareness of gas pipeline safety information.  The 12
survey is available in Spanish, and as part of the study, Spanish survey results are 13
compared to English results.  Aside from this comparison, SoCalGas does not 14
conduct any regular analysis of the effectiveness of their Spanish campaigns.6615

However, NDC ignores SoCalGas’ response to data requests, which plainly indicated that 16

SoCalGas tracks the performance of campaign messaging tactics uniformly across all customer 17

sectors.  SoCalGas obtains insight into the effectiveness of its marketing efforts, including efforts 18

with minority and low-income customers, through the analysis of metrics and performance for 19

each communication channel conducted at the culmination of the campaign, and that the results 20

of the analysis are considered during the planning of following campaign strategies.6721

b. SoCalGas’ incremental forecast for Spanish language 22
campaign analysis is for qualitative analysis, which is 23
appropriate to help identify preferred messaging, enhance 24
customer education, and increase program participation.25

NDC also misstates SoCalGas’ data request response regarding the type of Spanish 26

analysis planned.  NDC states in their testimony:27

63 Ex. NDC-01 (Bautista) at 20:12-13.
64 Ex. NDC-01 (Bautista) at ii.
65 Ex. NDC-01 (Bautista) at 20:7-8.
66 Ex. NDC-01 (Bautista) at 19:16-20:1.
67 Ex. SCG-220 (Magana) at Appendix A.2: SoCalGas’ response to data request NDC-SEU-DR-08, Q.10 
and NDC-SEU-DR-06, Q.5.
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In data requests, SoCalGas explains that they plan to conduct their Spanish-1
language quantitative analysis yearly, which NDC supports as an appropriate 2
frequency for multi-language and multicultural surveys.683

SoCalGas indicated in data request response NDC-SEU-DR-08 Question14 (Q.14) that it 4

is requesting resources to expand in this area by conducting yearly Spanish-language qualitative5

analysis to better understand customer knowledge and awareness.  Qualitative research is 6

exploratory, and is used to go deeper into issues of interest and explore nuances related to the 7

problem at hand.69 Further, it can help shed light on the feelings, values, and perceptions that 8

underlie and influence behavior as well as identify customer needs,70 and is more appropriate to 9

understanding how to effectively communicate information.  By conducting Spanish language 10

qualitative research, SoCalGas will gain a better understanding of this minority customer 11

segment to help identify preferred messaging, enhance customer education, and increase 12

program participation in DACs. Additional funding would be necessary to expand the scope of 13

efforts to include quantitative research through language-specific surveys, as well as to expand 14

any analysis to include the main Asian languages that have been proposed by NDC.15

3. SBUA16

SoCalGas recognizes the unique needs of small businesses for customer service and 17

outreach but disagrees with the recommendations from SBUA regarding the prescribed 18

commitment of FTE resources because resources are already available within SoCalGas that 19

serve the small and medium business (SMB) customer segment.  SoCalGas also disagrees with 20

the recommendation to conduct a detailed study and report on challenges and hurdles faced by 21

small commercial customers in adopting energy solutions, as SoCalGas currently conducts 22

research and analysis to better serve its SMB customers.  Additionally, many of the drivers 23

68 Ex. NDC-01 (Bautista) at 20:15-17 (emphasis added) (citations omitted).
69 Quantitative research is conclusive in its purpose as it tries to quantify the problem and understand how 
prevalent it is by looking for projectable results to a larger population.  Here, data collection typically 
occurs through large scale surveys (online, phone, paper), audits, and points of transactional interactions. 

Qualitative research is, by definition, exploratory, and it is used when we don’t know what to expect, to 
define the problem or develop an approach to the problem.  It’s used to go deeper into issues of interest 
and explore nuances related to the problem at hand.  Common data collection methods used in qualitative 
research are focus groups, in-depth interviews, observation, and ethnographic participation/observation.
70 Qualitative Research Consultants Association (QRCA), When to Use Qualitative Research, available at
https://www.qrca.org/page/whentouseqr?.
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identified by SBUA are based on energy reduction and energy efficiency needs71 of small 1

business customers, which are within the scope of the CPUC’s energy efficiency proceeding.  If 2

SBUA’s recommendation is to be considered by the Commission, the topic should be examined 3

in the Energy Efficiency Proceeding or related applications.4

a. SBUA’s recommendation to incrementally fund 10 FTEs and 5
to create at least one department or organization to improve 6
services for small business customers is unfounded as resources 7
are available within SoCalGas and serving SMB customers.8

SBUA states that:9

I recommend that the Commission require SDG&E and SoCalGas to each commit 10
to fund at least 10 full-time equivalent employees (FTE) that are trained and 11
specifically dedicated to supporting small businesses with customer service and 12
outreach. Of these 20 FTE at least two (one at SDG&E and one at SoCalGas) 13
should be senior level employees, such as an account managers or supervisors.  I 14
further recommend that the Commission require both SDG&E and SoCalGas to 15
create at least one department or organization that is specifically dedicated to 16
shaping Sempra’s company-wide interactions and policies to improve services for 17
small business customers and to connect them with tools, resources, programs, 18
services and integrated demand side management (IDSM) offerings.7219

SoCalGas supports marketing, communication, and outreach efforts to small and medium 20

business customers through its Customer Strategy and Engagement organization, leveraging its 21

Customer Marketing & Communication, Creative Services, Customer Insights & Analytics, and 22

Digital Engagement teams, providing communications through multiple channels building23

awareness of, and improving access to, existing and new utility services, programs and 24

resources, as well as targeted research and analysis to understand customer service needs and 25

preferences.  As part of these activities, SoCalGas regularly conducts business customer panels, 26

comprised of strictly small and medium customers, to understand their energy needs and 27

interests.  SoCalGas’ Customer Segment Services organization provides support services 28

strategy and customer services for the mass markets and SMB customers, which include, but are 29

71 Ex. SBUA (Rafii) at 10-11 regarding SoCalGas’ Energy Efficiency Business Plan.; Ex. SBUA (Rafii) 
at 14-15 regarding energy management systems, customizable network of hardware, software and/or 
services that help improve energy efficiency by allowing you to monitor and control devices via a 
computer, smartphone or tablet.
72 Ex. SBUA (Rafii) at 9.
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not limited to, outreach to effectively communicate programs, services, rate education, air quality 1

regulations and mandated messages to the SMB segment.2

Further, SoCalGas offers numerous programs across various CPUC proceedings to its 3

broad customer base, which include small and medium business customers, that provide energy 4

solutions for renewable energy use and energy efficiency.  Such programs include, but are not 5

limited to, Energy Efficiency, California Solar Initiative (CSI)-Thermal, and the Self-Generation 6

Incentive Program.  In addition, SoCalGas provides energy solutions through services such as 7

Business My Account, dedicated business customer service representatives, and field technicians 8

that deliver energy expertise on any number of energy related topics such as bill and rate related 9

information, general service, and safety information to business customers.7310

To expand support in helping customers align their energy needs with the current 11

environmental policies, I have requested one incremental FTE in the Customer Segment Services 12

in my direct testimony to provide market analysis to Customer Segment Services teams, which 13

serve our SMB customers, to help develop education material, customer analysis, and other 14

offerings to support climate change policies.15

b. SBUA’s recommendation to conduct a detailed small 16
commercial customer study is unnecessary given SoCalGas’17
response to SBUA’s data request regarding outreach, 18
marketing, and education efforts that target small businesses.19

SBUA states that:20

To truly reach small commercial customers, SDG&E and SoCalGas should 21
implement education and outreach campaigns that specifically target small 22
businesses.7423

SoCalGas conducts marketing and outreach campaigns that either target, or are specific 24

to small business customers across multiple GRC proceedings.  SoCalGas notes that in response 25

to SBUA’s data request regarding studies, reports, or other data on SoCalGas’ outreach, 26

marketing, and education efforts for small business customers, SoCalGas identified its SMB 27

73 Ex. SCG-220 (Magana) at Appendix A.3: SoCalGas’ response to data request SBUA-SEU-DR-002 Q.9.
74 Ex. SBUA (Rafii) at 8.
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energy efficiency marketing and outreach campaign, which specifically targeted SMB 1

customers.752

Further, SBUA states that:3

To address the particularly low adoption rates of small commercial customers in 4
energy solutions, I recommend that the Commission require Sempra to conduct a 5
detailed study and report on the challenges and hurdles faced by small 6
commercial customers in adopting energy solutions with concrete 7
recommendations to address these hurdles, and to report the results of this report 8
in the next GRC.769

In response to the same data request, SoCalGas identified that it regularly conducts 10

business customer panels to understand the needs and interest of small and medium business 11

customers.77 SoCalGas clarifies that this customer panel wholly consists of small and medium 12

business customers, providing the specific perspective and insight of this customer segment for 13

their energy use and needs.  SoCalGas also stated that it analyzes the efforts of targeted 14

campaign communications by tracking the performance of messaging tactics, with a sample of 15

the campaign summary with results of the 2016 SMB energy efficiency marketing campaign.7816

Given these current research and analysis efforts, SBUA’s request is unnecessary.17

4. Customer Assistance18

a. ORA and Other Intervenors19

No party took issue with SoCalGas’ TY 2019 forecast of $3,438,000 million for the 20

Customer Assistance area.79 The Commission should adopt SoCalGas’ forecast as reasonable.21

75 Ex. SCG-220 (Magana) at Appendix A.4: SoCalGas’ response to data request SBUA-SEU-DR-003 Q.14.
76 Ex. SBUA (Rafii) at 15.
77 Ex. SCG-220 (Magana) at Appendix A.4: SoCalGas’ response to data request SBUA-SEU-DR-003 Q.14.
78 Ex. SCG-220 (Magana) at Appendix A.4: SoCalGas’ response to data request SBUA-SEU-DR-003 Q.14.
79 Ex. ORA-17 (Yeh) at 34:8-9.
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5. Customer Segment Services1

a. ORA and Other Intervenors2

No party took issue with SoCalGas’ TY 2019 forecast of $10,018,000 million for the 3

Customer Segment Services area.80 The Commission should adopt SoCalGas’ forecast as 4

reasonable.5

B. Shared Services O&M6

Table RM-57
Comparison of SoCalGas & Other Intervenors8

CS-I Shared TY 2019 O&M Expenses Summary9

10
*Due to errors discovered when responding to various data requests, SoCalGas corrects its TY 2019 O&M 11
forecasted value from $4,490 to $4,426 to reflect this correction.12

13
1. Shared Services – Customer Service- Information14

a. ORA & Other Intervenors15

None of the parties took issue with SoCalGas’ TY 2019 forecast for the CS-I Shared 16

Services work groups.81 Accordingly, SoCalGas recommends that the Commission adopt the 17

TY 2019 forecast for CS-I Shared Service of $4.490 million as reasonable.18

IV. REBUTTAL TO PARTIES’ IT CAPITAL PROPOSALS19

Table RM-620
Comparison of SoCalGas & Other Intervenors21
CS-I IT Capital TY 2019 Expenses Summary22

23

80 Ex. ORA-17 (Yeh) at 35:3-6.
81 Ex. ORA-17 (Yeh) at 36:5-6.
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A. CS-I IT Capital Projects1

1. ORA and Other Intervenors2

None of the parties oppose SoCalGas’ business rationale for any of the proposed IT 3

capital projects.82 Accordingly, SoCalGas recommends that the Commission adopt the TY 2019 4

forecast of IT capital projects justifications as reasonable.  5

V. CONCLUSION6

To summarize, ORA’s proposed disallowances for SoCalGas TY 2019 estimated 7

expenses should be rejected.  Unlike ORA, SoCalGas has properly documented TY 2019 8

estimated expenses for CS-I through prepared direct testimony, workpapers, rebuttal testimony 9

and responses to data requests.  Moreover, the incremental activities for Customer Assistance 10

Programs, Customer Segment Services, Clean Transportation Customer Support, Clean 11

Transportation Outreach, and Renewable Gas Outreach are uncontested by all parties.  12

Through this rebuttal, SoCalGas has properly addressed the proposed disallowances 13

proposed by ORA and the incremental activities proposed by NDC and SBUA.  SoCalGas has 14

provided justification to support the proposed incremental activities as being for the benefit of 15

informing customers about the energy options available to them to help best manage energy 16

consumption.  Therefore, SoCalGas’ estimated expenses for CS-I should be approved in full.17

This concludes my prepared rebuttal testimony.18

82 Ex. ORA-17 (Yeh) at 38:6-8; 39:6-8.
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VI. WITNESS QUALIFICATIONS1

My name is Rosalinda Magana.  I assumed sponsorship of this area from Andrew 2

Cheung.  My business address is 555 W. Fifth Street, Los Angeles, California.  I am currently 3

employed by SoCalGas, a Sempra Energy regulated California utility, as the Distributed Energy 4

Resource Strategy Manager responsible for developing program compliance, customer impact 5

analysis and coordination with other Distributed Energy Resource programs.  I joined SoCalGas 6

in 1994, and have held various positions in Customer Service, Low-Income Energy Efficiency 7

Programs, Self-Generation Incentive Program, and Commercial and Industrial customer 8

programs and outreach. 9

I received a Bachelor of Science degree in Business Administration with an emphasis in 10

Economics from Universidad Autonoma de Yucatan, Mexico.  I hold a Project Management 11

Professional Certificate from University of California, Los Angeles, and Energy Innovations & 12

Emerging Technologies Professional Certificate from Stanford University.  I have not previously 13

testified before the California Public Utilities Commission.14

15

16





ORA DATA REQUEST 

ORA-SCG-142-CY3 

SOCALGAS 2019 GRC – A.17-10-008 

SOCALGAS RESPONSE 

DATE RECEIVED:  FEBRUARY 26, 2018 

DATE RESPONDED:  MARCH 12, 2018 

 

Exhibit Reference: SCG-20-R 

SCG Witness: Andrew Cheung 

Subject: Customer Services-Information 

 

Please provide the following: 

 

1. Referring to Ex. SCG-20-R, page ASC-20, lines 1-7, “To help manage the increased 

communications and DAC-specific messaging-I am requesting the following: 1 FTE: 

Market Advisor responsible for coordinating all DAC-specific messaging updates. 1 FTE: 

Communications Advisor responsible for managing the increase in communications 

regarding the role of natural gas in relation to the state’s climate change policies.” 

 

a. Please provide an employee organizational chart for this section (Customer 

Marketing and Communications) for the last recorded year. 

 

b. Are there existing FTEs that have the above mentioned roles? 

 

c. Regarding the “increase in communications”, what tasks does that entail? Are any 

of these tasks automated? 

 

SoCalGas Response 01: 

 

a. Company-wide organizational charts were provided as part of the MDR Section A 

- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org 

Charts.pdf’.  SoCalGas used that file to provide the organizational chart for the 

Marketing and Communications team; there were no organizational changes in 

recorded year 2017.  See attachment “ORA-SCG-142-CY3 Q1-4a 

Attachment.pdf.” 

 

b. There are no existing FTEs that have the above-mentioned roles.  Currently 

activities related to DAC-specific messaging and also communications regarding 

the role of natural gas in relation to state climate change polices are managed on an 

ad-hoc basis by the Marketing and Communications team.  The additional FTEs 

are necessary based on the drivers as described in Exhibit SCG-20-R, page ASC-

19 beginning on line 6 through page ASC-20, line 10. 

 

c. Tasks of the requested Communications Advisor include, but are not limited to, the 

customer education responsibilities as described in Exhibit SCG-20-R, page ASC-

14, lines 2-4 and 14-20.  These tasks are not automated. 
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ORA-SCG-142-CY3 

SOCALGAS 2019 GRC – A.17-10-008 

SOCALGAS RESPONSE 

DATE RECEIVED:  FEBRUARY 26, 2018 

DATE RESPONDED:  MARCH 12, 2018 

 

2. Referring to Ex. SCG-20-R, page ASC-20, lines 21-27, “To help manage the increased 

work, I am requesting the following resources: 1 FTE: Project Manager responsible for 

developing customer communications materials, including brochures, letters, fliers, 

graphical illustrations and customer notifications door hangers, to address climate change 

policies. 1 FTE: Production Advisor responsible for coordinating and managing the 

schedule of customer communications materials.” 

 

a. Please provide an employee organizational chart for this section (Customer 

Marketing and Communications) for the last recorded year. 

 

b. Are there existing FTEs that have the above mentioned roles? 

 

SoCalGas Response 02: 

 

a. Company-wide organizational charts were provided as part of the MDR Section A 

- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org 

Charts.pdf’.  SoCalGas used that file to provide the organizational chart for the 

Creative Services team; there were no organizational changes in recorded year 

2017.  See attachment “ORA-SCG-142-CY3 Q1-4a Attachment.pdf.” 

 

b. There are no existing FTEs in the above-mentioned roles.  As the Creative 

Services team supports the activities of the Marketing and Communications team, 

the additional FTEs are necessary to support the increased work based on the 

drivers described in response to Question 1b above as well as in Exhibit SCG-20-

R, ASC-20, lines 12-27. 
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ORA-SCG-142-CY3 

SOCALGAS 2019 GRC – A.17-10-008 

SOCALGAS RESPONSE 

DATE RECEIVED:  FEBRUARY 26, 2018 

DATE RESPONDED:  MARCH 12, 2018 

 

3. Referring to Ex. SCG-20-R, page ASC-21, lines 6-10, “The following increase in 

resources will be required: “1FTE: Data Analyst responsible for proactively leveraging 

SoCalGas’ customer data, including SoCalGas’ Integrated Customer Data Analytics, by 

performing advanced analytics and predictive data modeling to provide greater granularity 

on how best to address customer needs” 

 

a. Please provide an employee organizational chart for this section (Customer 

Marketing and Communications) for the last recorded year. 

 

b. Are there existing FTEs that have the above mentioned role? 

 

SoCalGas Response 03: 

 

a. Company-wide organizational charts were provided as part of the MDR Section A 

- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org 

Charts.pdf’.  SoCalGas used that file to provide the organizational chart for the 

Customer Insights & Analytics team; there were no organizational changes in 

recorded year 2017.  See attachment “ORA-SCG-142-CY3 Q1-4a 

Attachment.pdf.” 

 

b. Yes, there are existing FTEs within the Customer Insights & Analytics team who 

are performing the tasks described in the above-mentioned role.  An additional 

FTE resource is necessary based on the drivers as described in Exhibit SCG-20-R, 

on page ASC-20 beginning on line 29 through page ASC-21, line 19. 
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ORA-SCG-142-CY3 

SOCALGAS 2019 GRC – A.17-10-008 

SOCALGAS RESPONSE 

DATE RECEIVED:  FEBRUARY 26, 2018 

DATE RESPONDED:  MARCH 12, 2018 

 

4. Referring to Ex. SCG-20-R, page ASC-22, lines 24-27, “To manage and expand 

SoCalGas’ social media offerings, the Digital Engagement team will require the following 

additional resources: 1 FTE: Program Specialist responsible for administering the 

increased social media communications.” 

 

a. Please provide an employee organizational chart for this section (Customer 

Marketing and Communications) for the last recorded year. 

 

b. Are there existing FTEs that have the above mentioned role? 

 

SoCalGas Response 04: 

 

a. Company-wide organizational charts were provided as part of the MDR Section A 

- General Requirements response to Q19 in the file ‘SCG MDR Sec A Q19 Org 

Charts.pdf’.  SoCalGas used that file to provide the organizational chart for the 

Digital Engagement section updated for recorded year 2017.  See attachment 

“ORA-SCG-142-CY3 Q1-4a Attachment.pdf.” 

 

b. There are no existing FTEs that have the above-mentioned role.  The required FTE 

resource will be supporting additional activities based on the drivers described in 

Exhibit SCG-20-R, page ASC-21, beginning on line 21 through page ASC-22, line 

28. 
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Key Performance Indicators 
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Social Media Fact Sheet

MORE FACT SHEETS: INTERNET/BROADBAND | MOBILE TECHNOLOGY

Today around seven-in-ten Americans use social media to connect with one another, engage with news content, share

information and entertain themselves. Explore the patterns and trends shaping the social media landscape over the

past decade below.

Social media use over time

When Pew Research Center began tracking social media adoption in 2005, just 5% of American adults used at least

one of these platforms. By 2011 that share had risen to half of all Americans, and today 69% of the public uses some

type of social media.

Social media use over
time

Who uses social media

Which social media
platforms are most
popular

Who uses each social
media platform

How often Americans
use social media sites

Find out more

Chart Data Share Embed



Source: Surveys conducted 2005-2018.

PEW RESEARCH CENTER

Who uses social media

As more Americans have adopted social media, the social media user base has also grown more representative of the

broader population. Young adults were among the earliest social media adopters and continue to use these sites at

high levels, but usage by older adults has increased in recent years.

Age Race Gender Income Education Community

% of U.S. adults who use at least one social media site

2006 2008 2010 2012 2014 2016 2018
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Chart Data Share Embed



Source: Surveys conducted 2005-2018.

PEW RESEARCH CENTER

Which social media platforms are most popular

Facebook is the most-widely used of the major social media platforms, and its user base is most broadly

representative of the population as a whole. Smaller shares of Americans use sites such as Twitter, Pinterest,

Instagram and LinkedIn.

% of U.S. adults who use at least one social media site, by age
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Chart Data Share Embed



Source: Surveys conducted 2012-2018.

PEW RESEARCH CENTER

Who uses each social media platform

Usage of the major social media platforms varies by factors such as age, gender and educational attainment.

Facebook/Instagram/LinkedIn/Twitter Pinterest/Snapchat/YouTube/WhatsApp

% of U.S. adults who use each social media platform

Facebook Instagram LinkedIn Twitter

Total 68% 35% 25% 24%

Men 62% 30% 25% 23%

Women 74% 39% 25% 24%

% of U.S. adults who use ...

2013 2014 2015 2016 2017 2018
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50

75

100



Facebook Instagram LinkedIn Twitter

Ages 18-29 81% 64% 29% 40%

30-49 78% 40% 33% 27%

50-64 65% 21% 24% 19%

65+ 41% 10% 9% 8%

White 67% 32% 26% 24%

Black 70% 43% 28% 26%

Hispanic 73% 38% 13% 20%

High school or less 60% 29% 9% 18%

Some college 71% 36% 22% 25%

College graduate 77% 42% 50% 32%

Urban 75% 42% 30% 29%

Suburban 67% 34% 27% 23%

Rural 58% 25% 13% 17%

Source: Source: Survey conducted Jan. 3-10, 2018.

PEW RESEARCH CENTER

How often Americans use social media sites

For many users, social media is part of their daily routine. Roughly three-quarters of Facebook users – and around

six-in-ten Instagram users – visit these sites at least once a day.

Chart Data Share Embed



Note: Numbers may not add to 100 due to rounding.  

Source: Survey conducted Jan. 3-10, 2018.

PEW RESEARCH CENTER

Find out more

Follow these links for more in-depth analysis of the impact of social media on American life.

Millennials stand out for their technology use, but older generations also embrace digital life May 2, 2018 
5 facts about Americans and Facebook April 10, 2018 
Americans’ complicated feelings about social media in an era of privacy concerns March 27, 2018 
Social Media Use in 2018 March 1, 2018 
The Future of Truth and Misinformation Online Oct. 19, 2017 
The Future of Free Speech, Trolls, Anonymity and Fake News Online March 29, 2017

All reports and blog posts related to social media.

Among the users of each social media site, the % who use that site with the
following frequencies

Facebook

Snapchat

Instagram

Twitter

YouTube

0 10 20 30 40 50 60 70 80 90 100
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14 MAR 2017

Big Data and Business Analytics Revenues Forecast to Reach $150.8 Billion This Year,
Led by Banking and Manufacturing Investments, According to IDC

FRAMINGHAM, Mass., March 14, 2017 – A new update to the Worldwide Semiannual Big Data and Analytics Spending
Guide from International Data Corporation (IDC) forecasts worldwide revenues for big data and business analytics
(BDA) will reach $150.8 billion in 2017, an increase of 12.4% over 2016. Commercial purchases of BDA-related
hardware, software, and services are expected to maintain a compound annual growth rate (CAGR) of 11.9%
through 2020 when revenues will be more than $210 billion.

"After years of traversing the adoption S-curve, big data and business analytics solutions have finally hit
mainstream," said Dan Vesset, group vice president, Analytic s and Information Management. "BDA as an enabler of
decision support and decision automation is now firmly on the radar of top executives. This category of solutions is
also one of the key pillars of enabling digital transformation efforts across industries and business processes
globally."

The industries that will be making the largest investments in big data and business analytics solutions in 2017 are
banking, discrete manufacturing, process manufacturing, federal/central government, and professional services.
Combined, these five industries will spend $72.4 billion on BDA solutions this year. They will also be the largest
spenders in 2020 when their total investment will be $101.5 billion. The industries that will experience the fastest
growth in BDA spending are banking (13.3% CAGR) and healthcare, insurance, securities and investment services,
and telecommunications, each with a CAGR of 12.8%. It should be noted, however, that all but two of the industries
covered in IDC's BDA Spending Guide will experience double-digit CAGRs from 2015-2020.

"The three industries that comprise the financial services sector – banking, insurance, and securities and investment
services – all show great promise for future spending on big data and business analytics. This technology can be
applied across key use cases throughout these financial institutions from fraud detection and risk management to
enhancing and optimizing the customer's journey," said Jessica Goepfert, program director, Customer Insights and
Analysis.

"Outside of financial services, several other industries present compelling opportunities," Goepfert added. "Within
telecommunications, for instance, big data and analytics are applied to help retain and gain new customers as well
as for network capacity planning and optimization. Meanwhile, the media industry has been plagued by massive
disruption in recent years thanks to the digitization and massive consumption of content. Here, big data and
analytics can help firms make sense of and monitor their readers' habits, preferences, and sentiment. Vendors
targeting the big data and analytics opportunity would be well-served to craft their messages around these industry
priorities, pain points, and use cases."

BDA technology investments will be led by IT and business services, which together will account for more than half
of all big data and business analytics revenue in 2017 and throughout the forecast. Services-related spending will
also experience the strongest growth with a five-year CAGR of 14.4%. Software investments will grow to more than



$70 billion in 2020, led by purchases of End-User Query, Reporting and Analysis Tools and Data Warehouse
Management Tools. Non-relational Analytic Data Store and Cognitive Software Platform will experience strong
growth (CAGRs of 38.6% and 23.3% respectively) as companies expand their big data and analytic activities. BDA-
related purchases of servers and storage will grow at a CAGR of 9.0%, reaching $29.6 billion in 2020.

From a company size perspective, very large businesses (those with more than 1,000 employees) will be responsible
for more than 60% of all BDA spending throughout the forecast and IDC expects this group of companies to pass the
$100 billion level in 2018. Small and medium businesses (SMBs) will also be a significant contributor to BDA
spending with nearly a quarter of the worldwide revenues coming from companies with fewer than 500 employees.

On a geographic basis, the United States will be the largest market for big data and business analytics solutions with
spending forecast to reach $78.8 billion in 2017. The second largest region will be Western Europe with spending of
$34.1 billion this year, followed by Asia/Pacific (excluding Japan) at $13.6 billion. Latin America and APeJ will
experience the fastest growth in BDA spending with five-year CAGRs of 16.2% and 14.4% respectively.

The Worldwide Semiannual Big Data and Analytics Spending Guide is designed to address the needs of organizations
assessing the big data and business analytics opportunity by geography, industry, and company size. The Spending
Guide provides subscribers with revenue projections for 19 technology and service categories across 19 industries,
five company size bands, and 53 countries. Unlike any other research in the industry, the comprehensive Spending
Guide was designed to help IT decision makers to clearly understand the industry-specific scope and direction of big
data and business analytics opportunity today and over the next five years.

About IDC Spending Guides



IDC's Spending Guides provide a granular view of key technology markets from a regional, vertical industry, use case,
buyer, and technology perspective. The spending guides are delivered via pivot table format or custom query tool,
allowing the user to easily extract meaningful information about each market by viewing data trends and
relationships.

For more information about IDC's Spending Guides, please contact Monika Kumar at mkumar@idc.com.

About IDC

International Data Corporation (IDC) is the premier global provider of market intelligence, advisory services, and
events for the information technology, telecommunications, and consumer technology markets. With more than
1,100 analysts worldwide, IDC offers global, regional, and local expertise on technology and industry opportunities
and trends in over 110 countries. IDC's analysis and insight helps IT professionals, business executives, and the
investment community to make fact-based technology decisions and to achieve their key business objectives.
Founded in 1964, IDC is a wholly-owned subsidiary of IDG, the world's leading technology media, data, and
marketing services company. To learn more about IDC, please visit www.idc.com. Follow IDC on Twitter at @IDC.

Coverage

Regions Covered

Worldwide

Topics Covered

Analytic applications, Big data analytics and discovery
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Contact Press Relations

Contact For more information, contact: 

MIchael Shirer 
press@idc.com 
508-935-4200

Jessica Goepfert 
jgoepfert@idc.com 
508-988-6944









Christophe Guille is a manager with Bain & Company in San Francisco, and Stephan Zech is a partner in Bain’s Los Angeles of ce. Both work with Bain’s
Global Utilities practice.
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