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Rate Reform Customer Journey  
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Marketing, Education & Outreach 
Tier Collapse 

SDG&E was approved to collapse from three tiers to two tiers on July 1, 2016  

Customers received  information in July/Aug 2016 through bill inserts, radio 
traffic IDs, social media, video bill emails, letters, website and more 
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Bill Insert ~600K Bill Insert ~600K 

E-Bill ~500K E-Bill ~500K 
Video Bill email ~700K Video Bill email ~700K 

Mail & email 
~ 540K 

Mail & email 
~ 540K 



Marketing, Education & Outreach 
Community Engagement 

• Energy Solutions Partner (ESP) Network activities totaled 177 

 

 

 

 

 

• Engaging customers in My Account and tools to use for energy usage, goals 
and alerts, and mobile applications.  Theme is “what uses energy does 
matter” 

• Focused on low-income, families and seniors through                                          
Safety Partner initiative 

• Fire Department Safety & Emergency Prep events 

• Food Bank food distribution events 

• Health Clinic Immunization events 
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ESP Partner Results At-A-Glance – Q4 2016 

• 118 events reaching 100,000+ people 

• 18 presentations reaching 450+ people 

• 33 social media postings with nearly 37,000 impressions 

• 8 web-based activities reaching 12,500 people 



Marketing, Education & Outreach 
CBO Partner Activities 
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High Usage Charge (HUC) 
MEO Overview 

• HUC rate pending Glidepath PFM/Tier 3 AL 

• Planning pre-HUC communications to launch - April 2017 

• Possible HUC implementation – June 1, 2017 

• Customer outreach to include: 

– General awareness:  bill insert, bill onsert, website and social media 

– Targeted communications:  direct mail & email, notation on Weekly Alert Email 
(WAE) & Bill Ready Notification Email (BRNE), bill presentment 

– Alerts:  customer will be able to sign up for HUC alerts 

– Specialized, targeted campaigns:  My Account for paper customers, Energy 
Savings Assistance (ESA) offer for CARE customers 

– Employee engagement:  training to customer-facing teams, employee 
ambassadors  
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High Usage Charge (HUC) 
Potential Customer Impacts 
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9,107 customers   
in the 350% HUC population 

 
3,468 customers                               

in the 400% HUC population 
 

About 50% are 1 month reachers (1,651) 
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2,264 customers  
in the 350% HUC Population 

 

1,512 customers  
in the 400% HUC Population 

     

Roughly 65% are 1 month reachers (973) 

2,264 customers  
in the 350% HUC Population 

 

1,512 customers  
in the 400% HUC Population 

     

Roughly 65% are 1 month reachers (973) 

CARE Customers 

Medical Baseline Customers 

 
 

• At-risk customers = ~134,000                            
(350% to 399% of baseline - 2016) 

 

• High-risk customers = ~91,000         
(400% of baseline potential reachers - 2016) 
 

• Top three months for highest 
opportunity of customer reach          
to HUC 

 
 
 
 

 

 
• Roughly 50% of High-risk customers 

could be 2 month reachers 
 

 
 

• At-risk customers = ~134,000                            
(350% to 399% of baseline - 2016) 

 

• High-risk customers = ~91,000         
(400% of baseline potential reachers - 2016) 
 

• Top three months for highest 
opportunity of customer reach          
to HUC 

 
 
 
 

 

 
• Roughly 50% of High-risk customers 

could be 2 month reachers 
 

Month 
350% of 
Baseline 

400% of 
Baseline 

July 2016 58,430 38,447 

August 2016 104,944 71,797 

September 2016 65,312 43,757 

HUC Overview 



Bill Presentment 

• Updated bill presentment 
requested as part of the 
Residential Rate Reform 
proceeding  

• SDG&E proposed a “Refresh” 
of the bill specifically focused 
on creating better graphs, 
charts & tools for TOU 
customers 

• Approval to move forward was 
received from the Commission 
in mid-February 

• The new bill is scheduled to 
launch in Q1 of 2018 
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Bill Refresh features                    
for illustrative purposes only 

Bill Refresh features                    
for illustrative purposes only 



Bill Comparison 
My Pricing Plan – Compare Plans 
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SDG&E’s My Account 
My Pricing Plan 
SDG&E’s My Account 
My Pricing Plan 

Current & available plans 
with details 

Current & available plans 
with details 

  

  

  



Bill Comparison 
My Pricing Plan – Plan Features 
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Compare Pricing Plans 
Side-by-side comparison with option to enroll 

Compare Pricing Plans 
Side-by-side comparison with option to enroll 

  



Rate Design Qualitative Research 

Research Objective 

• To better understand the customer experience around energy rate plans and bring 
out the customer’s voice in the rate plan design process 

 

Background & Methodology 

• Partnered with Daylight Design 

• Research conducted December 2016 – February 2017 

– Representation from across SDG&E service area 

– 15 in-home customer interviews, 90-minutes in length 

– Four focus groups 
 

Segments of interest (but not limited to) 

• Solar 
• Environmentally-minded 
• Low-income 
• Home owners & renters 
• Warmer climate zones 

   

Results webinar with IOU’s 

• To be scheduled 



Opt-In Time of Use Pilot  
Participants (Q4 2016) 
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Pilot 
Group # 

Pilot Group Name 
# of Customers 

Enrolled 

Drop Offs (Ineligibility / Opt Outs) # of Active 
Participants Rate 1 Rate 2 Control 

1  Hot 432 --- 25 / 14 --- 393 

2  Cool, Non CARE 4,008 105 / 19 190 / 30 112 / 0 3,552 

3  Cool, CARE 3,808 76 / 13 125 / 19 137 / 2 3,436 

4  Moderate, Non CARE 3,946 87 / 37 192 / 52 111 / 1 3,466 

5  Moderate, CARE 3,610 84 / 30 150 / 30 111 / 3 3,202 

Totals 15,804 352 / 99 682 / 145 471 / 6 14,049 

Experimental Rate E1 

• 3,703 customers assigned 
 

• Jun 2016 - Dec 2017 
 

• 3 TOU Periods 
⁻ On Peak (4pm-9pm) 
⁻ Off Peak 
⁻ Super Off Peak  

Experimental Rate E1 
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Experimental Rate E3 

• 66 customers assigned 
 

• Hourly dynamic rate  
⁻ Prices can vary hourly 
⁻ Dynamic rate components 
⁻ Net surplus energy credits 
⁻ Monthly service fee ($10) 

Experimental Rate E3 

• 66 customers assigned 
 

• Hourly dynamic rate  
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Experimental Rate E2 

• 6,674 customers assigned 
 

• Jun 2016 - Dec 2017 
 

• 2 TOU Periods 
⁻ On Peak (4pm-9pm) 
⁻ Off Peak 

Experimental Rate E2 

• 6,674 customers assigned 
 

• Jun 2016 - Dec 2017 
 

• 2 TOU Periods 
⁻ On Peak (4pm-9pm) 
⁻ Off Peak 

Control Group 

• 3,672 customers assigned 
 

• Jun 2016 - Dec 2017 
 

• Remain on DR or DR-LI 

Control Group 

• 3,672 customers assigned 
 

• Jun 2016 - Dec 2017 
 

• Remain on DR or DR-LI 

1,755 drop-offs:  1,321 final, 184 ineligible, 250 opt-out 

Opt-out reasons:   concern of high-bill (48%), other (38%), can’t shift (6%), confusing (4%), going ineligible (2%), not interested (2%) 



Opt-In Time of Use Pilot  
Customer Engagement  

Oct 4: TOU Peak Message (Rates 1 & 2) 

 

Oct 4: TOU Peak Message (Rates 1 & 2) 
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Oct 4-6:  Welcome Emails (Hour X -Rate 3) Oct 4-6:  Welcome Emails (Hour X -Rate 3) 

Dec 1:  Rebates Message Dec 1:  Rebates Message Oct 28-Nov 1:  Winter Rates Message Oct 28-Nov 1:  Winter Rates Message Oct 17-20:  Welcome to Weekly Alert Emails 

 

Oct 17-20:  Welcome to Weekly Alert Emails 

 



Opt-In Time of Use 
Pilot Participant Survey 
 

Survey Objective  

• Measure degree of economic hardship cased by TOU rates relative to tiered rates 

• Gauge level of customer understanding of and satisfaction with TOU rates 

• Understand effectiveness of messaging & outreach used during the pilot 
 

Survey Background & Methodology 

• Conducted by Research Into Action (in partnership with Washington State University) 

• Fielded October – December 2016 

• Participants could take survey online, in written booklet form, or over the phone  

• SDG&E response of 85% or 12,484 pilot participants completing the survey 
 

Preliminary Results  (Presented at CPUC workshop on February 22, 2017) 

• After calculating an Economic Index Score, designed to measure degree of financial 
hardship, it was found that neither pilot TOU rate resulted in increased economic 
index scores for any of the segments 

• The hotter the climate, the higher the average economic index score for the segment 

• Most reviewed the welcome packet and found the information easy to understand  

• Customers said they turned off lights and avoided doing laundry, cooking or running the 
dishwasher most often 

14 



Default TOU Pilot 
Time of Use Rates 

• Filed Default TOU Pilot Plan on December 16, 2016 

• SDG&E will test two default tariffs; structurally the same as rates being 
tested in its TOU opt-in pilot 
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TOU-DR1 
 

• Higher peak-to-off-peak price 
differentials 

• Two seasons:  summer & winter 
• Three TOU periods:  on-peak, off-peak 

& super off-peak 
• On-peak for summer & winter occurs 

daily between 4 pm to 9 pm 
 

TOU-DR1 
 

• Higher peak-to-off-peak price 
differentials 

• Two seasons:  summer & winter 
• Three TOU periods:  on-peak, off-peak 

& super off-peak 
• On-peak for summer & winter occurs 

daily between 4 pm to 9 pm 
 

TOU-DR2 
 

• Milder peak-to-off-peak price 
differentials 

• Two seasons:  summer & winter 
• Two TOU periods:  on-peak & off-peak 
• On-peak for summer & winter occurs 

daily between 4 pm to 9 pm 
 

 

TOU-DR2 
 

• Milder peak-to-off-peak price 
differentials 

• Two seasons:  summer & winter 
• Two TOU periods:  on-peak & off-peak 
• On-peak for summer & winter occurs 

daily between 4 pm to 9 pm 
 

 



Default TOU Pilot 
Customer Outreach & Engagement 
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Agreement 

Ongoing After care communications:  welcome kit, bill presentment, solutions & seasonal 

Activation 

March 2018 Transition of ~100K customers to TOU pricing plans 

Acknowledgment 

January 2018 

February 2018 

Rate Comparisons distributed 

Reminder of Default coming in 30 days 

Awareness 

October 2017 Notifications to ~ 125K to ~ 150K customers 



Timeline 2017 2018 2019 2020+ 

Rate Changes 
and   
Activities 

Customer 
Engagement 
Phase  

Pilots and 
Campaigns 

 

Mass  
Media 

 
 

 
 

Direct  
Marketing 

Statewide 
Campaign  

Residential Rate Reform Preliminary Go-to-Market Tactical Timeline  Residential Rate Reform Preliminary Go-to-Market Tactical Timeline  

Phase 2 – Acknowledge.  Continue with and build on phase one efforts by rallying 
customers with an emphasis on “benefits” and “how” to be successful on TOU  

Phase 1 – Awareness.  Begins mid-2017, after the TOU periods are updated. This phase starts setting the  
contextual groundwork for TOU with an emphasis on “what,” “why,” and “when”     

Phase 3 – Activation. Builds on previous phases  
with emphasis on actions and motivations to act  

Phase 4 – Agreement.  Reinforce the benefits and  provide 
encouragement emphasizing sustained action leading to TOU retention 

Print 
TV 

Radio 
Social 

Website, digital  + video  
Awareness 

Website , digital + video  
Acknowledge + Activation 

Website + digital 
Agreement  

HUC Communication and Alerts begin for 350% and 400% 

Default 60-day notice 

Default 30-day notice 

Welcome Default 

Glide-path changes  

Launch HUC Increase HUC 

Glide-path changes  

Opt-in Pilot Default Pilot 

Marketing and Integrated ME&O Campaign Efforts  

Increase HUC 

Glide-path changes  

Update TOU periods 

Climate 
Credit 

Climate 
Credit 

Go To Market Phases 
To guide ME&O efforts, SDG&E 
is leveraging the approach 
used in our small business roll-
out of time-of-use.  
 
These phases: Awareness, 
Acknowledge, Activation and 
Agreement will drive 
messaging, strategy, tactics 
and their integration and 
evolution. 
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Objectives 
•Help customers understand 

TOU, when the change is 
occurring, the benefits and 
options  
•Educate customers on what 

TOU means to them, and how 
to be successful 
•Promote  TOU to structural 

winners who can start saving 
before default  
•Offer solutions and encourage 

behavior change in customers 
who are neutral or positive on 
TOU”  
•Help all  customers choose 

their “best” rate 
•Provide ongoing support to 

retain customers on TOU after 
the first 12 months  

Objectives 
•Help customers understand 

TOU, when the change is 
occurring, the benefits and 
options  
•Educate customers on what 

TOU means to them, and how 
to be successful 
•Promote  TOU to structural 

winners who can start saving 
before default  
•Offer solutions and encourage 

behavior change in customers 
who are neutral or positive on 
TOU”  
•Help all  customers choose 

their “best” rate 
•Provide ongoing support to 

retain customers on TOU after 
the first 12 months  

Website, digital  + video  
Awareness + Acknowledge 

Partner and CBO Campaigns   

Climate 
Credit 

Climate 
Credit 

Segmented Comms for 
Glide-path changes 

Segmented Comms for 
Glide-path changes 

Segmented Comms for 
Glide-path changes 

Rate  
comparison 

~50K 
 

Rate  
comparison 

~150K 
 

Rate  
comparison 

~600K 
 

Default Transition 

Updated:  March 2017 



Next Steps & Other Key Proceedings 

• Next steps: 

– Rate Reform Glidepath:  Tier/HUC pricing reform 

– Customer Research on Rate Design Thinking:  Results sharing 

– TOU Default of Residential Customers:  Customer exclusions & MEO plans 

 

• Other proceedings impacting Residential Rate Reform: 

– Time of Use OIR Decision:  established guiding principals for designing, 
implementing and modifying TOU time periods 

– SDG&E General Rate Case (GRC) Phase 2: new TOU periods & rates 

– Fixed Cost Methodology/PG&E GRC Phase 2:  joint fixed charged 
methodology 

– Upcoming:  2018 Rate Design Window:  Finalize residential TOU default 
plans 
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Budget Expenditures 
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Rate Reform Costs:  Aug 2015 – December 2016* 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Guidelines and charge numbers have been established to ensure that the costs charged to the RRMA are appropriate and incremental  
and that they are tracked accordingly. All costs that are charged to the RRMA are reviewed and verified on a quarterly basis, at minimum. 

   

* Any required corrections/adjustments are reported herein and supersede information provided in prior reports and may reflect year-to-date adjustments. 



Questions? 

 
 
 
 

Kelly Prasser 
Customer & Employee Engagement 

kprasser@semprautilities.com 
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