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Regulatory Relations 
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77 Beale St., Mail Code B13U 

P.O. Box 770000 
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 Fax: 415-973-3582 

 
October 8, 2018 
 
 
  
Advice 3990-G-B/5329-E-B 
(Pacific Gas and Electric Company ID U 39 M) 

 
 
Public Utilities Commission of the State of California 
 
Subject: Second Supplemental: Energy Saving Assistance (ESA)/California 

Alternate Rates for Energy (CARE) Mid-Cycle Update Advice Letter 
per Decision (D.) 17-12-009 

 
Purpose 
 
In compliance with Decision (D.) 18-08-013, issued on August 17, 2018 in Pacific Gas 
and Electric Company’s (PG&E) 2017 General Rate Case Phase 2 Proceeding 
(Decision), PG&E submits this second supplemental to PG&E’s Advice Letter (AL) 
3990-G/5329-E.  This supplemental submits PG&E’s “Marketing and Outreach (M&O) 
Plan for Family Electric Rate Assistance (FERA) Program.” The M&O Plan details its 
proposals for using available and unspent marketing funds allocated to the California 
Alternate Rates for Energy (CARE) program to increase customer enrollment into the 
FERA program.  The M&O Plan is enclosed in Attachment 1. This supplemental advice 
letter supersedes AL 3390-G-A/5329-E-A in part by adding the M&O Plan for the FERA 
Program and the remaining revisions contained in AL 3390-G-A/5329-E-A remain 
unchanged. 
 
Background 
 
The FERA Program (also known as the Lower Middle Income Large Household 
Program) provides rate assistance to large households of lower to middle-income 
customers.1  The FERA Program was designed to assist larger families that are 
ineligible for the CARE rate because their income level falls slightly above the CARE 
program income eligibility limit.   
 
 FERA is available for households of three or more people that have a total household 
income of between 200 percent plus $1 and 250 percent of the federal poverty guideline 

                                            
1  The Commission authorized the FERA program in D. 04-02-057. 



Advice 3990-G-B/5329-E-B - 2 - October 8, 2018 
 
 
level.2 The income threshold increases with each additional family member over three 
people.  Eligible FERA participants currently receive a 12 percent bill discount for their 
electric usage.3  
 
In compliance with D.17-12-009, PG&E submitted  Advice 3990-G/5329-E on July 16, 
2018, to provide a Mid-Cycle update to various provisions of the the FERA/CARE 
program to achieve serveral goals.  PG&E submitted the first supplemental to Advice 
3990-G-A/5329-E-A on September 14, 2018 to correct some inadvertent errors.    
Advice 3990-G-A/5329-E-A replaced Advice 3990-G/5329-E in its entirety. This second 
supplemental to Advice 3990-G/5329-E is being submitted pursuant to Ordering 
Paragraph (OP) 16 of D.18-08-013.   
 
In D.18-08-013, the CPUC ordered PG&E to make significant efforts to increase FERA 
enrollment over the next six years, from 2018 – 2023, with the goal of achieving a 50 
percent FERA program subscription level.4  The CPUC also directed PG&E to file an 
amendment to its July 16, 2018 ESA/CARE Mid-Cycle Update within 60 days of the 
effective date of that Decision. In compliance with that Decision, PG&E files this Tier 2 
AL to inform the Commission of PG&E’s plans to use unspent, previously authorized 
CARE marketing funds on additional marketing and outreach efforts in 2018 through 
2020 to increase FERA enrollment.  The components of the newly ordered FERA 
marketing and outreach plans, as required by the Decision, are:  
 

1. “Enhancing the CARE propensity model to more precisely identify FERA-eligible 
customers,”  

2. “Using the new customer lists to conduct enrollment using direct mail, 
telemarketing, and/or email outreach, with the understanding that all such 
enrollment marketing must be co-marketing for both the CARE and FERA 
programs to remain consistent with the Public Utilities Code and Decision 16-11-
022,”  

3. “Expanding PG&E’s existing community-based organization (CBO) efforts to 
target and increase CARE and FERA outreach, including a special focus in the 
Central Valley,” and  

4. “Any other measures PG&E believes would be useful to increase FERA 
participation by using co-marketing for the CARE and FERA program.”5 

 

                                            
2 In D.05-10-044 (October 27, 2005), the lower income limits of the FERA Program were raised 
to 200%+$1 of the Federal Poverty Guideline levels, which corresponds to the upper limits of 
the CARE Program.    
3 In D.15-07-001, dated July 3, 2015, the Commission changed PG&E’s FERA discount to a 12 
percent effective discount as a single line-item on PG&E’s bills.  This year, through Senate Bill 
(SB) 1135, approved on September 14, 2018, the legislature added Section 739.12 to the Public 
Utilities Code and increased the FERA discount to 18 percent, effective January 1, 2019.     
4 D. 18-08-013, pp. 74-76, 181 (Ordering Paragraph (OP) 15).  
5 D. 18-08-013, pp. 75-76, 181-182 (OP 16).  
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PG&E does not request additional budget authorization in this AL. The proposed budget 
for incremental CARE/FERA marketing and outreach efforts included in the M&O Plan 
(Table 2, below) will use unspent funds from the authorized overall CARE marketing 
budget from 2018 – 2020 (Table 1, below):  
 
 

Table 1: CARE PY 2018 – 2020 Overall Marketing Budget6 
 

 2018 2019 2020 

Outreach Revised Budget $9,558,816 $9,301,337 $9,628,265 

 
 
PG&E will use the unspent funds from these previously-approved CARE marketing 
funds for incremental CARE/FERA M&O efforts described in the Plan. Below is the 
proposed budget for these efforts: 
  

Table 2:  Proposed Budget for Incremental CARE/FERA-Targeted Joint M&O 

Efforts,7 Using Previously-Approved but Unspent CARE Marketing Funds 

 

 2018 2019 2020 Total 

CARE/FERA M&O 

proposed budget 
$129,200 $1,083,300 $811,100 $2,023,600 

 
 
PG&E will include a longer-term FERA- specific M&O proposal and budget in its 
upcoming 2021-2025 low-income program application, to be filed June 1, 2019.8 
 
Consistent with D. 18-08-013, PG&E will report to Energy Division on its progress 
toward increasing FERA enrollment by filing information-only AL a at the end of 2018, 
2019, 2020, 2021, 2022 and 2023.9 
 
Protests 
 
Pursuant to CPUC General Order 96-B, Section 7.5.1, PG&E hereby requests the 
protest period be waived. 

                                            
6 The CARE marketing budget was included in Table 10 of Advice 3990-G-A/5329-E-A, 

Supplemental: Energy Saving Assistance (ESA)/California Alternate Rates for Energy (CARE) 
Mid-Cycle Update Advice Letter per Decision (D.) 17-12-009 (September 14, 2018) 

7 Consistent with D.18-08-013, Ordering Paragraph 16. 
8 This future request will be made in compliance with D.18-08-013, pp. 181-182, OP 16. 
9 D. 18-08-013, pp. 75, 181 (OP 15) 
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Effective Date 
 
PG&E is submitting this advice letter with a Tier 2 designation, which is the same tier 
designation as the original advice letter, Advice 3990-G-A/5329-E-A. Pursuant to GO 
96-B, General Rule 7.5.1, the filing of a supplement, or of additional information at the 
request of the reviewing Industry Division, does not automatically delay the effective 
date of the advice letter. Therefore, PG&E respectfully requests that this supplemental 
advice filing become effective concurrent with original Advice 3990-G-A/5329-E-A, 
which is effective October 14, 2018. 
 
Notice 
 
In accordance with General Order 96-B, Section IV, a copy of this advice letter is being 
sent electronically and via U.S. mail to parties shown on the attached list and the parties 
on the service list for A.14-11-007 et al.  Address changes to the General Order 96-B 
service list should be directed to PG&E at email address PGETariffs@pge.com.  For 
changes to any other service list, please contact the Commission’s Process Office at 
(415) 703-2021 or at Process_Office@cpuc.ca.gov.  Send all electronic approvals to 
PGETariffs@pge.com.  Advice letter filings can also be accessed electronically at: 
http://www.pge.com/tariffs/. 
 
 
  /S/    
Erik Jacobson 
Director, Regulatory Relations 
 
Attachments 
Attachment 1 – FERA Marketing and Outreach Plan 
 
cc: Service Lists in A.14-11-007, A.14-11-009, A.14-11-101, and A.14-11-011 
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 FERA PROGRAM MARKETING AND OUTREACH PLAN 

 

1. Introduction 
Through a sustained effort over many years, PG&E has successfully achieved high 

awareness and participation rates for both the California Alternate Rates for Energy 

(CARE) and Energy Savings Assistance (ESA) programs. PG&E has achieved these 
results through ongoing targeted marketing and outreach campaigns, which have 

continued to evolve through data-based decision making and lessons learned. These 

lessons can now be used to inform marketing and outreach efforts designed to increase 
customer participation in the Family Electric Rate Assistance (FERA) program.  

PG&E supports the Commission’s direction, in Decision (D.)18-08-013, that 

additional marketing and outreach efforts, designed to increase FERA enrollment, be 
undertaken from late 2018 through the end of 2020, using previously-approved 

underspent CARE marketing and outreach funding.1  Because the estimated FERA-

eligible customer population in PG&E’s territory is significantly smaller than the CARE-
eligible population (about 3 percent versus 30 percent), PG&E expects that it will be 

considerably more difficult to target customers for FERA enrollment than for CARE-

program enrollent. PG&E will use a test and learn approach, with initial efforts focused 
on exploratory testing to help identify effective methods for targeted marketing. 

PG&E developed this Marketing and Outreach (M&O) Plan for the FERA program, 

as part of the Amendment to its July 16, 2018 Mid-Cycle Update filing required by D.18-
08-013, to address four key points set forth in that CPUC decision:   

1) enhancing the CARE propensity model to more precisely identify Family 

Electric Rate Assistance (FERA)-eligible customers, 2) using the new 
customer lists to conduct enrollment using direct mail, telemarketing, 

and/or email outreach, with the understanding that all such enrollment 

marketing must be co-marketing for both the CARE and FERA programs 
to remain consistent with the Public Utilities Code and Decision 16-11-

022, 3) expanding PG&E’s existing community-based organization (CBO) 

                                            
1 D.18-08-013, p. 76. 
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efforts to target and increase CARE and FERA outreach, including a 
special focus in the Central Valley, and 4) any other measures PG&E 

believes would be useful to increase FERA participation by using co-

marketing for the CARE and FERA program.2  
The strategies and tactics outlined in this Plan are designed to cost-effectively grow 

FERA awareness and participation, using previously-approved underspent CARE M&O 

funding, while generating new lessons about targeting, channels and messaging that 
will be used to evolve the FERA M&O plan over time. The following marketing strategies 

outlined in the Plan are designed to acheive the four points as noted above.   

• Build FERA awareness through continued marketing and outreach efforts 
over a period of years 

• Test, learn and optimize, evolving outreach strategies and tactics based on 

results, and application of lessons learned 
• Focus initial efforts on channels that have proven successful for CARE 

acquisition efforts to learn how to effectively reach FERA customers 

• Leverage customer insights and results from CARE research to inform FERA 
messaging development and testing for FERA outreach 

Sections 4 through 6 discuss the messaging approach, as well as providing 

examples of the types of direct marketing and awarenss tactics that can be employed to 
drive FERA participation. Additionally, these sections suggest potential FERA 

integration or enhancements to include FERA in current CARE post-enrollment tactics.  

Section 5 of the Plan provides information about CBO outreach, with section 5.3 
outlining expansion opportunities to include: 

• Partnering directly with CBOs in high FERA enrollment opportunity areas, 

funding them to conduct FERA outreach, in addition to other assistance. 
programs and energy management tools, through various outreach channels  

• Leveraging existing community events to include a FERA focus 

• Conducting at least one FERA focused workshop in the Central Valley via 
participation in a Community Resource Fair 

 

                                            
2 D. 18-08-013, pp. 75-76, 181-182 (OP 16).  
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 As ordered in D.18-08-013, PG&E will annually report to Energy Division the 
progress under this plan to increase FERA enrollment to Energy Division, with reports 

served at end of 2018, 2019, 2020, 2021, 2022 and 2023.3  Also consistent with 

direction in D.18-08-013, PG&E will include a comprehensive FERA program proposal 
in the 2021-2025 low-income program application to be filed  June 1, 2019. This 

program proposal may reflect updates to this Plan.   

                                            
3 D. 18-08-013, pp. 75, 181 (OP 15). 
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2. Situation Analysis 

2.1 Program Background 
The FERA program, also known as the Lower Middle Income Large Household 

Program, was authorized by the Commission in Decision (D.) 04-02-057. PG&E has 
administered the program since 2004.  

The FERA program currently provides a monthly 12 percent single line-item 

discount on electric bills4 for lower to middle income large households of three or more 
persons, with household income between 200 percent + $1 and 250 percent of the 

Federal Poverty Guideline levels.  Customers or sub-metered tenants enrolling in the 

CARE program cannot concurrently enroll in the FERA program. 
The FERA program serves two eligible customer segments: 1) single-family 

residential households with their own PG&E electric accounts; 2) sub-metered tenants 

of master-metered facilities, such as mobile home parks and sub-metered apartment 
complexes. Qualifying Direct Access, Community Choice Aggregation, and Transitional 

Bundled Services customers, are also eligible for the FERA program.     

The CARE and FERA programs use a joint enrollment application. When a 
customer provides information that demonstrates they are not eligible for CARE but the 

household income and household size meet FERA eligibility requirements, they are 

enrolled in the FERA program. 
PG&E currently estimates that approximately 169,000 customers within PG&E’s 

territory could be eligible for the FERA discount, whereas about 24,731 customers were 

enrolled in the FERA program at the end of August 2018. This equates to a FERA 
enrollment penetration rate of about 15% of PG&E’s qualified customers.  Under the 

FERA program, since its inception in 2004, nearly $63.68 million in cumulative subsidies 

have been provided to PG&E’s enrolled FERA customers. 

2.1.1 FERA Customer Population, Participation and Goals 
D. 18-08-013, Ordering Paragraph 15, ordered PG&E to make significant efforts to 

increase FERA program enrollment over the next six years, with the aim of achieving a 
50% penetration goal by the end of 2023. PG&E is committed to working towards 

                                            
4 Senate Bill (SB) No. 1135, approved on September 14, 2018, added Section 739.12 to the 

Public Utilities Code and increased the FERA discount to 18 percent, effective January 1, 
2019. 
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achieving this goal, though additional testing and data analysis is needed to determine 
how the 50% penetration goal can be cost-effectively achieved.  

Table 1 below presents the estimated total number of PG&E households that would 

need to be enrolled in FERA by the end of 2023 to achieve 50% penetration: 
 

Table 1:  Forecast of 2018 – 2023 FERA Enrollment Activity 
 

Program Activity 2018 – 2023 

New Enrollments 139,000 

Recertification 95,000 

Attrition 81,000 

Net Increase 58,000 

Enrollment by Year-

End 2023 85,000 

Penetration Rate by 

Year-End 2023 50% 

 
 To achieve a 50% penetration rate, PG&E must enroll 85,000 households in FERA 

by year-end 2023, a net enrollment increase of 58,000 households from 2018-2023. 

This net enrollment increase takes into account the projected 95,000 recertification 
and 139,000 new enrollments that will compensate for 81,000 in attrition from 2018 - 

2023.   

The projected attrition is based on the historical average and projected 
recertification rates. Twenty-eight percent of enrolled households are expected to drop 

off the program annually due to several reasons including: customers choosing to close 

their accounts, do not recertify their eligibility before their FERA discount expires, or 
informing PG&E of their ineligibility. The projected recertification includes both 

customers scheduled to recertify as well as duplicate applications customers submitted 

before their scheduled recertification period. The projected recertification rate is based 
on planned enhancements to the recertification process mentioned below in Section 

4.3. 
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2.2 Customer Insights & Analysis 
Low-income customers represent a large portion of PG&E’s market, and is 

estimated at over 1.5 million customers.5 While the low-income population has very 

distinct and diverse customer segments, a look across this low income customer base  
reveals some commonalities that are important to consider as messages and tactics 

are evaluated to acquire customers into the FERA program. 

2.2.1 Demographic Overview 
In the Low-Income M&O plan6, PG&E outlined demographics for its low-income 

customer population. Examination of the CARE and FERA customer profiles7 showed 

that the largest racial/ethnic groups for FERA mirror CARE, with the highest distribution 
among the Latino/Hispanic, Caucasian and East/Southeast Asian populations.  

According to Acxiom modeling8, the language preference among PG&E’s FERA-

enrolled customers is English (57 percent), followed by Spanish (29 percent). PG&E 
offers in-language services across many customer touch points, including marketing 

outreach, CBO efforts, the Contact Center and the PG&E website. 

In comparing FERA and CARE age distribution, FERA appears to skew more 
towards those in the middle age ranges (25-64 years), whereas CARE has more 

customers in the younger (18-24 years) and older (65+ years) age ranges. This is likely 

due to the FERA household size requirement, and the fact that  younger customers and 
seniors are more likely to be living in smaller households. 

FERA customers are more likely to be homeowners (69 percent) compared to both 

CARE (52 percent) and PG&E’s overall residential population (67 percent).  As would 
be expected, based on the FERA household size requirement, FERA customers are 

more likely than average customers to have larger household sizes.  

                                            
5 Based on eligible estimates provided by Joint Utilities’ consultant, Athens Research. 
6 Pacific Gas and Electric Company’s (U 39 M) Marketing and Outreach Plan for Low Income 

Per Decision 16-11-022.  A.14-11-007, et al. (July 21, 2017). 
7 PG&E Residential profiles for CARE and FERA enrolled and non-enrolled customers, 

Customer Analytics and Segmentation Database, May 31, 2018.                                                  

8 Acxiom is a third-party data provider that provides modeled data that PG&E uses to 
supplement customer data in the Customer Analytics and Segmentation Database (CAS) for 
targeting and personalization of marketing campaigns. 
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2.2.2 Audience Overview 
The target audience for FERA is residential customers in PG&E’s service territory 

with three or more people in the household, and household income 200 percent plus $1 

to 250 percent of the federal poverty level. While CARE awareness is high in PG&E’s 
service territory9, FERA has not been promoted in a manner that would drive a similar 

level of awareness.  

 PG&E believes that FERA-eligible customers are likely to share common barriers 
to enrollment that have been observed in CARE customer enrollment efforts. Enrollment 

barriers, and how PG&E seeks to address them, were explored in detail in the Low-

Income M&O plan. These barriers include: 
• Overwhelming stress and financial troubles that leave little time and energy 

to seek assistance; 
• Being unaware of full program benefits, including the magnitude of the 

discount, leading customers to believe that it’s not worth their effort to apply; 

• Confusion about program eligibility and recertification criteria; 

• Lack of understanding about how to fill out the income qualification portion of 
the application, and fear of repercussions for incorrectly filling out forms; 

• General distrust or fear of disclosing personal information; and 

• Reluctance to take “charity” or a “hand-out.” 

2.3 Propensity Model 

2.3.1 Leveraging the CARE Propensity Model to Target Outreach Efforts 
PG&E plans to leverage its CARE propensity model as the foundation for targeting 

FERA-eligible, non-enrolled, income-qualified customers. The CARE propensity model 

was developed in 2013, and further enhanced in 2016. The model was constructed 

using data collected from the CARE post enrollment verification process, looking at 
variables that were deemed to be positive or negative indicators of a customer’s 

qualification for CARE. The current model uses 21 variables to create an algorithm to 

score customers based on their predicted CARE qualification. PG&E’s residential 
customer database (CARE and non-CARE) is scored quarterly and grouped into ten 

                                            
9 CARE awareness for CARE-elgible, unenrolled customers is 61 percent based on the PG&E 

CARE Quantitative and Qualitative Customer Research, Travis Research, 2016. 
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deciles. The customers most likely to be eligible for CARE are those in the lower 
deciles.  

Analysis of the current FERA customer base revealed that the profiles for CARE 

and FERA customers are very similar.  PG&E will use its CARE eligibility propensity 
model as a starting point for identifying customers that are likely to be eligible for the 

FERA program.  Specifically, to identify FERA-eligible customersPG&E plans to overlay 

filters onto its current CARE propensity model for household size as well as household 
income within the required income range for FERA eligibility. PG&E believes that this 

methodology will enable the creation of campaign lists that can be more discretely 

targeted to customers that are likely to be FERA eligible. The nature of modeled data 
can mean that some unqualified customers may be contacted; however, the benefits of 

using the model outweigh this risk. 

2.3.2 Audience Analysis/Marketable Universe  
PG&E performed an initial analysis of PG&E residential customers not enrolled in 

either the CARE or FERA program.  PG&E currently believes that an estimated 145,000 

PG&E residential customers are likely to be FERA-eligible but not yet FERA-enrolled.  
Of these,  approximately 62 percent can be identified using household income and 

household size filters on top of PG&E’s CARE propensity model, as shown below:  
 
Table 2: Estimated CARE and FERA Targetable Universe(a) 

 
 

(a) PG&E Residential profiles for CARE and FERA enrolled and non-enrolled 
customers, Customer Analytics and Segmentation Database, August 27, 2018. 

 

Not Eligible Unknown
1 520,704 388,654 132,050 59,446 3,401 28,017 41,186
2 520,693 293,346 227,347 71,834 8,628 78,795 68,090
3 520,716 209,323 311,393 70,896 11,703 130,565 98,229
4 520,761 148,563 372,198 57,919 14,440 178,605 121,234
5 520,648 105,394 415,254 41,998 14,432 223,480 135,344
6 520,703 74,612 446,091 28,656 12,895 263,777 140,763
7 520,705 53,271 467,434 18,749 10,339 311,428 126,918
8 520,705 37,870 482,835 11,597 7,843 382,904 80,491
9 520,704 24,698 496,006 5,704 4,462 452,385 33,455
10 520,704 11,697 509,007 1,615 1,490 498,218 7,684

5,207,043 1,347,428 3,859,615 368,414 89,633 2,548,174 853,394
100.0% 9.5% 2.3% 66.0% 22.1%

CARE ELIGIBLE AND 
NOT ENROLLED IN 

CARE/FERA

FERA ELIGIBLE AND 
NOT ENROLLED IN 

CARE/FERA

NOT ELIGIBLE / UNKNOWN

CARE / FERA 

Decile Total Customers Total CARE/FERA Enrolled
Total CARE/FERA Non-

Enrolled
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A large portion (22 percent) of unenrolled customers are categorized as 
“unknown,” meaning that the data attributes are not available to segment them within 

the FERA or CARE-eligible universe. PG&E will consider test plans that include 

selections within the “unknown” audience segment to provide learning about how these 
customers respond to marketing outreach. 

2.3.3 Opportunities in the Central Valley  
A geographical cut of the data demonstrates that 42 percent of the customers 

identified as FERA-eligible reside in the Central Valley. This data supports D. 18-08-

013’s guidance that additional attention be placed on the Central Valley in outreach 

plans.   
 

Table 3: Estimated FERA Targetable Universe in the Central Valley (b) 

  
CARE / FERA    

CENTRAL 
VALLEY(c) 

  

Decile Total 
Customers 

Total 
CARE/FERA 

Enrolled 

Total 
CARE/FERA 

Non-
Enrolled 

FERA 
ELIGIBLE 
AND NOT 
ENROLLED 

IN 
CARE/FERA 

FERA 
ELIGIBLE 
AND NOT 
ENROLLED 

IN 
CARE/FERA 

NOT ELIGIBLE / 
UNKNOWN 

      Not Eligible Unknown 
1 138,278 100,615 37,663 3,401 904 7,660 10,702 
2 180,900 101,912 78,988 8,628 3,096 24,940 23,163 
3 190,763 78,757 112,006 11,703 4,801 43,862 35,026 
4 190,908 57,808 133,100 14,440 6,356 61,096 42,323 
5 175,925 38,713 137,212 14,432 6,516 75,105 39,250 
6 161,559 26,067 135,492 12,895 5,694 84,883 34,076 
7 146,562 17,406 129,156 10,339 4,407 94,549 23,396 
8 140,319 11,548 128,771 7,843 3,194 107,099 14,441 
9 131,050 6,697 124,353 4,462 1,718 113,424 7,413 

10 104,831 2,622 102,209 1,490 500 99,590 1,679 
Total 1,561,095 442,145 1,118,950 89,633 37,186 712,208 231,469 

 

(b) PG&E Residential profiles for CARE and FERA enrolled and non-enrolled 
customers, Customer Analytics and Segmentation Database, August 27, 2018. 

(c) Approved by the CPUC, PG&E service-area sections that have similar geographic 
and weather characteristics are known as climate zones P, Q, R, S, T, V, W, X, Y 
and Z. Central Valley is defined PG&E climate zones P and S. 
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2.4 Keys to Success 
PG&E plans to make progress in 2018 – 2020 toward the overall 2023 goal of 

achieving 50% FERA penetration through successful execution of several key initial 

initiatives.  
First, taking lessons from the effort required to grow the penetration rate for the 

CARE program, PG&E believes that considerable focus should be placed on increasing 

awareness of the FERA program, including creating more visibility for FERA in 
marketing campaigns, outreach, advertising and on the website. Working towards the 

goal will require ongoing testing, monitoring and adjustments to the marketing plan.  

Second, development of cost-effective methods for identifying and targeting the 
right customers to enroll in FERA can be achieved with implementation of a thorough 

test and learn strategy. Currently, PG&E plans to use the CARE propensity model as 

the foundation for targeting FERA-eligible customers, as discussed in Section 2.3.1. 
Based on lessons learned, PG&E will be able to build on initial efforts and will continue 

to optimize outreach and grow the penetration rate, while remaining focused on cost-

efficiency. 
Finally, a dedicated FERA M&O budget will be proposed in PG&E’s June 2019  

Low-Income application for the 2021 – 2025 period, building from initial exploration of 

program initiatives, process improvements and customer experience initiatives in 2018 
– 2020, designed to be the initial driver for increased FERA enrollment and retention 

consistent with the CPUC’s guidance in D.18-08-013.  

2.5 Risks and Challenges 
There are several risks and challenges to this plan being successful in driving 

increased FERA participation:   

• With the minor difference in household income requirements between the 
CARE and FERA programs, there is a risk that customers who are FERA 

eligible may instead enroll in the CARE program. PG&E expects that its 

CARE post-enrollment verification process should help to identify these 
customers and move them into FERA if they are eligible. 

• The small estimated eligible population for FERA (approximately 3 percent of 

total residential customer population) makes it more difficult to identify and 
target these customers. PG&E plans to cast a wider net to ensure that as 

many potentially FERA- eligible customers as possible are receiving program 
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marketing. This requires a marketing budget beyond just the cost of targeting 
the estimated FERA-eligible population.  

• Co-promotion of CARE and FERA necessitates that the program 

requirements be presented clearly so customers understand the difference in 
the two programs, including the differences in household income and 

household size requirements. The test and learn strategy will include 

message testing designed to identify effective positioning for and 
descriptions of these two different programs. 

• Customers who look to be FERA-eligible, may actually be CARE-eligible due 

to a categorical qualification for CARE. As an example, if a household of 
three people has total household income that falls outside the CARE limits, 

but also has one household member who participates in a qualified 

assistance program, that whole household would be eligible to enroll in 
CARE through this categorical qualification.  It appears that about 4 percent 

of those with a CARE categorical enrollment showed an income within the 

FERA guidelines, which further reduces the pool of FERA-eligible customers.  

3. Marketing Objectives  
PG&E has defined the following marketing objectives: 1) increase awareness of the 

FERA program, and the program eligibility requirements; and 2) drive enrollment in the 
FERA program to support the goal of achieving 50 percent penetration in the program 

by the end of 2023. To accomplish these objectives, PG&E plans to design, develop 

and implement test campaigns that will establish marketing performance benchmarks, 
and enable progress measurement. Regular review of these objectives will provide 

feedback and possible corrective actions on a timely basis.  

4. Marketing Strategies 
Marketing strategies will focus on increasing FERA awareness, as well as testing 

communication channels to drive customer acquisition.  

There are four central strategies that will help PG&E reach FERA customers: 
• Build FERA awareness.  With sustained effort over many years, PG&E 

successfully achieved high awareness and participation rates for both the 

CARE and ESA programs, with 89 percent CARE penetration rate for all 
eligible and willing low-income customers and 2,052,510 homes treated by 
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the ESA program10. PG&E hypothesizes that one of the reasons that FERA 
penetration remains lower than the CARE and ESA programs is due to a lack 

of awareness. PG&E anticipates that building similar awareness levels for 

FERA will require continued marketing and outreach effort over a period of 
years.   

• Test, learn and optimize.  PG&E achieved positive results in driving 

penetration for the CARE through significant investment in ongoing targeted 
M&O campaigns. These campaigns continue to evolve based on ongoing 

testing, and application of lessons learned. PG&E plans to continually 

measure marketing effectiveness and key marketing performance indicators, 
and frequently tests marketing strategies, tactics and messages through a 

combination of research and in-market data achieved through A/B testing. 

Testing and measurement will be critical to understanding how different 
marketing approaches impact FERA enrollment and ensuring that outreach is 

as cost-effective as possible.  

• Use successful channels from CARE acquisition efforts. The profile 
similarities between CARE and FERA customers indicate that marketing 

efforts for FERA should start with use of the same channels that were 

successful for CARE. PG&E will begin testing a combination of paid media 
campaigns and direct marketing efforts that will have more specific, targeted 

messages intended to place greater focus on the FERA program.  

• Leverage customer insights from CARE to inform FERA messaging. 
PG&E has significant data on low-income customers pertaining to how and 

when they respond to financial assistance programs, their connections to 

specific messages and their response to tactical elements. PG&E plans to 
use these insights to inform messaging development and testing for FERA 

outreach.  

4.1 Messaging  
As part of the marketing and outreach efforts to increase CARE enrollment, PG&E 

conducted research and tested messaging approaches to engage customers. Because 

                                            
10 PG&E ESA/CARE 2017 Annual Report filed with CPUC on May 1, 2018. 
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the customer profiles for CARE and FERA are very similar, FERA outreach will draft 
heavily off the lessons learned from CARE message testing. Messages should be 

developed to: demonstrate empathy and understanding of what the customer 

encounters when working to manage and maintain their household; explicitly address 
specific enrollment barriers such as the amount of time it takes to enroll, or concerns 

about privacy; and leverage social norming messages such as highlighting the number of 

people who benefit from participation in the program. 
While PG&E expects that the lessons from CARE marketing will help to develop 

messages to promote FERA, there are some unknowns about the best methods for 

driving response to the FERA program. PG&E posits that there is a potential for 
customer confusion about the difference in eligibility requirements for CARE and FERA. 

Because the mandate is to co-market CARE and FERA11, PG&E will look to test 

different ways to clearly differentiate the circumstances in which a customer would apply 
for FERA.  

Another unknown factor is what offer will be most effective at driving response for 

FERA. Current CARE campaigns and materials prioritize the offer of an “at least 20% 
discount” off the monthly energy bill. The FERA customer-facing messages do not 

include the percentage discount amount, so PG&E will want to test different ways to 

present the FERA offer to determine the impact on customer response.  

4.2 Test, Learn and Optimize 
Media and outreach activities to promote FERA will be conducted with the 

understanding that “marketing must be co-marketing for both the CARE and FERA 
programs to remain consistent with the Public Utilities Code and Decision 16-11-022.”12  

In addition to bill inserts, newsletter articles, Home Energy Reports and pge.com 

content, PG&E will assess additional tactics to more heavily promote FERA moving 
forward, leveraging the channels that have proven successful in driving CARE 

enrollment. PG&E will develop test plans to establish baseline metrics against which 

ongoing results can be evaluated, and campaigns can be optimized.  

                                            
11 D.18-08-013, OP 16. 
12 D.18-08-013, OP 16. 
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PG&E plans to conduct an initial direct mail and email test in mid-2019 to 
understand the overall positioning and response rates. Analyis of results from this test 

will look at how different customer segments respond to positioning CARE and FERA 

together. Based on the data collected, PG&E will revisit its plans to determine a cost-
effective approach, including introducing multi-touch direct mail and email campaigns. 

Digital and paid media campaigns have been successful in driving acquisition for 

CARE. Media plans leverage customer mapping to identify and target low-income 
customers in areas with lower participation and/or with a significant population of hard-

to-reach groups. Pending initial FERA test results, PG&E plans to leverage digital 

advertising to support acquisition in FERA.  
Although PG&E media plans will target the entire territory footprint, additional weight 

may be applied in the Central Valley to focus on this important area.   

FERA terms are already included as part of paid search engine marketing tactics for 
CARE always-on digital strategy. These campaigns can drive customers to a combined 

CARE/FERA landing page on pge.com13 where the guidelines for both programs are 

presented, and the customer is encouraged to enroll. 
The low-income marketing strategy currently includes TV and radio media in both 

English and Spanish to drive awareness and support CARE and ESA acquisition 

campaigns. PG&E plans to examine how targeted broadcast media channels may be 
utilized in the future to promote increased FERA awareness and enrollment. Both 

creative development and media cost are an important consideration, but data shows 

that television and radio are highly utilized by low-income households so may act as 
strong awareness drivers14. Using broadcast media also allows for additional focus to 

be placed in areas deemed to be high-priority, such as the Central Valley.    

PG&E’s media plans will also consider ethnic media opportunities to support 
awareness and engage low-income customers. Paid media plans include Spanish 

language stations and web sites to increase overall awareness and to reach eligible 

customers in their preferred language. These media buys often garner earned media (or 

                                            
13 pge.com/CARE and pge.com/FERA. 
14 Nielson. The Total Audience Report http://www.nielsen.com/us/en/insights/reports/2015/the-

total-audience-report-q3-2015.html. 
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value-added opportunities) such as pre-recorded or live interview segments where 
PG&E can provide information about a suite of programs and tools.  

4.3 Recertification Tactics  
FERA enrolled customers are required to self-recertify their eligibility every two 

years. Currently, customers will receive a renewal application 90 days prior to the date 

on which their FERA discount is set to expire.   

Under the CARE program, as participants approach the recertification period, there 
are two campaigns currently in place to promote retention in the CARE program: (1) 

auto-reenrollment, and (2) recertification reminders. 

Auto-reenrollment occurs approximately 180 days prior to the expiration date for 
customers in deciles 1 and 2 of the propensity model. PG&E sends these customers 

notification via direct mail and email to alert them that they’ve been automatically 

reenrolled in the CARE Program and no further action is required by the customer to 
continue to receive the CARE discount.  The email includes messaging that the 

customer should contact PG&E if they no longer qualify for CARE due to changes in 

income or other household needs. The auto-reenrollment email offers a touchpoint to 
incorporate a FERA qualification message in case the customer no longer qualifies for 

CARE, but would qualify for FERA. 

The CARE recertification reminder campaign offers an opportunity to promote 
FERA. For customers required to recertify, PG&E notifies the customer at 150 days out 

from the recertification date by automated voicemail. Starting at 120 days out, a 

recertification reminder campaign is initiated, and customers are notified by direct mail, 
email and automated voicemail. Reminders are continued via email at 90, 60 and 30 

days prior to the recertification deadline. Messaging could be added to the campaign 

content to encourage customers to check the requirements for FERA and apply for the 
discount if they believe they no longer qualify for CARE.  

PG&E plans to consider development of a similar FERA recertification reminder 

campaign. Integration of FERA customers into the existing process would require 
additional data file creation and programming, as well as A/B testing. For example, a 

test may be constructed that looks at whether a general reminder message versus a 

program specific reminder is more effective at driving customers to recertify.  
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4.4 Post-Enrollment Verification  
During the CARE program enrollment period, customers may be selected to 

participate in the post-enrollment verification ( PEV) process to verify household 

eligibility. Customers are selected for PEV based on the following: 
• Customers with a decile score of 9-10 

• Customers with high usage (+400 percent of baseline) 

• Approximately 1 percent annual random selection 
Customers selected for PEV receive different letters depending on whether they 

are required to go through the standard PEV or the High Usage PEV process. The letter 

details the requirements, instructions for completion and required forms. To continue 
receiving the monthly CARE program discount, the customer must provide requested 

documentation within 45 days. If a customer provides PEV documentation that does not 

meet the stated requirements for continued enrollment in CARE, they will be removed 
from the CARE program and are prohibited from re-enrolling for 24 months or until they 

demonstrate compliance with the stated requirements. However, if the customer 

provides PEV documents that show they meet the stated requirements for FERA, they 
will be removed from CARE and enrolled in FERA if they are otherwise FERA-eligible 

based on household size. 

PG&E plans to propose a PEV process specific to the FERA progam in its 2021-
2025 low-income program application, to be filed in June 2019. 

5. Community Outreach 
Complementing PG&E’s multi-touch approach, PG&E’s community engagement 

efforts are critical to providing awareness of our assistance programs and energy 

education to hard-to-reach customers. 

5.1 Community Based Organizations 
PG&E’s community engagement and outreach strategy focuses on building trusted 

community relationships and strategic partnerships with the goal of informing PG&E’s 

customers on assistance programs, resources, tips and tools. Community outreach 
efforts via community based organizations (CBOs) can be a highly effective means to 

engage and gain the trust of customers who might otherwise not engage with PG&E.  
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Community partners complement traditional marketing tactics with one-on-one 
direct interaction with hard-to-reach customers and utilize the following channels 

including, but not limited to: 
1) Face-to-face awareness at a CBO or other trusted location and education 

efforts with impacted customers through Community Outreach Contractors and 

Health Outreach Workers. 

2) Community workshops through Community Outreach Contractors, Health 

Outreach Workers and Energenius® family engagement activities. 

3) Door-to-door campaigns within a respective community, reaching a customer 

at their home, through Community Outreach Contractors and Health Outreach 

Workers. 

4) Outreach through churches and other faith-based groups through Community 

Outreach Contractors. 

The communities served by these CBOs include, but are not limited to African 
American, Asian-Pacific American, Cambodian, Chinese, Hmong, Japanese, Korean, 

Hispanic, Lao, Native American, Russian, Vietnamese, Disabled, Seniors and Veterans. 

The primary in-language support for customers is in Spanish, Chinese, Vietnamese, 
Tagalog and Hmong. However, many CBOs also provide support in: Burmese, 

Cambodian, Hmong, Japanese, Korean, Lao, Tagalog, Taiwanese, Thai and Russian.  

5.2 Current CARE/FERA Enrollment Strategy 
PG&E currently works with CBOs to promote assistance programs through multiple 

channels.  These channels include the Community Outreach Contractor (COC) 

Program, Health Outreach Workers Program and the Energenius® Program.  These 
outreach channels focus on CARE, FERA, ESA, Medical Baseline, REACH, LIHEAP 

and energy management tools such as Bill Forecast Alerts, Budget Billing, Rate Options 

(including Time-of-Use rate plans) and Home Energy Checkup. 
A summary of each of these current community outreach efforts is as follows: 

• Community Outreach Contractors (COC) Program:  Performance-based 

contracts with 48 organizations, which receive a $20 capitation fee per CARE 
new enrollment.  If customers are not eligible for CARE, COCs enroll eligible 

customers into the FERA Program.   
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• Health Outreach Workers (HOW) Program:  Known as promotoras, these 
health outreach workers go door-to-door as well as conduct outreach at 

community gathering places delivering a culturally and linguistically specific 

outreach to the Spanish-speaking community on PG&E’s energy 
management tools and assistance programs, including FERA. 

• Energenius® Out-of-School Time (OST):  Partnership with the California 

School-Age Consortium (CalSAC) to train out of school time professionals on 
Energenius® curriculum and conduct family engagement activities promoting 

PG&E’s energy management tools and assistance programs, including 

FERA. 

5.3 FERA Outreach Expansion and Workshop 
In D.18-08-013, the Commission directed that “PG&E should particularly focus its 

efforts in the Central Valley,… [and] should work with CBOs in the Central Valley to 
increase rates of FERA participation.”15 In addition, PG&E must “expand PG&E’s 

existing CBO efforts to target and increase CARE and FERA outreach, including a 

special focus in the Central Valley…. PG&E shall specify the expanded efforts that it will 
undertake with CBOs, including any contracting that is planned, along with the budget 

for expanded CBO efforts.”16  PG&E presents here its initial concepts for expanded 

CBO outreach targeting FERA enrollement, with special focus in the Central Valley. 
As part of PG&E’s increased outreach seeking higher levels of FERA enrollment, 

PG&E plans to complement its multi-touch marketing approach with CBO outreach. 

Specifically, PG&E is exploring a couple of expansion opportunities building off of the 
existing outreach listed above.  These efforts include the following: 

• Partnering directly with CBOs in high FERA enrollment opportunity areas, 

funding them to conduct FERA outreach, in addition to other assistance. 
programs and energy management tools, through various outreach channels  

• Leveraging existing community events to include a FERA focus 

PG&E has already begun supporting community partners to engage the low-income 
customers they serve on opportunities for energy literacy, awareness, and education. 

                                            
15 D.18-08-013, pp. 181, OP 15. 
16 D.18-08-013, pp. 182, OP 16. 
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Community partners also recognize that energy costs are changing and they, too, want 
to help prepare their low-income clients as much as they can. Therefore, PG&E has 

deepened its relationships with community partners across sectors like community 

health, education, and housing to bring energy management closer to their 
communities.  Through targeted training modules and curriculum on CARE, FERA, 

ESA, Medical Baseline, REACH, LIHEAP and energy management tools, these 

community partners are knowledgeable and better equipped to hold conversations with 
their clients and share tips and tools about savings and energy assistance. 

As PG&E explores specific outreach for the FERA program, the utility is identifying 

key strategic partners in geographic areas where there is a high FERA enrollment 
opportunity, including especially the Central Valley. This will be a data-driven approach 

identifying both geographic and demographic information on FERA eligibility.   

Once FERA eligibility is determined in geographic areas of high FERA enrollment 
opportunity, PG&E will seek community based organizations to deliver a culturally and 

linguistically specific outreach and awareness effort that will provide relevant training 

and support to increase awareness around available resources, tools and programs for 
hard-to-reach communities.  The primary goal of this outreach will be to increase CARE 

and FERA enrollment and awareness on energy management tools, including Time-of-

Use rate plans.  
Outreach channels may include the following: 

• Community Workshop / Presentations: gathering specifically to discuss 
services (approx. 5-20 individuals) 

• Community Events: tabling (including tabling at PG&E local offices and/or 
cooling centers); Fair / Festival, Open House, Organizational Base (ex. 
Housing Association) 

• Client Services: working with new and existing clients of CBO in one-on-
one conversation 

• Door-to-Door outreach campaigns: targeted areas where representative(s) 
approaches domicile or business 

Interaction types with customers may include the following: 
• Customer Education: customer actively completes a form and returns to 

organization and / or customer gives their information for follow-up 
services with organization  

• Customer Touch: a brief interaction with a customer where they receive a 
brochure or application to take with them 
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PG&E will look at the following criteria overall in determining CBO partners for 
FERA outreach: 

• Counties with high number of FERA eligible customers 
• Target populations  
• Languages served 
• Geographic / service area 
• Programs and services 
• Outreach plan  
• Frequency of outreach activities 

In addition to identifying CBOs to conduct outreach on the utility’s behalf, PG&E is 

leveraging at least one Community Resource Fair in the Central Valley by including a 

FERA focused workshop.  Community Resource Fairs include outreach on health 
services, immigration, education and financial literacy.  Including a FERA focus in at 

least one of these fairs will be beneficial to attendees who will already be in attendance 

seeking assistance on a number of issues.    

6. Other support channels 
PG&E leverages a variety of channels to support its overall marketing strategies. 

These opportunities serve to: 

• Drive further awareness by amplifying messages through the website, 
employees and the media. 

• Assist customers with low-income program enrollment and provide 
personalized information to help customers understand and manage their 

energy use, via CSRs, events and local office staff. 

• Allow PG&E to deliver geographically targeted messages through 
community engagement efforts. 

• Support hard-to-reach customers in their language of choice through 

PG&E’s media relations, community engagement efforts, contact center, 

and website. 

6.1 Website  
PG&E’s website provides low-income customers with easy ways to view and pay 

their bill, set up recurring payments, review their rate plan options, sign-up for paperless 
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bills, report outages and start, stop, or transfer service. Many low-income customers, 
including over 630,000 CARE and FERA-enrolled customers, have online accounts.17  

Between 67 percent and 82 percent of low-income customers own a smartphone, 

and many depend on their mobile device to access online content.18  In 2016, PG&E 
comprehensively redesigned its website and strives to meet the Web Content 

Accessibility Guidelines (WCAG) AA Standards.19 As part of the accessibility 

improvements, PG&E updated its website to include a refined web design with larger 
fonts, a higher color contrast, easy click buttons for key actions, and updated videos 

with closed captioning and written transcripts. This website redesign makes it easier for 

PG&E customers with disabilities to find assistance programs and other tools to better 

manage their energy use. 
The PG&E website serves as an important channel for CARE acquisition, with 

marketing campaigns including a call-to-action that directs customers to the CARE 

landing page, which receives approximately 39,000 visits per month. In 2018, PG&E 
initiated the consolidation of the existing CARE and FERA landing pages, and intends to 

launch the combined landing page before the end of 2018 to increase FERA visibility. 

PG&E plans to conduct A/B testing on the combined landing page, such as different 
calls-to-action, button placement, and page layout to provide insight for future FERA 

enrollment optimization.  

Customers who arrive on the CARE/FERA combined landing page can apply via the 
online application, or easily find links to printable versions of the CARE/FERA 

application. The online application is available in English, Spanish and Chinese, while 

printable versions are available in English, large print English, Spanish, Tagalog, 
Chinese, Vietnamese, Korean, Hmong and Russian. In addition to the application, most 

forms and fact sheets are available in multiple languages and large print. 

                                            
17 PG&E Residential Profiles for CARE Enrolled and Non-Enrolled Customers, Targetbase May 

2018. The overall frequency for Residential customers with an online account is 
approximately 55 percent. 

18 PEW Research Center. Mobile Fact Sheet. February 5, 2018. Survey data for U.S. adults 
with household income less than $50,000. http://www.pewinternet.org/fact-sheet/mobile. 

19 What is in WCAG 2.0, Web Accessibility Initiative https://www.w3.org/WAI/intro/wcag. 
October 19, 2016. 
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In 2017, PG&E implemented a CARE interstitial message (also known as a “pop-
up” window) that appears when a customer who is flagged as CARE-eligible, 

unenrolled, logs into their online account. The customer is presented with a message 

promoting CARE and is encouraged to click a link to learn more. PG&E will evaluate the 
potential to edit the content of the existing interstitial to include FERA information. 

PG&E may also investigate a longer-term option of creating a FERA-eligibility flag in the 

system so that the interstitials generated can be specific to either CARE or FERA 
depending on the customer’s data attributes. 

6.2 Increase Reach through Media Relations (Public Relations) 
Media education and outreach is an integral component to increase the overall 

reach of PG&E marketing. Media relations tactics are a cost-effective way to drive 

additional reach and awareness of financial assistance programs and can be targeted to 

regions with low enrollment. 
It is important to develop and distribute messages across a wide variety of channels 

to inform, educate, and generate awareness to the target audience. Media relations 

tactics may include: 
• Incorporating FERA program information in media outreach campaigns to 

inform the media about financial assistance programs available to 

customers, particularly around months with higher usage in the summer and 
winter.  Again, targeting counties in the Central Valley or zip codes with lower 

estimated FERA penetration rates. 

• Partner with key in-language ethnic media partners to inform customers in 
their language, via vehicles that they trust. 

• Training subject matter experts as spokespeople who can inform and engage 

customers, working in conjunction with local media. 

6.3 Develop Broader Awareness of FERA Among PG&E Employees 
PG&E has over 22,000 employees throughout our service area. These employees 

are well-positioned to act as the bridge between the company and its customers, and 
are often the best advocates. PG&E plans to include additional communications and 

training to ensure that employees and retirees understand the financial assistance 

programs and have the tools they need to discuss them with customers, family and 
friends. Employee education outreach may include the following: 
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• Expanded FAQs for employees 
• Leveraging internal channels like the Daily Digest email to all employees or 

the intranet channel (PG&E@Work) to educate employees about FERA  

6.4 Community Events / Local Offices 
PG&E continues to support community events via CARE community outreach 

contractors and other requests made through PG&E’s local offices and other channels.  
The criteria to support an event are as follows:  free and open to the public, targets a 

high poverty/urban and/or hard-to-reach community, at least four hours, expects up to 

200 attendees or more. 
PG&E staff members Customer Service Office (CSO) outreach events throughout 

PG&E’s territory to create awareness and provide education about the CARE, FERA, 

ESA and other assistance programs. These outreach events are staffed by Customer 
Service Representatives (CSRs) helping customers with questions and understanding 

their accounts and educating customers. CSRs provide information on Medical 

Baseline, Balanced Payment Plan, Large Print Bills, In-Language Bills, SmartRate and 
SmartAC to give customers comprehensive solutions to help manage their energy bills. 

6.5 Contact Center Support 
The Contact Center is one of PG&E’s primary channels for providing one-to-one 

direct customer support. In order to leverage the opportunity to educate customers 

about FERA, as well as other assistance programs and rate plan options, PG&E 

continues to enhance training and resources. CSRs receive regular training updates 
about residential rate changes and assistance programs for low-income customers so 

that they can answer questions and offer support for managing bills and energy use. In 

addition to live agent support, an interactive voice response phone system uses 
numeric prompts to provide information about assistance programs and walks 

customers through the enrollment process using a series of questions. 

The contact center supports hard-to-reach customers in their language of choice 
either by on-staff CSRs who speak Spanish or by leveraging the third-party language 

line to allow for customers to communicate in 200 languages. PG&E uses a tool called 

General Reference (GenRef) for up-to-date information about marketing campaigns so 
CSRs can answer questions if there are customer calls about communications. 
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6.6 Cooling Centers 
PG&E’s Cooling Centers program provides financial and informational support to 

select local government-operated cooling centers for the purposes of increasing 

participation among low-and fixed-income residents.  PG&E’s efforts include educating 
targeted customers on heat preparedness and publicizing the center locations and 

accessibility as well as providing cooling centers with information on assistance 

programs like CARE, FERA and ESA, in addition to energy management tools. 

7. Implementation 
The marketing and outreach team began additional data and insights review based 

on the directives in D. 18-08-013. Additions to media plans, revisions to campaign test 
architecture and new creative development are expected to begin in Q4 2018, with 

implementation of testing and media tactics to launch in the first half of 2019. PG&E 

plans to optimize the CARE/FERA campaigns on an ongoing basis as results from 
these tests become available.  

Additionally, PG&E will propose FERA-specific outreach in its June 2019 budget 

request application for the 2021-2025 Low-Income programs.  To the best of its ability, 
PG&E will incorporate  results and lessons learned from its early marketing  tests to 

increase FERA participation. However, PG&E is uncertain to what degree results of 

such early stage efforts might be available during spring 2019 when that budget 
application must be filed.   

Furthermore, as noted in Community Outreach section above, PG&E will identify 

community based organizations in high FERA eligibility geographic areas in order to 
increase FERA enrollment in these areas. Outreach channels that may be used by 

community based organizations include, but are not limited to, community events, 

workshops, one-on-one client services and/or door-to-door campaigns. Outreach goals, 
including CARE/FERA enrollment, will be critical to this outreach. 

8. Measurement and Metrics  
One of the key components to success in meeting the 50 percent penetration rate 

goal by the end of 2023 will be ongoing testing. The initial direct mail and email test in 

2019 will be structured so that key performance indicators (KPIs) such as email open 

rate, click-through rate, and enrollment rate can be analyzed. Measurement and 
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evaluation of the test will inform adjustments to tactical plans, creative production and 
budget allocations.  

With a focus on affordability, PG&E also plans to track the marketing cost-per-

acquisition to measure the cost-efficiency of the overall marketing plan. CARE 
marketing activity has been in place for many years, so programs have been refined 

and cost-efficiency gained. Because CARE and FERA will continue to be co-promoted, 

PG&E plans to evaluate marketing cost-per-acquisition based on total marketing spend, 
and total CARE and FERA marketing-driven enrollments, monitoring year-over-year 

changes. 

PG&E’s Low-Income M&O plan includes tracking of overall CARE awareness 
among the income eligible non-enrolled audience, and ESA program awareness among 

the target CARE-enrolled audience. CARE and ESA program awareness baselines are 

already established among these audiences, and updates are planned to occur 
biannually. PG&E plans to incorporate FERA in these customer tracking surveys to 

establish a baseline against which progress can be measured.   

PG&E will explore tracking the number of new FERA and CARE enrollments as well 
as the number of customers interaction on FERA, other assistance programs, and 

energy management tools to measure the success of the community-based outreach.  

9. Budget  
This section includes a budget estimate for the incremental marketing and outreach 

activities PG&E expects to execute in 2018 – 2020 to support the goal of increasing 

FERA participation. Throughout the period ending in December 2020, PG&E will 
continue to evaluate and optimize marketing tactics to deliver the most effective and 

cost-efficient plan possible, and will revisit its budgets annually to ensure that 

projections manage both cost-effectiveness and overall program requirements. 
PG&E’s proposed budget for these incremental CARE/FERA M&O efforts will utilize 

unspent funds from the CARE marketing budget, with the expectation that overall 

budgets will not exceed the previously-authorized CARE budget. 
PG&E is providing preliminary cost estimates for currently anticipated 2018 through 

2020 activities to market to eligible customers in the FERA program. In the section 

below, PG&E has included estimates of PG&E’s third-party contracts, and other costs 
relating to marketing activities that are to be recovered through the CARE program 

balancing accounts. The estimates include: 
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Table 4:  Proposed Budget for Incremental CARE/FERA-Targeted Joint M&O 

Efforts,20 Using Previously-Approved but Unspent CARE Marketing Funds 
 

 2018 2019 2020 Total 

CARE/FERA M&O 

proposed budget 
$129,200 $1,083,300 $811,100 $2,023,600 

 
PG&E will include FERA marketing and outreach budget for the period beyond 2020 

in its upcoming 2021-2025 low-income program application, to be filed June 1, 2019. 

10. Reporting  
As required in D. 04-02-057, PG&E will continue to file an Annual Progress Report 

with the Commission on May 1st each year.    

Additionally, in compliance with D. 18-08-013, PG&E will file information-only advice 

letters on PG&E’s progress to increase FERA enrollment with the CPUC’s Energy 
Division at the end of 2018, 2019, 2020, 2021, 2022 and 2023.  

 

                                            
20 Consistent with D.18-08-013, Ordering Paragraph 16. 



PG&E Gas and Electric 
Advice Filing List 
General Order 96-B, Section IV 
 

 

AT&T Downey & Brand Pioneer Community Energy 
Albion Power Company Ellison Schneider & Harris LLP Praxair 
Alcantar & Kahl LLP Energy Management Service Regulatory & Cogeneration Service, Inc. 
Anderson & Poole Evaluation + Strategy for Social 

Innovation 
SCD Energy Solutions 

Atlas ReFuel GenOn Energy, Inc. SCE 
BART Goodin, MacBride, Squeri, Schlotz & 

Ritchie 
SDG&E and SoCalGas 

Barkovich & Yap, Inc. Green Charge Networks SPURR 
Braun Blaising Smith Wynne P.C. Green Power Institute San Francisco Water Power and Sewer 
CalCom Solar Hanna & Morton Seattle City Light  
California Cotton Ginners & Growers Assn ICF Sempra Utilities 
California Energy Commission International Power Technology Southern California Edison Company 
California Public Utilities Commission Intestate Gas Services, Inc. Southern California Gas Company 
California State Association of Counties Kelly Group Spark Energy 
Calpine Ken Bohn Consulting Sun Light & Power 
Casner, Steve Keyes & Fox LLP Sunshine Design 
Cenergy Power Leviton Manufacturing Co., Inc. Tecogen, Inc. 
Center for Biological Diversity Linde TerraVerde Renewable Partners 
City of Palo Alto Los Angeles County Integrated Waste 

Management Task Force 
Tiger Natural Gas, Inc. 

City of San Jose Los Angeles Dept of Water & Power TransCanada 
Clean Power Research MRW & Associates Troutman Sanders LLP 
Coast Economic Consulting Manatt Phelps Phillips Utility Cost Management 
Commercial Energy Marin Energy Authority Utility Power Solutions 
County of Tehama - Department of Public 
Works 

McKenzie & Associates Utility Specialists 

Crossborder Energy Modesto Irrigation District Verizon 
Crown Road Energy, LLC Morgan Stanley Water and Energy Consulting 
Davis Wright Tremaine LLP NLine Energy, Inc. Wellhead Electric Company 
Day Carter Murphy NRG Solar Western Manufactured Housing 

Communities Association (WMA) 
Dept of General Services Office of Ratepayer Advocates Yep Energy 
Don Pickett & Associates, Inc. OnGrid Solar  
Douglass & Liddell Pacific Gas and Electric Company  

 


